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Abstract 
This thesis explores how alcohol companies use representations of men to develop ‘brand 
masculinities’ in order to sell their alcohol products in Thailand. The thesis argues that 
companies are using brand masculinities in order to achieve market dominance. As a result, 
companies seek to instil particular values, such as loyalty to the monarchy, Thai nationalism, 
inspirational capitalism, cosmopolitanism and following Buddhist traditional norms, in order to 
appeal to men across Thai society. To explore this process, the thesis draws upon two case 
studies of the leading Thai beer brands, Singha and Chang, by employing three methodological 
approaches. Firstly, a qualitative content analysis of television advertising applied to samples 
from the ten most successful alcohol brands in Thailand was carried out to explore their use of 
gender. Secondly, in-depth interviews with Singha and Chang executives were conducted to 
establish their understanding of the role of gender in their product promotion. Thirdly, a series 
of focus groups with a weighted sample of Thai participants was conducted to examine the way 
in which product branding was being interpreted. The thesis concludes by suggesting that brand 
masculinities contain a number of internal tensions that make it difficult to reach a wider range 
of the market. Such tensions sustain continual competition between the two companies that are 
lived out in their promotion of particular brand masculinities.  
 
Key Words  
Brand masculinity / brand image/ advertising / brand promotions / Thainess  
 
  
II 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
III 
 
Acknowledgments 
This thesis could not been possible without the invaluable support from many people. Firstly, I 
am extremely grateful to my superb supervisors, Dr. Chris Haywood (this might never have 
happened without you. I love you Chris.), and Dr. Mary Brennan, who both devoted their time 
to sharpening my thinking. Furthermore, I would like to thank the faculty of Mass 
Communication Technology, Rajamangala University of Technology Pra Nakhon (RMUTP), 
who sponsored my PhD and offered me this wonderful opportunity to open myself up to 
cultures from the wider world.  
 
Additionally, I would like to thank Krit, who kindly encouraged and cheered me up in every 
way. Half of my PhD journey could not have happened without support from Krit. I thank you 
very much indeed for everything. Also, I am so thankful to Mark for supporting and 
encouraging me in every way during my writing up of the Singha chapter. You will always be 
missed. It would never have happened without you. Also, I would like to thank my dearest 
friends, Nikki, Pierrot, Chacha, Nina, Ann, Pomelo and Mesirin, who always supported me in 
every way. I truly understand the meaning of real friendship because of you and believe 
everything happens for a reason.  
 
Last but not least, I would like to sincerely thank those who have the utmost importance in my 
life: my beloved family. Dad, Mom, my aunt and sisters, who always encouraged me in every 
moment of my PhD life. Especially my mom, you are always by my side as if my best 
girlfriend., I am thankful for everything that happened during my PhD adventure. I have learned 
several lessons, not only academic but also how to be patient and to live my life. I hope to bring 
all of the knowledge and experiences I have gathered in the UK back with me to my beloved 
Thailand in order to further educate on media and cultural studies.  
 
 
 
 
 
 
 
IV 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
V 
Table of Contents 
Chapter 1. Introduction………………………………………………………………………1 
1.1 Introduction: Situating the Research……………………………………………………….1 
1.2 Research Problem…………………………………………………………………………..4 
1.3 Research questions…………………………………………………………………………5 
1.4 Theoretical Framework…………………………………………………………………….7 
1.5 The emergence of a research area: the researcher’s story ………………………………….8 
1.6 Organisation of the thesis…………………………………………………………………..9 
Chapter 2. Literature Review………………………………………………………………12 
2.1 Introduction……………………………………………………………………………….12 
2.2 Branding…………………………………………………………………………………..12 
2.3 The role of advertising in branding……………………………………………………….16 
2.4 The role of television advertising in branding…………………………………………..…23 
2.5 Understanding Men:  Approaches to Hegemonic Masculinity…………………………...25 
2.6 Criticisms of the theory of hegemonic masculinity……………………………………..…30 
2.6.1 The formation of hegemonic masculinity……………………………………….………31 
2.7 Brand Masculinity ………………………………………………………………………...34 
2.8 Globalisation and the contemporary construction of Thai Cultural Identities for Thai alcohol 
brand promotional culture………………………………………………………………….…37 
2.8.1 Globalisation as a Cultural Homogenisation?..................................................................38 
2.8.2 A Construction of Thai national identity: Thainess and Thai patriarchy………...………45 
2.9 A formulation of Thai masculinities……………………………………………….……...53 
2.10 A Critical Debate about The Masculinity Approach: Global VS Local…………………..58 
2.11 Conclusion……………………………………………………………………….………60 
Chapter 3. Research Methodology……………………………………….…………………61 
3.1 Introduction……………………………………………………………………………….61 
3.2 Identifying the philosophical position: Constructivism……………………….…………..62 
3.3 Research design…………………………………………………………………………...64 
3.3.1 Content Analysis………………………………………………………………………...64 
VI 
3.3.2 In-depth interviews……………………………………………………………………...72 
3.3.3 Focus groups…………………………………………………………………………….79 
3.4 Analytic approach: Thematic analysis…………………………………………………….84 
3.5 Ethics……………………………………………………………………………………...86 
3.5.1 Informed consent………………………………………………………………………..86 
3.5.2 Reliability and validity………………………………………………………………….87 
3.6 Research limitations………………………………………………………………………89 
3.7 Reflexivity……………………………………………...…………………………………90 
3.8 Conclusion………………………………………………………………………………..94 
Chapter 4 Advertising analysis……………………………………………………………..96 
4.1 Introduction……………………………………………………………………………….96 
4.2 The general findings of alcohol advertising………………………………………………97 
4.3 The categories of ad functions and characteristics………………………………………105 
4.4 The types of advertising appeals applied………………………………………………..109 
4.5 The advertising execution types applied………………………………………………...114 
4.6 The types of music used in TV alcoholic advertising…………………………………...119 
4.7 The gender of voice-overs……………………………………………………………….121 
4.8 Types of the special events in TV alcoholic advertising………………….……………..122 
4.9 The alcoholic brands that do co-branding ……………………………………………….126 
4.10 Types of celebrity used in alcoholic advertising ……………………………………….132 
4.11 The overall result of themes and gender identities that represented…………………...137 
4.12 Conclusion of the alcoholic advertising airing on television…………………………..140 
Chapter 5 Singha: Exploring a hegemonic brand masculinity………………………….142 
5.1 Introduction……………………………………………………………………………...142 
5.2 Singha history and its market share…………………………………..…………………..146 
5.3 ‘The Singha Man’: Transforming men’s lives into a Brand Masculinity………...……….151 
5.4 Monarchy Loyalty……………………………………………………………………….153 
5.5 ‘Working men’: A model of Inspiration-Capitalism……………………………………..160 
VII 
5.6 ‘Caring Men’: The use of Social Responsibility…………………………………………166 
5.7 Conclusion……………………………………………………………………………….169 
Chapter 6 Interpretation of Singha masculine representations………………………….171 
6.1 Introduction……………………………………………………………………………...171 
6.2 Interpretation the loyal monarchy brand image: a loyal man?............................................171 
6.3 Working Men: Brand working…………………………………………………………...177 
6.4 Social Responsibility: Authentic Men?..............................................................................181 
6.5 Conclusion……………………………………………………………………………….186 
Chapter 7 Chang challenger brand ……………………………………………………….188 
7.1 Introduction……………………………………………………………………………...188 
7.2 Chang history and its past success………………………………………………………..192 
7.3 Transforming Chang to the new look…………………………………………………….195 
7.4 Chang Representations of Men…………………………………………………………..202 
7.5 Thai Nationalism masculinity……………………………………………………………205 
7.6 The representation of Cosmopolitan masculinity………………………………………...216 
7.7 Chang social responsible man……………………………………………………………222 
7.8 Conclusion……………………………………………………………………………….225 
Chapter 8 Interpretation of Chang masculine representations………………………….227 
8.1 Introduction……………………………………………………………………………...227 
8.2 Interpreting: Thai Nationalism masculinity……………………………………………...227 
8.3 Interpreting: the Cosmopolitan masculinity……………………………………………...234 
8.4 Chang Social Responsible masculinity…………………………………………………..239 
8.5 Conclusion……………………………………………………………………………….243 
Chapter 9 Exploring Hegemony: Singha, Chang and competition………………………246 
9.1 Introduction…………………………………………………………………...................246 
9.2 The competing nature of Singha and Chang brands……………………………………...251 
9.3 The masculine representations of Singha and Chang brands……………………………..256 
9.4 The use of marketing communications of Singha and Chang brands…………………….259 
VIII 
9.5 Conclusion……………………………………………………………………………….265 
Chapter 10. Conclusion…………………………………………………………………….267 
10.1 Introduction…………………………………………………………………………….267 
10.2 Summary of Findings…………………………………………………………………...267 
10.3 Significance of the research…………………………………………………………….270 
10.3.1 A contribution of brand masculinity………………………………………………….270 
10.3.2 A theoretical contribution of the hegemonic masculinity theory……………………...271 
10.3.3 The knowledge contribution of the alcohol advertising………………………………275 
10.3.4 The methodological contribution……………………………………………………..277 
10.4 Recommendations for Future Research………………………………………………...278 
10.5 Conclusion……………………………………………………………………………...279 
Appendix……………………………………………………………………………………280 
Appendix A1: The semi-structured questions that used in the in-depth interview…………...280 
Appendix A2: sample of questionnaire and questions that used in the focus groups ……….282 
Appendix A3 Questions for focus group……………………………………………………..284 
Appendix A4: The overall information of the focus groups’ participants……………………285 
Appendix A5: A blueprint of the thematic analytic outcome ……………………………….293 
Appendix A6: A consent form for the in-depth interviews and focus groups………………...296 
Appendix A7: A summary of the 10 alcoholic brand samples………………………………..297 
Appendix B1: The types of the adverts………………………………………………………298 
Appendix B2. Details of the themes………………………………………………………….313 
Bibliography………………………………………………………………………………..325 
 
 
 
 
 
 
IX 
Table of Tables 
Table 2.1 Advertising execution or forms of ad presentations…………………………...…....20 
Table 2.2 The money that the alcoholic drinks brands spent on each media………………...…25 
Table 3.1. The Thailand's the most Admired ‘Liquor’ Brands 2013……………………...…...67 
Table 3.2 Beer brands that selected for TV alcoholic content analysis………………………...68 
Table.3.3 The adverts airing on TV………………………………………………………..….69 
Table3.4 the demographics of the participants in the focus groups………………………...….81 
Table 3.5 Lists of the participants…………………………………………………………......82 
Table 4.1. The number of alcoholic adverts categorised by type of product…………………...98 
Table 4.2 Sales of Alcoholic Drinks……………………………………………………….….98 
Table 4.3 The number of alcoholic adverts……………………………………………………99 
Table 4.4 Sales of Alcoholic companies in Thailand 2013…………………………….………99 
Table 4. 5 Deducing targets’ ages in the adverts……………………………………………..100 
Table 4.6 The number of adverts categorised by the TV channels on which they were aired...101 
Table 4.7 The money spent on each media…………………………………………………...101 
Table 4.8 The number of TV adverts categorised by the year aired…………………………..102 
Table 4.9 The number of TV adverts categorised by the duration of the advert…………........103 
Table 4.10 The types of the language used……………………………………………….......104 
Table 4.11 The groups of alcohol advertisements on TV categorised by its functions and 
characteristics …………………………………………………………………..…………...107 
Table 4.12 The types of the advertising appeals……………………….……………………..110 
Table 4.13 The types of Advertising Executions………………………………………….....117 
Table 4.14 The types of the music used ………………………………………………….......119 
Table 4.15 The gender of voice-over………………………………………………………...122 
Table 4.16 Types of special events…………………………………………………………..125 
Table 4.17 The alcoholic brands that do co-branding………………………………………..127 
Table 4.18The frequency of Singha and co-branding………………………………………..128 
Table 4.19 The frequency of Chang and co-branding………………………………………..130 
Table 4.20 Heineken and co-branding…………………………………………………….....131 
X 
Table 4.21 Sangsom and the co-branding …………………………………………………...131 
Table 4.22 Type of celebrity used……………………………………………………………133 
Table 4.23 Genders of celebrities……………………………………………………………135 
Table 4.24 A summary of the contents of advertisements………….………….……………..139 
Table 5.1 Summary of the contents of advertisements………………………….……………152 
Table 5.2 The types of Advertising Executions ………………………………….…………..156 
Table 5.3 Types of music in the Singha adverts……………………………………………...162 
Table 6.1 A comparison of decoding results of the Singha masculinities………..…………186 
Table. 7.1 The Advertising Executions of Chang adverts……………………………………215 
Table 8.1 A comparison of decoding results of the Chang representations…….………….....244 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
XI 
Table of Figures 
Figure.3.1 Process of interview sampling created by the researcher………………………......73 
Figure 5.1 Figure of Singha beer billboard…………………………………………………...142 
Figure 5.2 The comparison in sell volumes between Singha and Chang…………………......147 
Figure 5.3 The Singha advert celebrated the king's Birthday………………………………...153 
Figure 5.4 Singha campaign ‘Smiling and go on fighting’, a motto of encouragement from the 
king…………...……………..…………………………………………….............................158 
Figure 5.5: Singha campaigns celebrated the queen’s 80th birthday…………………………159 
Figure 5.6 ‘Singha the brave hearted men’, adverts…………………………………….…....164 
Figure 5.7 Singha represented their sponsorship of MUFC………………………………….164 
Figure 5.8 The Singha advert that promoted the upcoming concerts………………………....166 
Figure 5.9 Singha SR men advert…………………………………………………………….166 
Figure 5.10 The ‘Ton Thai’- spot-series ……………………………………………………..168 
Figure 6.1 The example of Singha ML advert was employed in the focus groups ……….......172 
Figure 6.2 The example of Singha ML advert was employed in the focus groups……………172 
Figure 6.3 Singha Inspirational Capitalist advert…………………………………………….178 
Figure 6.4 Singha is an official global partner of ‘MUFC’…………...……………..………..178 
Figure 6.5 The ‘Ton Thai’- spot-series………………………………………………………182 
Figure 6.6 Singha caring man………………………………………………………………..182 
Figure.7.1 The Chang trademark…………………………………………………………….188 
Figure 7.2 The ad campaign ‘we are Thai as we have the same Thai heart’…………………..192 
Figure 7.3 The development of Chang and Singha market share…………………………….194 
Figure 7.4 Time sequences of the Chang images…………………………………………….210 
Figure 7.5 The campaign, ‘We are Thai people, as we have the same Thai heart’…………....210 
Figure 7.6 The ad sample of the rock concert that Chang sponsored…………………….…...214 
Figure 7.7 Chang TV ad campaign, ‘it’s our lives, live life as you mean it’………………….219 
Figure 7.8 Chang sponsored the Barcelona and Real Madrid FC…………………………….221 
Figure 7.9 Chang employed Toon Bodyslam………………………………………………...221 
Figure 7.10 Chang represented the Social Responsible image……………………………….223 
XII 
Figure 7.11 Chang represented the social responsible image………………………………...224 
Figure 8.1 The ad film ‘We are Thai people, as we have the same Thai heart’……………….228 
Figure 8.2 An example of a Chang TV ad campaign, ‘it’s our lives, live life as you mean it’ 
……………………………………………………………………………………………….234 
Figure 8.3 Chang campaign ‘live life as you mean it’ employed ‘Toon Bodyslam’……...…..234 
Figure 8.4 Chang Social Responsible image………………………………………………....239 
Figure 8.5 Chang Social Responsible image………………………………………………....240 
Figure 9.1 A rivalry between Singha and Chang beer in Thailand…………………………...246 
Figure 9.2 Common values that Singha and Chang shared to build up their brand images…...257 
Figure 9.3 The diversities of people in the Singha advert…………………………………….262 
 
 
 
 
 
 
 
 
1 
 
Chapter 1. Introduction 
 
 
1.1 Introduction: Situating the Research 
  
It is undeniable that globalisation has been a key dynamic driving change in cultural and 
economic life in Thailand (Hinviman, 1999). This can be seen in the alcohol industry in 
Thailand, which is a fiercely competitive environment. This competition has been exacerbated 
by a tension between forces of liberalisation driven by the ASEAN Free Trade Area (AFTA) in 
the region from 1997 until the present and state regulations, launched in 2008, which have 
restricted alcohol promotions and encouraged people not to drink alcohol. In order to deal with 
this tension, Thai alcohol companies have employed a range of marketing strategies to compete 
and increase their market share. One aspect of this aggressive marketing strategy has been the 
use of masculinity. Evidence is presented in this thesis that shows how the alcohol 
manufacturers create several unique brand images, incorporate visual lifestyle images and use 
marketing activities to persuade consumers to make purchasing decisions. This thesis argues 
that alcohol companies’ primary strategy is to create brand masculinities that draw upon 
different and competing ideals of manhood that are themselves imbued with themes such as 
Thai national identity, class background, transnationalism and cosmopolitanism. 
 
In 1997, the emergence of the ASEAN Free Trade Area (AFTA) in the region encouraged 
Thailand to liberalise commerce, after the alcohol-beer market had been monopolised by Boon 
Rawd Brewery Company for 64 years (Sankrusme, 2008; Sinsuwan, 2012). Although there 
continues to be a liberalisation process in this industry, the Thai alcohol market is still 
dominated by local Thai manufacturers who hold a much larger market share than international 
manufacturers (Euromonitor International, 2013a). Boon Rawd Brewery Limited Company is 
the oldest corporation, founded in 1933, and has since changed its name to the Singha 
Corporation Company, with Singh beer being its key alcohol product. Thai Beverage Public 
Company is another manufacturer, one of whose main products is Chang beer, commonly 
known as Chang (Thunyawat chaitrakulchai, 2010). It is important at this stage to explain the 
brand names of Singha and Chang in more depth. ‘Singha’ refers to a product brand name as 
well as the corporate company brand name, and covers the sales volume of the entire Singha 
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alcohol brand portfolio, which are Singha, Leo, and Thai beer (Chaitrakulchai, 2010; The 
Manager News 2011a; 2011b; Euromonitor International, 2012; 2013a; 2013b;). In contrast, 
‘Chang’ refers to a product beer brand name, but is also representative of the sales volume term 
of the entire beer brand portfolio from the Thai Beverages Public company (which includes 
Chang, Federbrau and Archa) (Thunyawat Chaitrakulchai, 2010; The Manager News 2011a; 
2011b, Euromonitor International, 2012; 2013a; 2013b;). 
 
Following liberalisation in 2000, several international alcohol brands, such as Heineken, 
Johnnie Walker, Corona, Tiger beer and emerging local brands including Chang, Thai beer, 
Leo, Archa and so forth, entered the Thai market, offering their products at competitive prices 
(Euromonitor International, 2013a). Certainly, this occurrence created a significant challenge 
for the two domestic alcohol players. Due to increased competition, branding became a key 
approach employed by most of the players in the alcohol market to build brand awareness and 
thereby increase sales (Sinsuwan, 2012). After liberalisation in 2000, the Excise Department of 
Thailand revealed that the overall alcohol sales in Thailand had significantly increased from 
2,098.69 Thai Million Baht (TMB) in 1998 to 3,033.74 TMB in 2000 with the high sales 
volumes linked to an increase in market competition. Alcohol brands employed various 
marketing communications or so called Integrated Marketing Communication (IMC) to 
promote their brand images (Euromonitor International, 2013b). For this reason, in this period 
the money spent on the media for alcohol brand promotions in Thailand had risen from 1,893 
TMB (37.86 million pounds) in the year 1999, to 2,751 TMB (55 million pounds) in the year 
2000 (Sinsuwan, 2012). By 2008, the money spent on brand promotions was exceeding 2,000 
TMB each year. When compared with other products’ spending on media brand promotions 
during the same period, the promotion of alcohol products was always the highest (The 
Manager News, 2011a). It could therefore be argued that the period from 1997 to 2008 was a 
significant boom period for alcohol brand promotions using various brand images to increase 
brand values in Thailand.  
 
Furthermore, the period between 1997 and 2006 witnessed intensive competition between local 
brands. In 1997 Chang beer became the dominant product in the market, replacing Singha beer 
until 2006. Then, Singha took the overall market share back in 2007. This was a major social 
issue in Thailand because both brands have different brand characteristics and images of men 
and, in this thesis, this competition can be understood through the concept of hegemonic 
masculinity. So, 1997 was not only the year when liberalised commerce developed in the 
ASEAN region, but also the time which saw the emergence of Chang beer as the leading brand 
3 
in Thailand. It could be said that the Singha and Chang brands competitive battle began in 1997, 
as a result of two significant events that were to influence the Thai alcohol industry which 
effectively happened as a direct result of the impact of globalisation on the country’s economy. 
The turning point was during the economic crisis ‘Tom Yum Kung’ that happened in 1997. 
Unfortunately for Singha at that time, who dominated the Thai beer market with over 70% 
market shares, the company started to have a sales drop and finally lost its overall market 
dominance by 2003 with approximately 24% left. This was because during the economic crisis 
consumers were wary of spending too much money, and recognised Singha beer as a costly 
drink with a highly prestigious image (Sankrusme, 2008, p.490). For this reason, Singha had a 
decrease in sales. In the meantime, this factor encouraged new products (such as Chang) which 
could be sold at a lower price (with a friendly Thai brand image) to be introduced to the Thai 
alcohol-beer market, beating Singha off the leading brand position with a brand image of an 
authentic and friendly Thai man (Treerat, 2007, p. 47 and Sankrusme, 2008, p.490). In other 
words, it was at this point that the Chang beer, produced by the Thai Beverages Public 
Company, first began to seriously challenge the Singha brand. Chang became huge success, 
especially with the working class target consumers and farmers who lived in rural areas (Cayla 
and Eckhardt, 2008). Chang had become a leader brand by 1998 with about 51% market share, 
replacing Singha beer, the brand leader at that time. More specifically, by 2003 Chang’s sale 
volumes had reached the peak position of almost 70% of the market share, before facing a 
market decline a year after and until 2007, and lost the superior overall market share back to 
Singha again. Even now Chang beer is still ranked the second most dominant brand in sales and 
consumers’ popularity, following Singha.  
 
More specifically, after the liberalisation in 1997, there was a huge increase in alcohol 
consumption in the country. The state became concerned about people’s health, and therefore 
state regulations on alcohol advertising and consumptions was launched in 2008 (Office of 
Alcohol Beverage, 2008). The key content of the state regulation on the alcohol advertising was 
that advertisements were not allowed to use persuasive language, highlight any benefits related 
to sex appeal, or show figures of the products’ packages through the media such as television, 
radio, printed media. However, creative advertisements that positively enhanced the benefits to 
society are permitted, such as CSR (Corporate Social Responsibility) adverts or corporate 
image adverts promoting social and charitable events or similar situations. With such 
advertisements, the association with brand logos or producers’ trademarks are regarded as 
legally justified. Generally, the alcohol firms are not allowed to illustrate the alcohol products 
(packaging) with sex appeal advertising, and no direct persuasive wordings or invitations to 
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drink in the adverts. In other words, the new regulations have created obstacles for the alcohol 
producers when promtoing their brands through the media.  
 
The alcohol business after liberalisation produced a huge increase in alcohol consumption, as 
well as a high market competitive brand promotion in the Thai alcohol market. Alongside this, 
it seems to suggest that particular brand images or values are the key dynamics with which the 
alcohol companies are concerned when selling their products, in order to achieve market 
dominance. In other words, it could be said that the representations of particular brand images 
or values for increasing sales could reflect the culturally ideal images or ideology that people 
want to be/possess, in the society during a particular period. For this reason, there is a question 
about how the alcohol companies represented particular values or images for selling their 
products, especially after 2008 when the government launched further regulations on alcohol 
promotions in the media.  
 
1.2 Research Problem  
This study focuses on the representations of brand masculinity after the state regulations on 
alcohol advertising that were implemented in 2008. Although there is strict control, alcohol 
drink sales still increase. For this reason, this issue has become a controversial subject in Thai 
society, especially amongst academics and professionals who work in the media, advertising 
and marketing communications fields (The Manager News, 2011a; Sinsuwan, 2012). At this 
point, I have started to question how these alcohol firms promote their brands to increase sales, 
despite not being allowed to illustrate the alcohol products’ packaging, being barred from 
including sexual appeal in advertising, and from using direct persuasive wordings or invitations 
to drink in the adverts. Moreover, traditional Thai culture also regards the alcohol business as 
the ‘sin business’ because it is against Buddhist instructions (Buddhism is the national religion) 
as well as being harmful for health and causing violence in society (Korpornprasert, 2007; 
Praew, 2010; Nai Wang Dee, 2011). This study considers how alcohol manufacturers cope with 
this situation, and focuses on the appplication of symbolic meanings through branding to 
increase market share. The thesis focuses on the branding strategies, unlike the ones mentioned, 
that are not a prohibited means of promoting their brands.  
 
Alongside this, alcohol sales after 2008 consistently increased, as affirmed by the Department 
of Excise Thailand (2011) and Euromonitor International, (2013a). In 2008, alcohol sales were 
about 1.93 Billion Baht (about 35 million pounds) and it gradually increased to 2.21 Billion 
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Baht by 2011. However, it seems like the state regulations lauched in 2008 might be directly 
responsible for the decrease in money spent on the mass media for alcohol brand promotions, 
decreasing to arround 1,000 million Baht per year, which was around half the amount spent 
annually from 1997 to 2008. That said, it was found that television still remained the key 
medium for alcohol product promotions (ACNielsen Media Thailand, 2013). These 
implications have reinforced my assumption that symbolic meaning or using brand images 
through the medium of television could be the way in which alcohol manufacturers attempt to 
counteract these constraints.  
 
I have continued to question how alcohol drinks companies use brand masculinities for selling 
their products and how they build up their brands to achieve a dominant position in the market. 
Furthermore, regarding the argument of Elliott and Wattanasuwan (1998), nowadays people 
not only consume the products for its benefits, but people consume the brands to represent the 
types of people they are: ‘Brands can be used by the consumer as resources for the symbolic 
construction of the self’ (p.139). This means that the promotions of brand images that are 
created could convey what consumers wanted to be like/possess in order to encourage a positive 
change in their purchasing choices. This implication has encouraged me to explore this issue in 
depth, namely how the branding and cultural processes of masculinities’ construction are 
employed to increase brand appeals for market dominance.  
 
1.3 Research questions 
 
The key focus of this study is to explore how the alcohol products use representations of men 
to develop ‘brand masculinities’ in order to increase market dominance in Thailand. To explore 
this process, this study started from an examination of the advertising aired on television, since 
TV is found to be the dynamic medium used for alcohol brand promotions. Therefore, this 
research examined the adverts aired on television from 1st January 2009 until 31st July 2013, 
which followed the changes made to state regulations on alcohol advertising in 2008 and the 
cultural constraints that have developed in the globalisation era. The objectives of this study 
consist of four main aims, based on what took place after the state regulation began in 2008, 
controlling the advertising of alcohol drinks in the media. Since the key research question is 
how the alcohol products use brand masculinity to increase market dominance in Thailand, the 
sub research questions are: 
1) How are the alcohol brand masculinities formulated? 
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2) What are the themes of the brands’ masculine representations that are applied 
in the alcohol brand promotional culture?  
3) What are the dynamic communication technique such as advertising strategies 
used for promoting the alcohol brand promotions in Thailand?  
4) How do consumers perceive the alcohol brand masculinities? 
 
To answer these questions, this study employs an interpretivist/constructivist approach (Patton, 
1990; Guba and Lincoln, 1994; Guba and Lincoln, 2005; Denzin and Lincoln, 2011b). Since 
its epistemological positioning is subjectivist, with a constructivist paradigm, the project 
employs a qualitative method for its investigatigation. Qualitative content analysis of television 
advertising, in-depth interviews with the representatives of the alcohol brands and focus groups 
with audiences evaluating their attitudes towards the representations of masculinity in 
promotions are applied as research tools for a holistic exploration of the masculine 
representations in alcohol brands. Alongside this, the code of ethics for a qualitative researcher, 
including issues of consent and trust, are taken into consideration.  
 
To underpin this project, the television advertising of the ten most popular/favourite alcohol 
brands were researched. The top ten popular alcohol brands were selected from research 
conducted by the Brandage Research Team marketing magazine. This research indicated that 
the 10 most admired/popular brands1 of alcohol in Thailand are: Johnnie Walker, Regency, 
Sang Som, 100 Pipers, Blend 285, Singha, Leo beer, Heineken, Chang and Archa. This group 
in total have aired 387 TV adverts,2 which have been collected and examined as part of this 
research. Thailand’s most admired brands 2013 is a survey research examining the brands that 
Thai people favoured in each product category from people across the country by voting. The 
research was conducted by the Brandage marketing magazine research team. This research into 
Thai favoured brands has been conducted for over ten years; additionally, it is widely accepted 
in the Thai business industry and by academic scholars. The results indicate that the ‘Singha’ 
brand aired a total of 187 television adverts (48.32%), the largest number of adverts aired on 
television by any of the 10 most favoured alcohol brands in Thailand in 2013. The next highest 
was Chang, which aired a total of 70 adverts (18.09%). Consequently, it was the Singha and 
Chang brands that were deemed to be the most representative case studies for investigating and 
examining the phenomenon of brand masculinity in Thai society. 
                                                
1 The 10 alcohol brands were selected from the top five of ‘Thailand’s most admired/popular brands 2013’ from the categories of liquors and 
beers, which produced adverts aired on television. The research was conducted by the BrandAge Research Team of the BrandAge marketing 
business magazine, which is widely recognised by the business industry and by academic scholars.  
2 The TV alcohol adverts bought from the ‘Mediawrap Company’. This is the largest and most trustworthy company that monitors and sells 
all advertising data in all paid media in Thailand  
7 
 
The research also confirms that Singha is the hegemonic brand masculinity in Thailand and 
makes up various masculine brand masculine images in order to increase its product appeal, 
using associations such as loyalty to the monarchy, inspirational capitalist masculinity, and 
CSR caring men following Buddhist traditional norms. It is argued that Singha advertising 
dominates three key parameters that this thesis has examined, namely: (i) the alcohol 
advertising on television in Thailand during the specified period; (ii) the alcohol-beer market;3 
and (iii) the top ten of Thailand’s most admired beer brands. Chang is defined as a challenger 
brand masculinity, using another three values or images for sales such as Thai nationalist, 
cosmopolitan, and CSR men following Buddhist traditional norms. Chang ranked second in 
terms of the number of adverts aired on television to promote its brand masculinity, and second 
in terms of beer sales. Both presented several live masculine elements in their promotional 
material as they competed against each other to become the hegemonic brand in the market. In 
this respect, the competition between Singha and Chang is seen as a struggle between two Thai 
men, using particular masculine images to represent how their products can enhance the 
representation of specific types of men in Thai society. The evidence in this thesis will confirm 
that Singha and Chang have used several representations of lived masculinities in order to 
promote their brands. Those images are both modern and conservative, which has allowed them 
to capture all target segments, including young and adult men.  
 
1.4 Theoretical Framework  
 
The concept of masculinity proposed by Connell (1987; 1995; 2005) was applied as the 
theoretical framework to explore how the masculinities were formulated and used by the 
alcohol companies. In other words, the concept of masculinities was also employed to explore 
the power dynamics of how the alcohol companies use representations of men to develop ‘brand 
masculinities’ in order to sell their alcohol products in Thailand. Alongside this, the concept of 
branding and advertising strategies of Belch and Belch (2009) and O'Guinn and Semenik (2012) 
were applied to analyse the use of marketing communication tools such as advertising strategies 
used in the adverts for brand promotions. Moreover, the notion of encoding/decoding the 
message (Hall, 1980a) was applied to examine how audiences perceived masculine brand 
representations.  
                                                
3 The records conducted by Euromonitor international, in the category of alcohol drink and beer market in Thailand in 2013. 
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This research is founded in media and cultural studies. It explores the use of men and 
masculinies in alcohol brand promotions that have served to build a masculine culture in the 
everyday lives of Thai communities in the comtemporary world. It also explores the 
perspectives of the alcohol brand representatives regarding how they build brand promotions 
and relating to the representations of the brand’s associations with masculinity; the notion of 
Thainess is applied (love of Thai nation/country, religion, and the King: the Three pillars of 
Thai idenity), considered as one of the key influences on Thai promotions culture (Jorgensen, 
1995b; Jory, 1999). More specifically, the evaluations of audience perceptions towards brand 
masculinity are examined, relating to how consumers understand the brands and internal 
tensions that occur within the brands. 
 
1.5 The emergence of a research area: the researcher’s story  
 
Prior to starting this study, I already had the experience of working as an advertising/PR 
executive. It is during this period that I developed my curiosity in advertising and branding, 
particularly on the use of male/female identities as ideal brand images by Thai alcohol 
companies. My initial interest in this issue was how the recent state regulations on alcohol 
advertising, introduced by the Thai government in 2008, affect the way the companies advertise 
their products. For example, the government does not allow alcohol advertising to portray any 
persuasive or sex appeal content and show their products or packages through the media. They 
can only transmit a message that encourages people to make social contributions. As a result, 
all alcohol advertising after 2008 in Thailand is made up with contents on how to be a good 
Thai person. Significantly, I noticed that people in society have started debating about the new 
alcohol advertising.  
 
For instance, I have seen my friends and family discussing about how they were impressed with 
the Chang advertising. In one of the adverts, Chang portrayed the image of men helping 
poor/rural students, by giving them free scholarships, as if Thai men care for rural people. This 
incidence has intrigued me on how the idea of caring men translated to the idea of masculinity 
as Chang has always been known as the authentic Thai men’s brand. 
 
As a researcher growing up in rural areas, the virtue of kindness, of men caring for others, has 
always been a significant part in my everyday life. This was the reason I noticed that Chang 
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seems to construct its brand image by exploiting the virtue of kindness, derived from Buddhism 
values. At the same time, I also noticed this pattern repeated in other brands, such as Singha 
which projected its brand image that relates to the cultural norms of monarchy loyalty. In 
response to my curiosity, I started developing this idea as my PhD project, exploring how the 
Thai alcohol companies exploit Thai conventional values in everyday life, linking with the 
significance of masculinities, as the ideal brand masculinities for selling their products.  
 
1.6 Organisation of the thesis 
 
This introductory chapter has outlined the key arguments and research problems that were 
found in the field of promotions of brand masculinity in alcohol products in Thailand after state 
regulations controlling alcohol advertising were launched in 2008. The theoretical framework 
and background for this study are discussed in this chapter, together with the rationale for the 
selection of the case study brands of Singha and Chang for the purpose of investigating the 
dominance of brand masculinity in alcohol products promoted in Thailand. Following on from 
this introductory chapter, the remainder of the thesis has been organised as follows: 
 
Chapter two provides a comprehensive and critical review of the literature related to brand 
promotions, approaches to masculinities, the concept of brand masculinity, globalisation and 
consumption culture, Thai masculinity, and the concept of consumers’/audiences’ receptions. 
More specifically, the Literature Review addresses a criticism of hegemonic masculinity in 
relation to the promotion of alcohol brand masculinities. 
 
Chapter three presents an explanation and justification for the philosophical position and 
methodological approach adopted for the current study. It discusses the research ontology, 
epistemology, and the methods employed in order to identify the constructivist paradigm shift. 
Since the study is an instance of qualitative research, the importance of research tools such as 
qualitative content analysis, in-depth interviews and focus groups are explained. Furthermore, 
the exploration of the research sampling process and research ethics are also clarified and 
discussed.  
 
Chapter four Provides an overview of the qualitative content analysis of alcohol advertising 
aired on television, which analyses the advertising and brand promotional campaigns of the top 
10 most popular alcohol brands in Thailand. The advertising analysis shows the dominance of 
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masculine representations in Thailand. More specifically, the chapter reveals that Singha and 
Chang are the two leading alcohol brands that have applied the forms of brand masculinities to 
promote their brands in Thailand. Alongside this, the qualitative content analysis of alcohol 
advertising demonstrates the themes of alcohol brand masculine advertising that was 
represented during the period, as well as the advertising strategies used in association with those 
representations. From these findings, the study then explores Singha and Chang beers as the 
case studies, exploring how both use masculinities for selling their products, in order to achieve 
market dominance.  
 
Chapters five and six present an overview of the Singha case study, in terms of how the brand 
projected itself to appeal to the consumers in order to increase sales in association with the 
brand promotional practices. The chapter identifies three particular brand images or values that 
Singha created for an appealing brand. For instance, loyalty to the monarchy, inspirational 
capitalism, and CSR caring men following Buddhist traditional norms. The chapter explores 
the ways these representations have been embedded into the brand, and the marketing 
communication techniques such as advertising strategies that have been applied in association 
with those key elements of masculinities that are also discussed. More specifically, the Thainess 
(including love of Thai nation/country, religion/Buddhism and the king or the three pillars) is 
the key concept that Singha employed to mix with other two values (such as transnational 
capitalist masculinity and CSR approach) when creating its particular brand images. 
Furthermore, it also explores the consumers’ perceptions (using focus groups), which highlights 
what are perceived to be contradictions within and between the brand image and identity. It 
further discusses the internal tensions within the brand that can ultimately create fragility in the 
brand. This can be seen from the implications of consumers’ perceptions showing the conflict 
that occurred between the Monarchy Loyalty (ML) and the CSR image, which related to 
conservative values, whereas the Inspirational Capitalist (INS) image related to modern men. 
 
Chapters seven and eight present the Chang case study, the challenger brand. The chapter 
identifies the key brand images and marketing communications such as advertising strategies 
used. There are three particular values or brand images that Chang created to develop its brand 
masculinity for sales, such as Thai nationalist, cosmopolitan, and CSR men following Buddhist 
traditional norms. Thainess (love of the Thai nation/country, religion/Buddhism and the king) 
is the key concept that Chang employed to create its brand images, mixing with the other two 
values such as transnational capitalist masculinity and the CSR approach. This was especially 
the significance of the love of the Thai nation and Buddhist norms. Alongside this, focus groups 
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exploring how consumers previewed Chang brand images were conducted. Focus groups 
revealed conflicts that occurred with the brand. This can be seen from the implications of 
consumers’ perceptions, showing the conflict between the forms of modern men in such 
cosmopolitan image, and conventional values in the Thai nationalism and CSR image. 
However, due to Chang being in a transitioning period to re-establish its brand image from the 
old one of ‘Thai nationalist man’ to a new brand image of ‘cosmopolitan man’, focus groups 
exploring audiences also found that consumers were still remembering Chang’s old brand 
image, the Thai nationalist image, rather than the cosmopolitan one. The implication of the 
focus groups suggested that Chang needed more time for brand communication, building the 
brand awareness and establishing the new brand image.  
 
Chapter nine presents how the Singha and Chang brands use brand masculinities in order to 
achieve market dominance, and how Singha and Chang articulate these masculinities for sales. 
Both created particular values such as loyalty to the monarchy, Thai nationalism, inspirational 
capitalism, cosmopolitanism and care following Buddhist traditional norms in order to appeal 
to men across Thai society. Significantly, Singha and Chang employed the notion of Thainess 
as one of the key dynamics mixing with other values such as that of transnational capitalist 
masculinity and the CSR approach when creating those particular values/images. Alongside 
this, advertising/PR, music and sport marketing activities are the key marketing communication 
tools that Singha and Chang commonly employed. The chapter argued that after the state 
regulation launched in 2008, the articulations of masculinities are being formed in new ways.  
 
Chapter ten concludes the study and provides an assessment of the extent to which the findings 
and outcomes of the research have served to resolve the questions and objectives that have been 
set out in this introduction. The chapter also provides a view on the significance of the research 
contribution, and recommendations for further research in the general field of brand 
masculinity. 
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Chapter 2. Literature Review 
 
2.1 Introduction 
 
The key objective of this research is to explore the power dynamic of the leading alcohol drinks 
brands in Thailand, which are applied the masculinities in association with the advertising 
strategies airing on television, promoting their brands, following the launch of the state 
regulations in 2008 in Thai society. This project is an interdisciplinary study relying on media 
and cultural studies, in terms of branding and advertising practice. Therefore, to make sense of 
this concept, this first section of the Literature Review will draw upon the significance and 
concepts of brands, followed by advertising and brand promotional practice, and the role of 
television advertising in branding. This review commences with a discussion of the importance 
of branding and the role of television for contemporary brand promotions. The second section 
explores the notion of men and masculinities, and how are hegemonic masculinities formulated, 
as well as, the significance of the formulation of Thai masculinities. This is in order to 
understand how the Thai hegemonic masculinity(ies) are formulated, regarding to the 
representations of masculinities that the leading alcohol brands created for selling their 
products. The third section explores the definition of brand masculinities and the approaches to 
studying brand masculinity, as well as, the theory of audience reception and is explored in order 
to decode and explore consumers’ perceptions towards brand masculinities and representations. 
Hence, there are six main arguments running through this literature review; (i) how we make 
sense of branding and advertising/cultural consumption approach; (ii) how we make sense of 
hegemonic masculinity Connell versus Donaldson criticisms; (iii) globalisation; (iv) the 
contemporary of Thai national identity, (v) Thainess, and Thai patriarchy, and (vi) the 
formulation of Thai masculinity.  
 
2.2 Branding  
 
 A dictionary definition of marketing states the meaning of a brand as ‘…an identifying mark, 
symbol, word(s), or combination… that separates one company's product or services from 
another firm’s. Brand is a comprehensive term that includes all brand names and trademarks’ 
(Imber and Toffler, 2000, p.68). Belch and Belch (2009) also clarify the meaning of a brand in 
marketing terms as ‘…a combination of factors including the name, logo, symbol, design, 
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packaging, and the performance of products or services as well as the types of associations that 
come to mind when consumers think about a brand. It encompasses the entire spectrum of 
consumers’ awareness, knowledge and image of the brand as well as the company behind it. It 
is the sum of all points of contact that consumers have with the brand, and it extends beyond 
the experience or outcome of using it’ (p.17).  
 
Correspondingly, in terms of marketing practice, a process of brand building or so called 
branding, employs various communication channels, or Integrated Marketing Communication 
(IMC) as tools to meet or reach most consumers’ contact points, aiming to build brand 
awareness and positive attitudes towards the brands, in order to provoke sales, or increase 
overall brand values (Belch and Belch, 2009). As Belch and Belch (2009) emphasised, the 
process of brand building that uses IMC as a communication tactic could create brand 
awareness and impact positively on consumers. They stressed that ‘…It is the sum of all points 
of encounter or contact that consumers have with the brand… These contacts can also result 
from various forms of Integrated Marketing Communication (IMC) activities used by a 
company, including mass media advertising, sales promotions or offers, sponsorship activities 
at sport or entertainment events, websites on the internet, and direct mail such as letters, 
brochures, catalogues or videos’ (p.17). This statement demonstrated that IMC is a dynamic 
communication tactic that marketers often use to make a variety of contact points with 
consumers, while aiming to build the brand.  
 
However, O'Guinn and Semenik (2012) argued that the IMC focuses on ways to make contact 
with target audiences, rather than focusing on building brands via various communication 
channels. For example: IMC tends to be concerned with ways or channels in which to make 
contact with target audiences such as using outdoor billboard advertising on highways, 
therefore hoping to make contact with audiences who drive to work in the morning persuading 
them to eat those products for breakfast before going to work. IMC also uses television 
advertising during prime times or during news reports in the evening around 5-8pm to make 
contact with the majority of people as this is commonly regarded as the time that most people 
watch television. Therefore, O'Guinn and Semenik (2012) proposed the concept of Integrated 
Brand Promotions (IBP) that still applies to various communication tools or IMC as dynamic 
tools, but with a focus on building the brands, rather than focusing on making contact as in the 
IMC. The IBP term refers to ‘…the use of various communication tools, including advertising 
in a coordinated manner to build brand awareness, identity, and preference’ (O'Guinn and 
Semenik, 2012, p.38). IBP is the focus of a brand that is promoted through various 
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communication channels. For example, Singha beer, is regarded as a masculine brand, who 
targets and appeals to successful, professional Thai men aged around 25-35. Their target 
audience is specifically men. To represent the image and meaning of successful men, Singha 
employs Manchester United Football Club (MUFC), by officially sponsoring the team. In 
association with this sponsorship, Singha also created the ad slogan as ‘Two legends, one 
Pride’, in order to construct the image of the Singha brand as enjoyed by successful men. From 
this point, the image and meaning are promoted via various communications to targets such as 
television adverts aimed at the majority and PR news on TV and newspapers aiming to construct 
the cultural meaning of the Singha brand. Noticeably, Singha tends to pay attention to brand 
positioning and its character before representing the brand image via the mass media 
advertising.  
 
Furthermore, O'Guinn and Semenik (2012) also argued that IMC was often used in the 1990s 
as it aimed to make contact with target audiences in order to make an impact. Whereas, 
nowadays, the trend for promotional tactic is to focus on ‘the brands’, in order to build brand 
awareness, positive attitudes and brand experiences through advertising and those various 
promotional tools or IMC. As O'Guinn and Semenik, (2012, p.37-38)) stated: ‘…in the 
beginning of 1990, the concept of mixing various promotional tools was referred to as 
Integrated Marketing Communication (IMC)… the 21st Century demands that emphasis on 
communication gives way to an emphasis on the brand… The distinction of the IBP and IMC 
is pretty obvious. IMC emphasises the communication effort, per se, and the need for 
coordinated and synergistic messages. IBP retains the emphasis on coordination and synergy 
of communication but goes beyond the parameters of IMC. With IBP, the emphasis is on the 
brand and not just the communication. With the focus on building brand awareness, identity, 
and ultimately preference, the IBP perspective recognises that coordinated promotional 
messages need to be brand building in addition to the communication effects’. It can be seen 
that the various communication tools are common in both concepts. However, regarding the 
focus of this study about the building of brands, IBP is suggested as the updated approach for 
branding practice, therefore the IBP is applied to explain the key concept of marketing 
promotional approach to explain the process of building the brands.  
 
O'Guinn and Semenik (2012) explained that the IBP concept uses various communication tools 
to build brands. There are methods such as mass-media advertising, sales promotions, direct 
marketing, personal selling, Internet advertising, social networks, blogs, podcasting, event 
sponsorship, branded entertainment, TV programming - also referred to as ‘advertisements’ - 
15 
outdoor billboards, transit and aerial advertising, public relations (PR), influencer marketing 
(peer to peer persuasion), and corporate advertising. Noticeably, it can be seen that advertising 
is the key strategy for building the brands. As O'Guinn and Semenik (2012, p.23) suggested: 
‘…advertising… plays a critical role in brand development and management’ Correspondingly, 
Leiss et al. (1990) also mentioned that advertising provokes sales of a brand, stating: 
‘…advertising increases the overall sales of a particular brand’ (p.15).  
 
However, in socio-cultural terms relating to the brand, Lury (2004, p.1) explained that ‘…the 
brand is the outcome of objectives, it is produced in the tests and trials of objectivity, and it is, 
sometimes, a matter of objection. It both is an object of information and objectifies information. 
But its objectivity also involves images, processes and products, and relations between 
products. Indeed, the preliminary definition of the brand adopted here is that it is a set of 
relations between products or services’. In this way, ‘attitudes, cultural codes and discourses’ 
toward the brand promotions could be regarded as the ‘influences in branding and consumers 
relationships to advertising, brands, and mass media’ (Schroeder and Salzer-Mörling, 2006, 
p.1). Interestingly, this suggests that advertising, mass media and branding are the instruments 
that create consumers’ perceptions and impact on society. Brands exist everywhere in everyday 
life and impact several dimensions of society and consumers including ‘cultural codes, 
ideological discourse, consumers’ background knowledge, and rhetorical processes’ (Schroeder 
and Salzer-Mörling, 2006, p.1). It is suggested that brands are the logo of an economy as Lury 
(2004) noted that: 
 
‘…brand is an alternative or supplement to the rational order reason, or ‘logos’ of the 
economy established by price and is thus an example of an object of the economy that 
is already a matter of value. In particular, it is an example of an object that opens up 
how it is that the economy is organised, and does so in ways which introduce qualitative 
intensity into the extensive but limited rationality of a conventional market economy of 
price’ (p.5).  
 
The brand could therefore be regarded as the interface of a symbolic exchange in capitalist 
society between company and consumer, which influences cultures and creates multiple 
meanings within consumers’ perceptions at any one time. Alongside this, Lury also explained 
that ‘…the brand mediates the supply and demand of products through the organisation, co-
ordination and integration of the use of information… to organise relations between products 
in time, whether those relations produce sameness or difference’ (p.3). Brands therefore could 
be regarded as the medium of goods, or services’ information that could make distinctions from 
others and consequently enhance sales.  
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This thesis takes the position that whilst the strategies for marketing and branding are important, 
it is crucial to recognise that brand promotions using advertising are attached to emotions, 
images and symbols significantly correlates with the expansion of modern consumerism (Dyer, 
1982; Harvey, 1990; Leiss et al., 1990; Lury, 2004). The brand itself can be a marker of 
interpersonal distinctions when one consumes it (Elliott and Wattanasuwan, 1998, p.132). 
Elliott and Wattanasuwan (1998) argued that the theoretical concept of self and consumption 
in consumer culture could be found through brands: ‘…Brands can be used by the consumer as 
resources for the symbolic construction of the self’ (p.139). Correspondingly, Belk in the 
theoretical concepts of Self/Possessions (1988) also argued that when one possesses something 
or consumes something, it will reflect or extend the self or identity of that person. For example: 
promotions of brands such as brand images and symbolic meanings attached in advertising, 
construct images of lifestyles, that consumers wanted, in order to encourage a positive change 
in their purchasing choice (Belk, 1988; Wattanasuwan, 2005). As Belk (1998) stated: ‘…objects 
in our possession literally can extend self, as when a tool or weapon allows us to do things of 
which we would otherwise be incapable. Possessions can also symbolically extend self, as when 
a uniform or trophy allows us to convince ourselves (and perhaps others) that we can be a 
different person than we would be without them’ (p.145). The way one consumes something 
can symbolically represent who they are. In the other words, the consumption of brands can 
distinguish the identity of a person. As Wattanasuwan (2005) demonstrated: ‘…using recycled 
envelopes may symbolise [that] ‘I care for the environment’, going to classical concerts may 
represent [that] ‘I am cultured’, supporting gay rights may signify [that] ‘I am open-minded’, 
or even buying unbranded detergent may mean ‘I am a clever consumer’ (p.179).  
 
Thus, the next subsection will discuss the significance of advertising in brand building. More 
specifically, the focus will be on the role of television advertising because Hall (1980a) 
suggested that television contains several unique characteristics that could make the most 
powerful impact on audiences compared with other media such as radio, or magazines.  
 
2.3 The role of advertising in branding 
 
A marketing dictionary gives the definition of advertising as: ‘…a paid form of a non-personal 
message communicated through various media by industry, business firms, nonprofit 
organizations, or individuals. Advertising is persuasive and informational and is designed to 
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influence the purchasing behaviour and/or thought patterns of the audience. Advertising is a 
marketing tool and may be used in combination with other marketing tools, such as sales 
promotions, personal selling tactics, or publicity’ (Imber and Toffler, 2000, p.13). Alongside 
this, Belch and Belch suggested that Public Service Announcement (PSA) is not counted as 
advertising, since it is not paid for, stressing that: ‘...the paid aspect of this definition reflects 
the fact that the space or time of the advertising message must be bought. An occasional 
exception to this is the Public Service Announcement (PSA), whose advertising space or time 
is donated by the media’ (p.18). Therefore, advertising could be regarded as a paid media that 
advertises products or services. It may be used in conjunction with other communication tools 
such as publicity, sales promotions or personal selling. Importantly, advertising is the key 
communication tool that applies for building a brand, as O'Guinn and Semenik (2012) argued.  
 
In terms of socio-cultural studies, Leiss et al. (1990) argued that advertising is a powerful tool 
that is created for the purpose of influencing people and society’s values in order to provoke 
sales. They stated that: ‘… advertising is a great vehicle of social communication… it creates 
demand, which would not exist in its absence, by manipulating people’s… impulses… 
[advertising is a] powerful mechanism that distorts our whole society’s values and priorities’ 
(p. 1 & 33). Furthermore, Goldman (1992) also suggested that advertising creates signs, 
meanings and values attached to products. He illustrated his point with the advertising of the 
Rolex watch, that it creates an image relating to opulence, or luxury. Goldman noted:  
 
‘… Advertising constitutes an apparatus for reframing meanings in order to add value 
to products. Ads arrange, organise and steer meanings into signs that can be inscribed 
on products -always geared to transferring the value of one meaning system to another. 
In this way, advertising comprises a system…to enhance the exchange value of 
commodities, by differentiating the meanings associated with each commodity. A 
commodity-sign is the image that attaches to a product - e.g., the functional utility of a 
Rolex watch is supplemented by its image of affluent status. The Rolex watch has not 
only become a sign of affluence, its sign value now socially eclipses its utility as a 
timepiece. When signs are defined as real, they are real in their consequences’ (p.5).  
 
With this, Goldman implies that advertising creates the image of a brand product by attaching 
the values and meaning to it. In other words, it could be said that advertising creates a brand 
image by attaching values and meaning in order to convince the consumers to make purchase 
decisions.  
 
Similarly, Harvey (1990) argued that advertising and media production in order to promote the 
product brand images in the postmodern era. He emphasised that: ‘…the construction of new 
18 
sign systems and imagery… advertising and media images have come to play a much more 
integral role in cultural practices… Advertising, moreover, is no longer built around the idea of 
informing or promoting in the ordinary sense, but is increasingly geared to manipulating desires 
and tastes through images that may or may not have anything to do with the product to be 
sold…Images have, in a sense, themselves become commodities… Capitalism is now 
predominantly concerned with the production of signs, images, and sign systems rather than 
with commodities themselves’ (p.287). From Harvey’s perspective, it can be suggested that in 
the postmodern era, advertising plays a significant role in promoting the product brand image 
to increase sales and demand. As can be seen from the adverts, they tend to persuade people to 
consume brand images, which attach values or emotional appeals to a product. For example, 
Chang beer created their brand image by attaching the image of young working Thai men who 
love and are proud of being Thai, thus building the social values of nationalism to its brand 
image and therefore persuading targets. Next, I will discuss the advertising strategies that apply 
in adverts for promoting brands. 
 
The advertising strategies consist of ad appeals and executions, which can be explained in the 
following terms. According to the concepts of advertising and brand promotional techniques 
and practices of Belch and Belch (2007) and O'Guinn and Semenik (2012), the advertising 
strategies are the creative message strategies that advertisers are concerned with when creating 
the adverts. Generally, once the advertisers have the ad ideas, they will design the types of ad 
appeal that should be applied, which consist of the ad rationale or information appeal and the 
emotional appeals. At this point, this strategy is called the advertising appeal strategy. After 
the advertisers have identified the type of ad appeals that will be used, they will then decide 
how to present the creative ad idea. This stage is technically called the advertising execution 
strategy. These strategies are applied to understand the types of ad strategies that the alcohol 
brands applied.  
  
Interestingly, the advertising strategies are regarded as a kind of advertising tactic or strategy 
designed to attract the attention of target audience (Moriarty, 1991). Firstly, the advertising 
appeals are classified into two types such as rational and emotional appeals (Belch and Belch, 
2007). Belch and Belch (2007) explained that the rational information appeal ‘…focuses on the 
consumers’ practical, functional, or utilitarian need for the product or service and emphasises 
features of the product or service and/or the benefits or reasons for owning or using a particular 
brand… Rationale-based appeals tend to be informative, and advertisers using them generally 
attempt to convince consumers that their product or service has a particular attribute or provides 
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a specific benefit that satisfies their needs’ (p.291). Along the same lines, Moriarty et al. (2012) 
also emphasised that the content of rational ad appeals are ‘…facts, proof, or explanations to 
support sales messages. Proof messages that give the rationale, reasoning, and research behind 
the claim are used to substantiate the premise. The proof or substantiation needed to make a 
claim believable is called support’ (p.239). It could therefore be suggested that the rational 
appeal includes objective information to prove or demonstrate the unique substantiated utility 
of the product or particular brand that literally provides an advantage to consumers. For 
example, the Attack detergent brand mostly uses the rational ad appeal to suggest that it provides 
the power to remove all dirt, therefore enhancing the brand in the eyes of the consumer. 
Sometimes, Attack’s advertising employs testimonials from housewives or scientists to prove 
its claims. Noticeably, the rational/information appeal persuades targets with facts or 
information of the product’s unique utility.  
 
The emotional appeal is about the content relating to the consumers’ psychological needs or 
feelings, a subjectivity that makes the product different from others and draws consumers’ 
interest. Belch and Belch (2007) explained that: ‘…emotional appeals relate to a customer’s 
social and/or psychological needs for purchasing a product or service. Many consumers’ 
motives for their purchase decisions are emotional, and their feelings about a brand can be more 
important than knowledge of its features or attributes’ (p.292). Moriarty et al. (2012) also 
argued that the emotional appeal of brand images and psychological motivations influences 
consumers to switch products or brands, no matter what the cost, which is of high importance 
to the brand builders when doing the brand promotion. As Moriarty and her associates stated: 
‘…this emotional view explains how images and psychological appeals influence consumer 
decisions. This type of advertising is believed to be so persuasive… a consumer will switch to 
an alternative product, regardless of the price charged’ (p.11). 
 
Second, one of the advertising strategies apart from the ad appeals is the advertising execution. 
Generally, the advertising execution is a kind of technic or strategy for advertisers to design the 
way to present the creative ad idea that has already designed and identified the ad appeal used, 
as explained earlier. As O'Guinn and Semenik, 2012 explained: ‘…it is the message strategy… 
message objectives presented’ (p.342). Belch and Belch (2009) added that advertising 
execution is the way in which the ad appeal is presented, once advertisers or brand builders 
identify the appeal used. The researchers stressed that ‘…once the specific advertising appeal 
that will be used as the basis for the advertising message has been determined, the creative 
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specialist or team begins its execution. Creative execution is the way an advertising appeal is 
presented. While it is obviously important for an ad to have a meaningful appeal or message to 
communicate to the consumer, the manner in which the ad is executed is also important’ (p.299 
- 300). The methods of ad execution or presentation can be seen in the following table.  
 
Table 2.1 Advertising execution or forms of ad presentations 
 
Objective: what advertiser hopes to achieve Method: how the advertiser plan to 
achieve the objective  
(Ad executions) 
Promoting brand recall: To get consumers to recall its brand 
names first, that is, before any of competitors’ brand names.  
Repetition  
Slogan and jingles 
Link the key attribute to the brand name: To get consumers to 
associate a key attribute with a brand name and vice versa. 
Unique selling point (USP) 
Persuade the consumer: To convince consumers to buy a product 
or service through high-engagement arguments. 
Reason why, hard sell, comparison, testimonial, 
demonstration, advertorials, and infomercial ads 
Instill brand preference: To get consumers to like or prefer its 
brand above all others. 
Feel-good, humor, sexual appeal ads 
Scare consumers into action: To get consumers to buy a product 
or service by instilling fear. 
Fear appeal ads 
Change behavior by inducing anxiety: To get consumers to make 
a purchase decision by playing to their anxieties; often, the 
anxieties are social in nature. 
Anxiety ads,  
Social anxiety 
Transform consumption experiences: To create a feeling, image, 
or mood about a brand that is activated when the consumer uses 
the product or service. 
Transformational ads 
Situate brand socially: To give the brand meaning by placing it 
in a desirable social context.  
Slice-of –life ads, Product placement/short 
internet films, light fantasy ads  
Define the brand image: To create an image for a brand by relying 
predominantly on visuals rather than words and argument. 
Image ads 
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Resolve social disruption and cultural contradictions: To 
leverage disruption and cultural contradictions in society to get 
the brand advantage. Get consumers to see the brand as the way 
to resolve these tensions and contradictions. 
Tie the brand to social/cultural movement 
(Source: O'Guinn and Semenik, 2012, p.342) 
 
The table above demonstrates the aims of the advertisers and the methods to present their 
purpose. It can be seen that the methods of ad presentations reflect the rational/information and 
emotional appeals mentioned earlier. Interestingly, the emotional appeal plays as a critical role 
in present times. As Pringle and Field (2008) also argued in their book about how to build an 
immortal brand, the emotional appeal is a significant concern when compared with merely 
promoting the brand with rational information or tangible fact. As they emphasised: ‘… it is 
hard to sustain a competitive differential based on tangibles, such as intrinsic product 
performance or other qualities in use. On the other hand, intangibles such as brand reputation 
and emotional and psychological values are enduring, and are gaining an increasing share of 
importance in customer decision-making’ (p.83).  
 
Alongside this, Dyer (1982) pointed out that, in terms of the social cultural dynamics, emotions, 
images, or ideas from adverts tend to affect the system of symbolic meaning towards 
consumers’ understanding, rather than products’ attributes. Dyer stressed that: ‘… we come to 
accept the ‘logic’ of the system without question. The signs of other meaning systems, which 
have certain images, feelings or ideas attached to them, are transferred to the products rather 
than springing from them and are given the status of ‘facts’. We are of course meant to see the 
meaning of the product as already there in its image on the screen as it unfolds. We rarely notice 
the inherent dissimilarity of objects and products placed together’ (p.100). In other words, this 
implies that feelings or brand images are used significantly in the postmodernist era, which also 
corresponds to Harvey’s findings, discussed earlier in this chapter. Correspondingly, McFall 
(2004) also argued that emotional appeals are created and exist in several media forms to 
promote products or brands, stating that: ‘… emotional appeals were neither specific to audio-
visual media nor the exclusive preserve of the late twentieth century. Rather, emotional appeals 
exist in a variety of forms, and defined as such they have variable precedents…The dichotomy 
between reason and emotion-based advertising in any case caricatures the range of advertising 
propositions, all of which are at some level designed to produce an emotional response’ (p.186 
- 187). These implications suggested that the emotional appeal, which is associated with the 
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construction of symbolic meaning, brand images, social and consumers’ values toward products 
or brands, tend to commonly apply in advertising for brand promotion. In other words, it could 
be said that emotional appeals rely on feelings and images and that they play a significant role 
in brand promotion.  
 
Thus, it can be seen that advertising, by attaching images, emotions and symbolic meanings is 
a significant tool which can be utilised for brand promotion, constructing symbolic meaning 
within the brands, geared towards consumers’ perceptions and social values (Elliott and 
Wattanasuwan, 1998). As Elliott and Wattanasuwan, (1998) argued: ‘… advertising can also 
be used as a symbolic resource for the construction of narratives to give sense to our life history 
and personal situation: the soap opera is still a mainstay of advertising executions which situates 
the brand and the consumer in a powerful representation of narrative sequence’ (p.133). More 
specifically, Wattanasuwan (2005) also argued that the consumption of brands (that advertising 
had encouraged) reflects the construction of self-projection, an ideal that consumers wanted to 
represent, stressing that: ‘… all consumption holds some kind of expressive meaning we 
endeavour to incorporate into our self-creation project those meanings we aspire to, while 
struggling to resist those we find undesirable’ (p.179).  
  
At this point, it can be seen that advertising attaching imagery, emotions, or symbolic meanings 
represent a ‘marker’ of interpersonal distinctions. Representing the social identities of what 
consumers want to be in the society tends to play a critical role in advertising and consumption 
nowadays (Belk, 1988; Elliott and Wattanasuwan, 1998: Wattanasuwan, 2005). However, since 
Jernigan (2009) and Gunter et al. (2010) suggested, alcohol beverages are controversial 
products as they are harmful to health and can cause violence within societies. The 
information/rational appeal to promote products’ attributes mentioned earlier is unlikely to 
apply for alchoholic products. It has been found that symbolic meanings and images associated 
with emotional appeals or gender idenitities, especially masculine identity, tend to be used in 
alcohol brand promotions.  
  
This can be seen from Douglas B Holt (2003a) interviewed with Steven Jackson, who is the 
Senior Vice President, Worldwide Account Director of DDB Chicago. Steven Jackson created 
adverts for Budwiser beer in the US. He suggested that the fact that myths of masculinity are 
frequently used for brand promotions in the USA is exmplified in the case study of Budwiser 
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beer promoting a masculine image by attaching to the brand the cultural values of America, 
creating values that Budwiser is as an American brand, for men. As Jackson asserted: ‘… 
cultural brands are brands for which the product serves as a vehicle through which consumers 
experience myths that symbolically "resolve" contradictions in society… beers are one of the 
prime product categories in which myths of masculinity circulate’ (Holt, 2003a). Noticeably, 
the myths of masculinity attached to the brands symbolically relates to meanings of 
masculinities, the emotions related to men drinking, values of men, men’s stories, and so forth. 
This suggests that the brand uses myths of masculinity to symbolically persuade consumers 
who wanted to be like or already possessed the image that the brand represented, like Belk 
(1988) and Wattanasuwan (1998:2005) mentioned earlier. Similarly, in the case of Thailand, 
Sinsuwan (2012) studied the symbolic meaning within alcohol advertising in Thai society 
between 1998 and 2008, finding that the construction of alcohol products included meaning 
relating to nationalistic pride, success, high class and celebrations. Sinsuwan’s study was 
conducted before 2008 when the government launched new regulations on alcohol advertising, 
whereas the focus of this study is post-2008 on how alcohol brand masculinity is represented 
in light of the new laws. Therefore, the focus of this study is to explore how alcohol brands 
applied their advertising appeals and excutions for their brand promotions in Thailand after 
2008. The next section discusses the role of television advertising for brand promotions, since 
it is the key media channel that this study explores.  
 
2.4 The role of television advertising in branding 
 
Television is one of the key dynamic media used to construct meanings and brand images for 
products or brand promotions in the present day (Hall, 1980; Goldman 1992; Berger, 2000). 
Television advertising is at the heart of modern advertising, containing several sign meanings 
that persuade people to engage with products or brands, as Goldman (1992) emphasised: ‘… 
television often registers as the heart and soul of postmodernism because of its relentless 
scrambling of signified and signifiers mixing and matching meanings. Routinely bombarded by 
signifiers and signified detached from referent systems, spectators react by assuming stances of 
ironic detachment’ (p.204). Likewise, Hall (1980) indicated that the unique characteristics of 
TV provide a significant advantage for the senders or producers when it comes to encoding 
their message in order to convince receivers or consumers. Firstly, he highlighted the fact that 
TV media contains ‘icon signs’ which offer a mix between visual and aural communication, 
allowing the audience to recall and comprehend objects instantly. Semiotics, discursive 
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practices and images, are also applied to encode the message’s meanings. Secondly, Hall 
applied Umberto Eco’s (1976) concept of the condition of perception, where he used a cinema 
picture in order to explain how images work on TV. Hall argued that TV is transparent because 
it consists of a sophisticated naturalised code, such as an image of blossoming flowers, which 
can be watched in a real situation, despite the fact that it is being presented on a TV screen. 
Furthermore, the TV picture dimensions are such that they display the depth of the image, which 
is advantageous in terms of the consumers’ or receivers’ perceptions. Thirdly, TV media has a 
mode of address, which builds habituation or familiarity between the reporter (presenter) and 
the audience; for example, by including a greeting to the receivers who are watching at home. 
In conclusion, Hall (1996) suggested TV is one of the most significant media, because it 
involves a delicate production process including editing, frame selection, frame linking, 
identification strategies, recording, and so on. This indicates that all of the signs, images, and 
other devices used for encoding on TV are designed to present a construction of meaning in 
order to convey to the target audience what ‘producers’ or ‘encoders’ desire to highlight. As 
Hall (1980) emphasised about television: ‘… this is as true of the photographic or televisual 
image as it is of any other sign. Iconic signs are, however, particularly vulnerable to being 'read' 
as natural because visual codes of perception are very widely distributed’(p.132).  
 
Arguably, television advertising could be regarded as teleculture, since it could shape the social 
values and people’s perspectives, as Berger (2000) suggested: ‘… teleculture suggests that our 
culture is, to a large degree, shaped by television… television is not a simple medium for 
entertainment which merely reflects the culture in which it is found. Television does, of course, 
reflect culture, but the important thing to keep in mind is that it also profoundly affects culture’ 
(p.21). Berger also stressed that advertising is not just a normal kind of media, but a ‘mini-
drama’ with aesthetical creative techniques produced by professional advertisers.  
 
In practical terms regarding brand promotions, advertising on television also plays as a 
significant role for advertisers or brand builders, especially for building brand images, as 
Moriaty stressed: ‘… television is used for advertising because it works like the movies- it tells 
stories, engages the emotions, creates fantasies, and can have great visual impact. Because it’s 
an action medium, it is also good for demonstrating how things work. It brings brand images to 
life and adds personality to a brand. An example of the dramatic, emotional power of television 
comes from one of the greatest commercials of all time. Called ‘Iron Eyes Cody’, the Ad 
Council PSA was created as part of an environmental campaign. It shows a Native American 
paddling a canoe through a river ruined by trash. A close-up shows a tear from his eye’ (p.380). 
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More specifically, in the case of Thailand, it is confirmed that television is the most popular 
media tools used for advertisers or brand builders. Recently, this can be seen from the money 
spent on media in 2013, that 67% of money spent on media was to television. (See Table 2.2) 
 
Table 2.2The amount of the money that the alcohol drinks brands spent on each media 
 
 
Source: ACNielsen Media Thailand, 2013 
 
According to table 2, television plays an important role for brand promotions in modern 
consumerism, therefore television is employed as a key distributor of media data, particularly 
for exploring the representation of alcohol brand masculinities in Thai society. The next section 
reviews notions of masculinity, since it is suggested that dynamic gender identity is one of the 
major factors alcohol brands tend to use to distinguish their brand/product images for sales 
(Holt, 2003).  
 
2.5 Understanding Men: Approaches to Hegemonic Masculinity 
 
In order to explore the dynamic of the leading brand masculinity(ies) in alcohol promotions, 
the key focus of this research, I applied the notions of hegemonic masculinities proposed by 
Connell (1987; 1995, 2005) to explain the relationship of the social power dimensions of 
alcohol brands in Thai society. To understand the concept of hegemonic masculinity(ies), it is 
important to understand Connell’s concept of masculinities formation. She defined the term 
masculinities as:  
 
26 
‘…masculinities are configurations of practice that are accomplished in social action 
and, therefore, can differ according to the gender relations in a particular social setting’ 
(Connell and Messerschmidt, 2005: 836).  
 
This means that the form of masculinities in Connell’s perspective is not a fixed identity, sex 
role, or set of male traits, rather it is regarded as a social arrangement, within a social structure, 
that people in society consent to the form of masculinities as: ‘…the commonsense definition 
of gender as an expression of natural difference’ (Connell, 2002, p.9).  
 
Arguably, Connell’s notion of masculinities viewed masculinities as a ‘gender project’ 
(Connell, 1995, p. 72). She did not define it as ‘a stable object of knowledge’ (ibid, p.33). As 
can be seen in a psychological approach - sex role theory measured by the M/F scale (Bem, 
1974) - relying on biological distinctions could not provide an understanding on cultural 
constructions of masculinities in a contemporary society (Haywood and Mac an Ghaill, 2003a; 
Mac an Ghaill and Haywood, 2007). Connell argued on the sex role theory concept that: 
 
 ‘…role theory exaggerates the degree to which people’s social behavior is prescribed. 
But at the same time, by assuming that the prescriptions are reciprocal, it underplays 
social inequality and power. For all these reasons ‘role’ has proved unworkable as a 
general framework for social analysis’ (Connell, 2005, p. 26).  
 
In this way, Connell proposed an approach to studying masculinities that ‘focused on the 
process and relationship through which men and women conduct gendered lives’, instead of 
defining masculinity as ‘an object’ like the role theory (Connell, 2005, p.71). More specifically, 
Connell’s notion of masculinities also recognised the power relationship amongst different 
masculinities, for examples; ‘relations of alliance, dominance and subordination [that] are 
constructed through practices that exclude and include, that intimidate, exploit, and so on’ 
(Connell, 2005, p.37). This can be seen from the hegemonic masculinities concept that was 
originally formulated within a patriarchy as a gender system that facilitates men’s dominance 
over and oppression of women. However, Connell emphasised that hegemonic masculinity was 
also based on a hierarchic power relation between men and different masculinities. Hegemonic 
masculinity is thus distinguished from other masculinities in the current Western gender order 
such as (1) subordinated masculinities, e.g. homosexuals; (2) complicit masculinities, e.g. men 
who gain from the hegemony and obtain a patriarchal dividend (even if they do not represent a 
hegemonic position themselves); and (3) marginalised masculinities, e.g. men who are 
disqualified due to their class or race/ethnic position (Connell, 1995).  
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From Connell’s notion of hegemonic masculinities, it could be suggested that masculinities are 
a cultural practice or configurations by consent of the people in a society. They are not a fixed 
type, or a set of traits, that could be measured by quantitative methods, since they cannot explain 
the cultural dimension of how the masculinities are constructed in a contemporary world. 
Hence, the key focus of this research is to explore the power dynamic of the alcohol brand 
masculinities in Thai society, and Connell’s concept of hegemonic masculinities is applied to 
explain the social power dynamic of the alcohol drinks brands that use the forms of 
masculinities promoting their brands. The following section therefore provide the concept of 
the hegemonic masculinity. 
 
Originally, the notion of hegemonic masculinity was proposed by Connell (1987; 1995; 2005). 
It is based on the idea that men’s lives are differentiated and embedded within the differences 
in power relations, and provides an understanding of culturally and historically specific forms 
of male dominance (Cranny-Francis, 2003; Haywood and Mac an Ghaill, 2013). Connell 
applied the notion of hegemony that was originally proposed by Antonio Gramsci (1971) to 
explain the gender relationships of men between men, and between men and women. Gramsci’s 
hegemony concept is the theory used to explain the relation between power and ideology. 
Hegemony encompasses the establishment of social groupings, not just the operation and 
collective action. It is a structural concept, or at least invokes assumptions of structure, but is 
not structuralism. It explains how and why dominant classes in society gain dominant positions 
in relation to the less dominant classes. Gramsci stated that: 
 
‘…two major superstructural ‘levels’ [exist]: the one that can be called ‘civil society’, 
that is, the ensemble of organisms commonly called ‘private’, and that of ‘political 
society’ or ‘the state’. These two levels correspond on the one hand to the functions of 
‘hegemony’ which the dominant group exercises throughout society and on the other 
hand to that of ‘direct domination’ or command exercised through the state and 
‘juridical’ government... the intellectuals are the dominant group’s ‘deputies’ exercising 
the subaltern functions of social hegemony and political government. Theses comprised: 
(1) The ‘spontaneous’ consent given by the great masses of the population to the general 
direction imposed on social life by the dominant fundamental group”. And; (2) The 
apparatus of state coercive power which ‘legally’ enforces discipline on those groups 
who do not “consent” either actively or passively…’ 
(Antonio Gramsci, 1971. p.12) 
 
From Gramsci’s perspective on the hegemony, it can be seen that the intellectuals, or dominant 
class, legally wins the hegemonic position by public consent that benefits those in society. They 
do not gain power through coercion or violence, but consent from the public or the masses. The 
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working class consent to the beliefs and structures of the ruling class (Lacey, 1998). These 
hegemonic thoughts of becoming more powerful are naturally accepted and public consent is 
regarded as ‘common sense’ (Van Zoonen, 1994). However, more recently the counter-
hegemony of opposition is becoming more progressive in the media and aims to offer more 
positive and progressive representations (Martín-Barbero et al., 1993). 
 
In other words, the key element of hegemony is about ways to dominate and to hold onto power 
and the formation (and destruction) of other social groups in that process (Donaldson, 1993). It 
encompasses the ways in which the ruling class build and maintain their domination. The 
capacity to construct a definition of this situation, to establish the terms that connect the public, 
to formulate ideals and define morality is an important part of the procedure. As Donaldson 
(1993) argued:  
 
‘...Hegemony is about the winning and holding of power and the formation (and 
destruction) … It is about the ways in which the ruling class establishes and maintains 
its domination. The ability to impose a definition of the situation… to formulate ideals 
and define morality is an essential part of the process. Hegemony involves persuasion 
of the greater part of the population, particularly through the media, and the organisation 
of social institutions in ways that appear “natural,” “ordinary,” “normal”’(Donaldson, 
1993, p.645). 
 
From the perspective of Donaldson (1993), it can be seen that hegemony relates with ways of 
convincing the greater part of the public to give consent, especially through the media, and the 
organisation of social institutions in ways that appear normal. The state, through punishment 
for non-conformity, engages in negotiation and enforcement. So that media, or in this context 
the promotion of the alcohol brand masculinities, play a key role in the cultural process that 
aims to win public consent. The media (including advertising on television) socially constructs 
the hegemonic definitions of what is ‘socially an acceptable reality’ to conform to (Carter and 
Steiner, 2004, p.1&2). Mass media or persuasive advertising for brand promotions is a useful 
communication tool for ruling classes to gain the advantage of consent, particularly through 
media representations of alcohol brand masculine images, symbolic values, and cultural 
meanings of idealistic masculinities and so on. One might argue that media may socially 
represent some idealistic types of men in societies to be subordinated, marginalised, complicit, 
or even represent women as an object to empower men and masculinity (Van Zoonen, 1994; 
Carter and Steiner, 2004). The alcohol brand masculinities could obtain the hegemonic brand 
position by wining public consent or popularity amongst consumers, through its brand 
promotions using various mass media advertising. Thus, the theory of hegemonic masculinity 
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developed by Connell could apply to the relationship of the power dynamics in the alcohol 
brand masculinities in Thailand’s context.  
 
Connell’s formation of masculinities (Connell, 2005, p.77 - p.80) explained that hegemonic 
masculinity can be established by the domination of one group of men over other men and 
women. Hegemonic masculinity generates dominance over women as well as the marginalised, 
complicit masculinity and other processes of protest masculinity, which are designed to 
challenge the hegemonic position of particular groups of men. For subordinated men, such as 
gay men, these factors empower straight men via various practices that may include cultural, 
economic and political discrimination. Complicit masculinity may relate to married men or 
community life, who benefit from the patriarchy without effort. Marginalised masculinity 
relates to issues of class, race, and ethnicity, which suggests groups of men excluded from 
society due to their heritage, for example Black and Asian men in Western culture.  
 
In order to explore how the alcohol companies represent the forms of hegemonic 
masculinity(ies) for selling their products in Thai society, it is needed to understand the pattern 
of hegemonic masculinity on a global scale. Connell and Wood (2005) and Connell and 
Messerschmidt (2005) argued that the form of transnational business masculinity is regarded as 
the hegemonic masculinity on a global contemporary scale. Since the prevalence of neoliberal 
commerce and capitalism socially influence the formation of gender identities, they of course 
also impact upon masculinities. This can be seen in the research of Connell and Wood (2005), 
on the globalisation and business masculinity, where they interviewed several Australian 
managers about their life-history. They discovered that transnational business masculinity is a 
hegemonic position in global gender relations. Since the formations of hegemonic masculinity 
are ‘associated with major forms of social power. Capitalism, it is widely acknowledged that 
the most powerful institutions, excepting only major states, are transnational corporations 
operating in global markets’ (p.347). More specifically, they found that the prominent 
characteristics include ‘tolerance, energy focused on work, flexibility, a certain libertarianism, 
certain technological skills, and skill in communication… But there is little of the old content 
of bourgeois masculinity domestic patriarchy, snobbery, social authority, patriotism, religion, 
and so on to give it point’ (p.361 & 362). However, Connell and Woods suggested that ‘the 
transnational business masculinity pattern does not occupy the whole field. A place remains for 
more traditional patterns of hegemonic masculinity’ (p.362). With this in mind, it is interesting 
to explore how alcohol brands apply the forms of masculinity, negotiate or resist within the 
transnational business masculinity, to Thai society.  
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In short, it can be concluded that hegemonic masculinities are not fixed character types but 
rather configurations of practice generated in particular situations and by the changing 
structures of relationship (Connell, 1995, p. 81). Hegemonic masculinity is not singular as it 
may take different forms in different geographical/cultural locations (Connell and 
Messerschmidt, 2005). Men occupying a hegemonic masculinity position are asserting a 
position of superiority by winning the consent of males and females, in order to maintain their 
hegemonic position of legitimacy (Haywood and Mac an Ghaill, 2013). The hegemonic 
masculinity that Connell explained is rather a ‘cultural ideal’ that is consistently promoted by 
society through the production of exemplary masculinities, such as media images. Furthermore, 
the function of civil society motivates many people to honour, desire, and support the current 
hegemonic model that is culturally represented, that is, to position themselves in a relationship 
of complicity with it (Connell, 1995). The concept of hegemonic masculinity is applied by 
identifying the actual types of men as hegemonic in several ways, such as: an institutionalised 
gender order, a designation of masculine practice and psychological traits (Haywood and Mac 
an Ghaill, 2013). Hence, it was appropriate to apply hegemonic masculinity as a core concept 
to explore the relationship of brand masculinities, as well as how they create masculinities in 
order to sell products to become a hegemonic brand position in the Thai alcohol industry.  
 
2.6  Criticisms of the theory of hegemonic masculinity 
 
Since there are some problematic elements of the term hegemonic masculinity, the criticisms 
of Beasley (2008), and Christensen and Jensen (2014), developed an important contribution to 
the understanding to the concept of hegemonic masculinity. Therefore, the following section 
discusses the two criticism of Beasley (2008), and Christensen and Jensen (2014), in order to 
research into how the hegemonic masculinity(ies) culturally formulate in Thailand context, by 
basing on the ideal images of men and masculinities that the Thai leading alcohol brands 
represented for sell their products.  
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2.6.1 The formation of hegemonic masculinity  
 
According to Connell’s notion about the formation of hegemonic masculinity: ‘many men who 
hold significant social power do not embody hegemonic masculinity… certain masculinities 
are more socially central, or more associated with authority and social power than others’ 
(Connell and Messerschmidt, 2005, p. 838 & 846).  
  
This raised an ambiguity regarding the term hegemonic masculinity. As Beasley (2008) argued, 
the concept of hegemonic masculinity contains a confusion that centres on who actually 
formulates hegemonic masculinity between a political interpretation of hegemony and one that 
relies on actual socially dominant men. The hegemony concept proposed by Connell tends to 
create an ambiguity by linking the concept to the dynamics of power attributing classifications 
of masculinities. As Beasley (2008) stated, there is ‘a slippage between its meaning as a political 
mechanism tied to the word hegemony-referring to cultural/moral leadership to ensure popular 
or mass consent to particular forms of rule-to its meaning as a descriptive word referring to 
dominant (most powerful and/or most widespread) versions of manhood, and finally to its 
meaning as an empirical reference specifically to actual groups of men’ (p.3). Many men who 
hold great social power do not embody an ideal masculinity. Therefore there is some confusion 
regarding who actually demonstrates hegemonic masculinity, whether it is men who wield 
institutional power in society that relate to the political mechanism, or if it actually refers to a 
type of men as a hegemonic, cultural ideal. To solve this confusion, Beasley (2008) suggested 
narrowing the concept of hegemonic masculinity referring to a ‘political ideal’ as a discursive 
mechanism could help to justify the dominant actual men. Beasley explained that: 
‘characterising hegemonic masculinity in relation to a narrowed meaning as a political ideal 
prevents a slide toward depictions of men with institutional power and instead concentrates the 
term on its legitimating function [patriarchal power: the domination of men over women], 
which may or may not refer to men with actual power. Such a clarification enables us to 
acknowledge the hegemonic significance’ (p.10). Moreover, she argued that using hegemonic 
masculinity relating to the political function helps ‘to refer to dominant actual men and their 
characteristics is certainly understandable pedagogically and in the context of political activism, 
in that it gives gendered power a human face, a visceral reality, and makes the term more 
accessible and less abstract’ (p.4).  
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At this point, according to Beasley’s argument (2008) the term of hegemonic masculinity is 
related to the political mechanism and the significance of the patriarchal power, which may or 
may not refer to the men in actual power. This shift encourages questioning around how the 
hegemonic masculinity is formulated and whether the hegemonic masculinity relates to a 
political mechanism function like Beasley suggested. Or, a formation of hegemonic masculinity 
is culturally constructed from the transnational corporations of neoliberal commerce, as ‘the 
growth of industrial capitalism and the growth of imperialism’ like Connell and Wood 
mentioned (2005, p.348). Although Thailand is a neoliberal economy, the political mechanism 
is often regarded as the most significant authority. As Fong (2009), Jory (1999) and Jorgensen 
(1995b) argued the three pillars of Thainess: Nation, Religious (Buddhism), and the King, are 
the three most significant influences on the construction of social values, norms and identities. 
More specially, they suggested that these three pillars also impact on the content of advertising 
for items that are promoted for cultural consumption in Thai society. This has therefore 
encouraged research into how the forms of hegemonic masculinity are culturally formulated in 
the promotion of alcohol drinks in Thailand. By which, the approach of narrowing the 
hegemonic masculinity as ‘a political ideal’ proposed by Beasley (2008) is applied to explore 
whether the Thai ideal male images that the Thai leading alcohol brands, such as Singha and 
Chang brands represented for selling their products relating to the political mechanism or not.  
The intersection approach applied to analysis into the complex formation of hegemonic 
masculinity  
The intersectionality approach is applied to analyse how the hegemonic masculinity formulated 
in the Thailand context, regarding to the ideal male images that the alcohol drinks brands 
represented, by considering how gender intersect with social variables such as class, 
race/ethnicity, sexuality and age. Christensen and Jensen (2014) applied the intersectionality 
theory proposed by Crenshaw (1989:1991) to the area of masculinity. By which, this 
intersectionality approach, which includes the variables of class, race/ethnicity and sexuality, 
provides an insight analysis into the complex processes, which advance some masculinities to 
the top of the hierarchy and relegate others to the margin. In Connell’s (1995) view, some 
masculinities become hegemonic and others come to be marginalised (Christensen and Larsen, 
2008). This proposed ‘intersectionality’ approach enhances the understanding of an internal 
hegemony; that is, power relations between men and the hierarchy between different forms of 
masculinity. As Christensen and Jensen (2014) noted: the ‘advantage of an intersectional 
approach is that it is well suited for multilevel analyses that are able to grasp the interplay 
between structures at the macro level and identities and practices at the micro level. This means 
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that overall gendered power structures are not excluded from men’s everyday social practice, 
and the constructions of sense-making masculinities. It remains, however, an empirical question 
how they impinge on concrete social contexts’ (p.71).  
 
Christensen and Jensen (2014) suggested that an intersectional approach would be a useful way 
of supplementing and developing the concept of hegemonic masculinity. This approach would 
make possible multifaceted and process-centred analyses, where different social categories are 
understood as mutually constitutive. Forms of social differentiations other than gender (class, 
race/ethnicity, age, and sexuality) will thus influence, shape and construct masculinities. An 
intersectional approach would be suitable for multilevel analyses that are able to grasp the 
interplay between structures at the macro level and identities and practices at the micro level. 
This means that overall gendered power structures are not excluded from men’s everyday social 
practice, and the constructions of sense-making masculinities. It remains, however, an empirical 
question how they impinge on concrete social contexts. Although nowhere does Connell 
explicitly use the term intersectionality, there is nothing in her work that excludes the use of 
this theoretical concept. One way to think about this is that class, race/ethnicity and sexuality 
can support the dominant position and privilege of some men because it strengthens the 
legitimacy of their masculinity. Likewise, masculinity can intersect with other categories in 
specific configurations that challenge or even subvert male privilege. Thus, the notion of 
intersectionality is applied and discussed in chapter nine, exploring hegemony: Singha and 
Chang competition.  
 
At this point, according to the intersectional approach of Christensen and Jensen (2014), it is 
questioned whether, apart from the gender, class, race/ethnicity and sexuality, what the other 
variables are that could influence the hegemonic masculinity in Thai society. By which, the 
intersectional approach is applied to analyse how those Thai ideal male images that the leading 
alcohol brands such as Singha and Chang are represented. As mentioned earlier, there are three 
pillars that influence Thai identity or Thainess: Nation, Religion (Buddhism), and the King. 
These three areas are significant in Thai society, whether these three factors also impact on the 
formation of hegemonic masculinity in Thai society has yet to be determined. Also, it is under 
debate as to whether the differentiations of urban and rural areas relate to the formation of 
hegemonic masculinity or not as there is an implication that suggests that Thailand is a 
developing country so the factors of urban and rural areas are other variables that affect people 
accessing modernity in their everyday life (Hinviman, 1999).  
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2.7 Brand Masculinity 
 
With regards to the earlier two sections, which consider masculinities and branding, this section 
discusses the key focus of this study and that is the brand masculinity when applied to brand 
promotions. Since this research aims to study the power dimensions of brand masculinities in 
the leading alcohol brands in Thailand, this section therefore discusses how to make senses of 
brand masculinity and explores the approaches to studying the power dimensions of brand 
masculinities.  
 
Sex and gender are key branding strategies for manufacturers when promoting their products 
(Aaker, 1997; Reichert and Lambiase, 2014). In order to define the meaning of brand 
masculinity, Schroeder and Zwick (2004) suggested that masculinities are applied to promote 
brands or products creating positive attitudes, lifestyles or experiences orientated to appeal male 
consumers. Along the same lines, Aaker (1997) suggested that ‘human characteristics 
associated with a brand’ (p.347) is regarded as a brand personality which is the key way to 
differentiate the brand positioning in a product market segmentation. She also explained that to 
create the brand personality, gender could be projected onto a product via imagery, endorsers 
and indirectly, from other brand associations. In other words, gender, or of course masculinity, 
is applied to create a brand personality to increase sales. In this regard, it is suggested that 
masculinity applied with a brand as brand masculinity is measured by the frequency or scale of 
its masculine content that was associated with a product. Whereas, the other approach focusing 
on a social construction of brand masculinity, Hirschman (2014) regarded brand masculinity in 
relation to social and cultural dynamics because the link between masculine representations and 
the masculine culture appear genuine. Specifically, Hirschman suggested that alcohol is one of 
the six product brand categories that male consumers socially perceived as the masculine, since 
‘masculinity has long been associated with the cultural consumption of liquor and beer’ (p.328).  
 
Therefore, from both perspectives, it could be concluded that brand masculinity means the 
personality/characteristics of the brand associated with men and masculinity. The 
characteristics of brand masculinity can be seen in several things such as imagery, male brand 
endorsers used or the symbolic meaning, cultural values and norms relating with the 
masculinities (as explained in the formation of masculinity in the earlier section). In the 
meantime, the way that the brand masculinity creates its characteristics or personality 
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corresponds to Belk (1988) and Wattanasuwan’s (2005) argument that promotions of brands 
such as images or symbolic meanings attached to the brands are applied to make consumers 
want to be/possess, in order to encourage a positive change in their purchasing choice. As Belk 
(1998) stated: ‘Possessions can also symbolically extend self… allows us to convince ourselves 
(and perhaps others) that we can be a different person than we would be without them’ (p.145).  
 
Brand masculinity is regarded as a kind of gender dimension which could be measured by the 
prevalence of different gendered traits (Aaker 1997; Grohmann, 2009). It means that a validity 
scale is developed to measure the amount of masculine content associated with a product 
resulting in some brands being seen as more masculine than others. In this account, brand 
masculinity is often understood as: the set of masculine human personality traits associated with 
masculinity applicable and relevant to brands. As Aaker 1997 gave the example that Nike and 
Porsche attach values of aggressiveness and dominance to their brands in order to align 
themselves with the consumers’ masculine self-concepts and self-expression. This can be seen 
from the use of particular fonts, where it is suggested that display type fonts can reinforce 
consumers’ awareness of the brand masculinity. Another study of measuring degrees of brand 
masculinity can be seen in a study of Brand Masculine Dimension (BMD) by Azar (2013). 
BMD is a quantitative method that measured the contents and patterns of brand masculinity by 
developing a reliable and valid scale. Azar found that there are four patterns of brand 
masculinity - hegemonic, emerging, chivalrous and subaltern masculinities - that were 
identified with different scores across this dimensional measure. Interestingly, Azar argued that 
his research does not support any hierarchical relationships across products and, therefore, it is 
difficult to establish the power dynamic of a brand in relation to other brands. In other words, 
regarding the objective of this research, it could be argued that Azar’s study did not provide a 
cultural construction of brand masculinities and the power dynamic amongst the brand 
masculinities.  
  
Another way to study brand masculinity is to consider the social and cultural dynamic, as 
mentioned earlier by Hirschman (2014). Hirschman explored, in interviews, consumers’ 
perspectives of how they perceived brands as masculine. Hirschman found that consumers 
perceived products as masculine through a cultural linkage of the masculinity to the brand and 
that the generational and regional backgrounds of the consumers had a crucial impact on how 
brand masculinity is perceived. Arguably, although this study explored the brand masculinity 
in terms of a socio-cultural perspective, it did not explore the power dynamics among product 
brand categories. Interestingly, the implication of this study demonstrated that branding 
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becomes a social and cultural process rather than a fixed type of characteristics that can be 
measured by a valid scale.  
 
The study of branding masculinity as a cultural process can be seen from Douglas B Holt 
(2003a) who interviewed Steven Jackson, a senior Vice President, Worldwide Account Director 
of DDB Chicago, who created the adverts for brand promotions of Budweiser beer and Bud 
light in the USA. Douglas B Holt (2003a) found that ‘cultural brands are brands for which the 
product serves as a vehicle through which consumers experience myths that symbolically 
‘resolve’ contradictions in society. When we pay a premium for Budweiser, we're paying 
primarily for the stories that have been imbued in the beer’. Holt also explained that Budweiser 
beers heavily use the ideals of masculinity to promote the brand as masculine. Moreover, he 
stressed that television advertising is key for Budweiser when applying brand promotions. In 
other words, this implication demonstrates that television is one of the key mediums used for 
brand communications, since television contains several positive message delivery 
characteristics such as ‘icon signs’, which are advantageous for the receiver or audience when 
it comes to decoding or understanding objects or images (Hall, 1980a). Similarly, a study by 
Gee and Jackson (2012) explored how promotions of the ‘Speight’ beer brand represented 
values and attitudes in New Zealand, using a textual analysis, and an interview with the ad 
creator. They found that beer is promoted to link with sport and leisure, and masculinity. 
Furthermore, they suggested that beer promotions created ‘powerful messages operating as a 
‘primer’ for boys on how to ‘to be a man’ (p.87). This also corresponded to Strate (1992) who 
argued that ‘the manifest function of beer advertising is to promote a particular brand, but 
collectively the commercials provide a clear and consistent image of the masculine role; in a 
sense, they constitute a guide for becoming a man, a rulebook for appropriate male behaviour, 
in short, a manual on masculinity’ (p. 78). Arguably, although the Gee and Jackson (2012) study 
found a cultural link, ‘Speight’s brand linked to its caricatured, nostalgic version of a historical 
hegemonic masculinity’ (p.98), it was limited to only one brand, which did not provide the 
power dimensions among several beer brands.  
 
Therefore, this study aims to explore the power dynamics of brand masculinities in alcohol 
drinks brands; it has been found that there are two approaches that can be applied to study brand 
masculinities. For instance, a quantitative method, using a validation of scale measuring the 
contents of masculinity attached with the brands. Clearly, this approach could not provide a 
cultural dimension amongst brand masculinities. Whereas, although there is some focus on 
brand studies and the uses of masculinities attached to brand promotions to imply masculinity 
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even in alcohol products, there are no studies that mention the power dynamics amongst brands 
and the representations of hegemonic masculinity. Hence, this research will fill that gap and 
explore the power of alcohol brand masculinities in the context of Thailand.  
 
Alongside this, in order to cover all dimensions regarding alcohol drinks brands that use 
masculinities to promote their alcohol products, this study also explore how consumers or 
audiences perceived the representations of the alcohol drinks brands broadcasted in their 
advertising. Hence, the notion of decoding the messages proposed by Stuart Hall (1980) is 
applied to explore how consumer audiences understand those ideal male images that the leading 
alcohol brands represented. To explore or decode the receptions of audiences, or brand’s 
consumers, Hall explained that it involves three variable forms of decoded readings, which are 
as follows (Hall, 1980, p.136-138): (i) ‘Preferred reading’ or ‘a dominant hegemonic position’: 
the receivers can correctly decode the message the sender wishes to send; (ii) ‘Negotiated 
reading’: a mixture of adaptive and oppositional meaning. It partly contains a hegemonic 
definition, whilst the rest of the meaning is opposed or negotiated; and (iii) ‘Oppositional 
reading’: the receivers decode the message in a contrary way. Additionally, such a 
communication process is ineffective. These differentiations of message readings are called 
‘polysemic values’. However, these values are quite different from the concept of ‘pluralistic’ 
values because, in ‘polysemic values’, there is always a dominant meaning, whereas with regard 
to pluralistic values there are no apparent distinctions. Consequently, the concept of audience 
reception is applied to explore how alcohol consumers perceived the representations of brand 
masculinities’ that the alcohol drinks brands broadcasted through television by following this 
concept.  
 
2.8  Globalisation and the contemporary construction of Thai Cultural Identities for 
Thai alcohol brand promotional culture.  
This section explores the development of globalisation that transformed the local Thai society, 
reinforcing cultural homogenisation, as well as, reformulating cultural hybridisation. 
Undeniably for Thailand, the expansion of capitalism through neoliberalism is arguably the key 
factor transforming Thai society in terms of social, cultural, political, economic aspects as well 
as the emergence of a consumption culture. Importantly, relating to the impact of globalisation 
on Thai alcohol consumption culture, the implication of this shift suggests that there could be 
a reformulation of a new particular form of Thai hybrid masculinity mixing the global and local 
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traditional features by relying on consumers’ responses towards alcohol brand promotions in 
Thailand.  
 
2.8.1 Globalisation as Cultural Homogenisation? 
 
Globalisation is one of key concepts that explain the negotiation between the global and the 
local domain that engage with contemporary construction of Thai cultural identity, as well as 
the ongoing forms of Thai masculinity. Giddens (1990) explained that ‘globalisation refers to 
the intensification of world-wide social relations, which link distant localities in such a way that 
local happenings are shaped by events occurring many miles away and vice versa’ (p.64). 
Similarly, Albrow (1990) defined ‘globalisation to all those process by which the people of the 
world are incorporated into single world society, global society’ (p. 45). Also, Thompson 
(1995) defined ‘globalisation as the growing interconnectedness of different parts of the world, 
a process which give rise to complex forms of interaction and interdependency’ (p.149). Hence, 
from these three definitions, globalisation could be implied as relating to the tendencies of the 
world increasingly becoming more interconnected and interdependent. This process allows for 
continued modernisation, the invention of new technologies enabling people to have better 
standards of living, and creating more collaborations in economy, military, science, technology, 
education, social welfare, etc. In other words, it could be said that globalisation is a process of 
modernisation making the world a smaller more integrated place, as Giddens (1990) argued: 
‘modernity is inherently globalising. The globalising tendencies of modernity are 
simultaneously extensional and intensional- [they connect individuals to large-scale systems as 
part of complex dialectics of change at both local and global poles]’ (Giddens, 1990, p. 177).  
 
Arguably, the expansion of capitalism is acclaimed as the key driving force that extensively 
transforms social, cultural and economic relationships across nations, shrinking the world’s 
time and space compression to become a united community (Appadurai, 1990; Harvey, 1990; 
Robertson, 1992). As Harvey (1990) emphasised that:  
 
‘capitalism has been (and continues to be) a revolutionary mode of production in which 
the material practices and processes of social reproduction are always changing…On 
the other hand, if advance of knowledge [scientific, technical, administrative, 
bureaucratic, and rational] is vital to the progress of capitalist production and 
consumption, then changes in our conceptual apparatus [including representations of 
space and time] can have material consequences for the ordering of daily life…[Hence] 
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Capitalism annihilates time and space, - altering distanciation and the conditions of 
appropriation and domination’ (Harvey, 1990, p.204 & 222) 
 
By drawing upon the notion of time and space compression, Harvey (1990) argued that the 
development of the globalisation process is stimulated by the power of capitalism, and 
explained that capitalism is the key driving for the inventions of new technologies/innovations 
to fulfil unlimited demand by people around the world. Specifically, Harvey traced this idea 
back to the cause of the human struggle to overcome restrictions of time and space, and suggests 
that this is why globalisation had emerged. Harvey found that during the Enlightenment period, 
the demand for goods increased remarkably, so the concept of capitalism leading to mass 
production, as a solution to meet people’s needs, was applied. Capitalism promotes the 
invention and development of three main technologies to meet the limitless demands of people 
around the world. It tears down all spatial barriers and impels the process of time and space 
compression. The developments of technologies propelled by capitalism are as follows:  
 
First, there is communication technology that connects remote areas with other parts of the 
world. People can talk to one another face-to face, one-to-many, or many-to-many in real time, 
using the Internet, telephones, mechanical printing presses, telegraphs, fax machines, radios, 
mobile phones, televisions, satellites, and so on. Second, there is transportation which reduces 
the barrier of distance, not just from one city to another, but between continents. People have 
various choices when it comes to travel, such as by steam engine, rail, car, train, jet, spaceship, 
and high-speed ship. Third, there is the combination of advances in communication technology 
and transportation that has had a direct economic impact, conquering all spatial barriers by 
producing new markets, speeding up production times, and improving cash flow.  
 
By following Harvey’s perspective, therefore, through time and space compress the globe, 
human rights and other related world issues become topics for discussion and action among 
nations concerned with the enhancement of the quality of life for human beings. In terms of 
politics, especially in times of crises, there will be more world collaboration among countries. 
Regarding economics, there will be more international exchanges in commerce and stock 
markets, together with more industrial mobility and trade liberalisation. The shrinkage of space 
and barriers has brought a more local feeling to the global situation, encouraging competition 
and promoting the unique qualities of cultures, whilst at the same time causing them to become 
increasingly homogenised. 
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Due to the impact of globalisation driven by the capitalism of free markets, Harvey (1990) also 
importantly emphasised the impact of consumer culture on commodities, aesthetic images or 
symbolism which has gradually occurred since product manufacturers started to face many 
competitors and products from all over the world. Whereas, during the industrial era, product 
manufacturers were not faced with many competitors in their market segment and the level of 
competition was relatively low. However, as explained by Harvey, since the 1960s the world 
has seen a new era of aesthetic innovation conflated with commodities, which has encouraged 
the development of a global consumer culture. Harvey argued that:  
 
‘…The counter-cultural movements of the 1960s created an environment of unfulfilled 
needs and repressed desires that postmodernist popular cultural production has merely 
set out to satisfy as best it can in commodity form. Capitalism, in order to sustain its 
markets, has been forced to produce desire and so titillate individual sensibilities as to 
create a new aesthetic over and against traditional forms of high culture. It’s important 
to accept the proposition that the cultural evolution which has taken place since the early 
1960s, and which asserted itself as hegemonic in the early 1970s, has not occurred in a 
social, economic, or political vacuum. The deployment of advertising as the official art 
of capitalism brings advertising strategies into art, and art into advertising strategies’ 
(Harvey, 1990, p.63).  
 
This is demonstrated by advertising that promotes aestheic values, images or symbolic 
meanings being attached to products, since manufacturers have encountered a crisis of 
oversupply and high competition as a result of the development of the neo-liberal market. One 
of the solutions to this problem has been to build a product’s image by using symbolic values 
to maintain or increase the volume of sales (Leiss et al., 1990). Therefore, factors like brand 
image, identity, emotional aesthetical symbolic values within brands, brand experience and 
brand story are included in product promotions to make them stand out to persuade consumers. 
In this context, as Harvey remarked, money, sex, and power have become the most common 
theme used by marketers or advertisers in the postmodern era, and these are often deployed in 
order to attract consumer attention. However, at some points, as the matter of globalisation 
driven by the capitalism of free market, it becomes critical for a researcher to start questioning 
how the themes/forms of brand images or identities (that engage with the masculinities) used 
for alcohol brand promotions in Thailand would be constructed and whether they rely on the 
global context as Harvey emphasised or not (i.e., money, sex, and power).  
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In a similar approach, Appadurai (1996) also emphasised that capitalism has been a crucial 
stimulus in enabling and increasing the interaction among individuals or social groups. He cited 
two forces that drive the “work of the imagination”: electronic mediation and mass migration, 
where the former has used the media as the key for spreading news and ideologies, constructing 
the world as an imagined community. Appadurai argued that the postmodern media offered 
new resources ‘for the construction of imagined selves and imagined worlds’ (p.3).  
 
For the development of the globalisation process, Appadurai (1996) argues that although 
globalisation originated in the late-sixteenth century in association with the rise of capitalism, 
it has become more visible following the Industrial Revolution, first forming the foundation for 
the dominant culture of the West, and more recently subsequently influencing other areas across 
the world. He viewed globalisation transformation in terms of homogenisation and 
heterogenisation, arguing that migration and media create both sameness and difference in 
today's globalised world. Therefore, migrating people and the media, particularly television, 
have combined to produce different cultural spheres in different countries. Appadurai (1996) 
proposed a fundamental framework to understand the dimensions of these global cultural shifts 
in terms of ‘five scapes’, which consisted of ‘ethnoscapes, mediascapes, techno-scapes, 
financescapes, and ideoscapes’ (p. 33). The suffix ‘scape’ is used to explain the fluid and 
irregular shapes of cultural landscapes. Appadurai’s five-dimensional approach involving 
‘scapes’ implies that capitalism has gradually brought about globalisation. Moreover, it has 
generated the circulation of cultures around the world. These cultural flows can be seen in 
several dimensions at the same time. There has also been the diffusion of Western cultures 
(Schiller, 1976:1992; Tomlinson, 199). For examples: consumer culture, American cultures 
(i.e. Hollywood movies, music, McDonald’s), or even the forms of Western men and 
masculinities such as transnational business men, etc., all of which can be imported, exported, 
and even exchanged between Western and Eastern cultures, or from both at the same time. 
There is no fixed flow of cultural dimensions. 
 
At some point, the globalisation transformation is critically labelled as a process of cultural 
imperialism/Westernisation from some dominant capitalist countries (i.e. America) who bear 
the global modernity to the world through the transnational enterprises, such as commerce, mass 
media, and technologies (Schiller, 1976: 1992; Tomlinson, 1991). Schiller (1976) argued that 
‘…the cultural imperialism today best describes the sum of the processes by which a society is 
brought into the modern world system and how is dominating stratum is attracted, pressured, 
forced, and sometimes bribed into shaping social institutions to correspond to, or even promote, 
42 
the value and structures of the dominating center of the system’ (p.9). More specifically, 
Schiller (1992) also emphasised that American culture is ‘acknowledged as the most popular 
internationally who have themselves become transnationalised, serving the [world] ideological 
and marketing needs of capital’… For examples ‘films, TV production, publishing, recording, 
theme parks, and even data banks, now offer what amount to total environment. And [they] 
offer it to a global market as well as a national market’ (p.12&13).  
 
Specifically to the mass media, Appadurai (1996) affirmed that this has had a significant 
influence on depicting the world as imagined communities and, along with population 
migration, has served to define today's global world. Both media and migration create specific 
irregularities. Mediascapes are kind of visual representations of parts of reality, which shape 
the perception of the other: fantasies, ambitions, and so forth. In his examination of print and 
electronic media, the author concluded that electronic media, such as television, has been 
impacted in terms of modifying cultural spaces and cultural worlds, suggesting that it gives a 
new spin to the environment within which the modern and the global often appear as flip sides 
of the same coin. As he noted about the significance of the media: 
‘...What is most important about these mediascapes is that they provide (especially in 
their television, film, and cassette forms) large and complex repertoires of images, 
narratives. What this means is that many audiences around the world experience the 
media themselves as a complicated and interconnected repertoire of print, celluloid, 
electronic screens, and billboards. The lines between the realistic and the fictional 
landscapes they see are blurred… the more likely they are to construct imagined worlds 
that are chimerical, aesthetic, even fantastic objects’ (p.35).  
 
Furthermore, Appadurai also emphasised that the dissemination of media encourages the 
fetishism of the consumer on products’ symbolic values and images (i.e. the representations of 
product brand promotions): 
‘..As for the fetishism of the consumer, the consumer has been transformed through 
commodity flows (and the mediascapes, especially of advertising) into a sign… Global 
advertising is the key technology for the worldwide dissemination of a plethora of 
creative and culturally well-chosen ideas of consumer agency. These images of agency 
are increasingly distortions of a world of merchandising so subtle that the consumer is 
consistently helped to believe that he or she is an actor, where in fact he or she is at best 
a chooser’ (p.42). 
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Apparently, the media in relation to mass media advertising’s ability to transform the sense of 
distance between viewer and event has changed everyday discourse and has also allowed it to 
shape and reshape society and self as represented in different types of societies and 
communities. Appadurai also asserted that these cultural landscapes are the building blocks for 
imagined worlds, where he concluded that different cultural landscapes exist. Based on these 
observations, it could therefore be argued that all cultural landscapes are socially constructed. 
Furthermore, it suggests that, to understand today’s cultural, economic and politically 
globalised world, we need to understand it in the context of time and space, with the knowledge 
of power relationships that have shaped both the homogenising and heterogenising cultural, 
economic, and political realities.  
 
However, the ways in which Harvey and Appadurai viewed globalisation as a kind of cultural 
process, compressing the world as a whole, which ‘overrides locality, including large-scale 
locality such as is exhibited in the various ethnic nationalisms which have seemingly arisen in 
various parts of the world in recent years’ (Robertson (1995, p.26), were disputed by other 
researchers. Robertson (1995) suggested that the concept of ‘glocalisation’ should replace 
globalisation in the cultural context, since globalisation seems to involve the rise of ‘bigger is 
better’ (p.25) in a world that is becoming more standardised. Robertson suggested that 
glocalisation or hybridisation is a concept that relates more in a business sense. He stressed that:  
‘…The idea of glocalisation in its business sense is closely related to what in some 
contexts is called, in more straightforwardly economic terms, micro- marketing: the 
tailoring and advertising of goods and services on a global or near-global basis to 
increasingly differentiated local and particular markets… To considerable extent 
micromarketing - or, in the more comprehensive phrase, glocalisation - involves the 
construction of increasingly differentiated consumers, the “invention” of “consumer 
traditions”’ (Robertson, 1995, p.28).  
 
Robertson explained that there could be no globalisation without considering the locality factors 
related to homogeneity and heterogeneity. In other words, globalisation does not only 
homogenise the world in terms of economics, politics, social and cultural practices, but also 
determines the world’s pattern of consumption when countries’ cultural demographics are 
absorbed into the same consumer culture in order to develop Westernisation-cultural 
imperialism. Consequently, glocalisation is a term that ties globalisation to the influences 
selected, processed and consumed according to the needs, tastes and social structure of the local 
culture. 
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It can be argued that Robertson (1995), in promoting the concept of glocalisation, has 
highlighted the weaknesses associated with pure globalisation, suggesting that the original 
schemata of globalisation in promotion focuses merely on the formulation of global objectives 
without being seriously concerned with local factors, despite their importance in globalised 
cultural formulation. In other words, while globalisation places importance on the discussion 
of spatial and temporal considerations as being the main driving forces for generating 
globalisation, concerns relating to the impact on local diversities are ignored. Nonetheless, 
despite the fact that Robertson praises glocalisation and notes the disadvantages of 
globalisation, he does not deny the importance of the latter, which he used as grounds to develop 
his discourse on glocalisation.  
 
At this point, it could be explained that glocalisation is a consideration of the local as a 'micro' 
manifestation of the global. Regarding an example that Robertson provided, he explained that 
‘glocalisation involves the construction of increasingly differentiated consumers, the 'invention' 
of 'consumer traditions' (of which tourism, arguably the biggest 'industry' of the contemporary 
world, is undoubtedly the most clear-cut example). To put it very simply, diversity sells. From 
the consumer's point of view, it can be a significant basis of cultural capital formation (ibid, 
28)’. This example suggests that the local services or products could be mixed with global 
culture or strategies to sell globally. In other words, this process of locality mixing with the 
global could be regarded as hybridisation. As Robertson argued, glocalisation ‘is closely related 
to the frequently addressed theme of global hybridisation’ (ibid, p.40).  
 
At some points, from this implication, it could be argued that the cultural hybridisation is one 
of the consequences of the globalisation transformation (Appadurai, 1990; Robertson, 
1992:1995; Schiller, 1976: 1992; Tomlinson, 1991). Tomlinson (1991) stated that ‘far from 
destroying it, globalisation has perhaps been the most significant force in creating and 
proliferating cultural identities’ (Tomlinson, 1991, p.162). This, for example, can be seen from 
the ideas of cultural hybridised identities, as well as cosmopolitanism, a citizen of the world 
(Goh, 2012: 2015), as due to the impact of globalisation creating new forms and practices [of 
men and masculinities] in the present. Aboim (2016) also emphasised that the forms and 
practices of men and masculinities in the present days tend to be ‘hybridism, multiple and even 
paradox forms’ due to the globalisation transformation (p.5). For this reason, a cultural 
hybridisation could be regarded as a process of ‘cultural confluence within a more or less open 
continuum of diversity’ (Hannerz, 2002, p.14). Similarly, Pieterse (2003) also argued that: 
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‘hybridisation is a factor in the reorganization of social spaces. Structural hybridisation, or the 
emergence of new practices of social cooperation and competition, and cultural hybridization, 
or new translocal cultural expressions, are interdependent: new forms of cooperation require 
and evoke new cultural imaginaries…hybridity conversations owe much to contemporary 
accelerated globalisation and to cross border media, marketing, and consumption scapes’ (p. 
89&91).  
 
Consequently, according to this implication it could be explained that hybridisation is a kind of 
cultural blending process, mixing between the locality and the global domain as due to the 
globalisation transformation (Bhabha, 1990; Hannerz, 1990:1996). Specifically, this 
implication therefore questions how the forms of masculinities using the Thai leading brand 
promotions are hybridised forms, mixing global form of transnational business masculinities 
and local Thai masculinities. Hannerz (1996) asserted that nowadays the market competitions 
promoting the cultural commodities tend to be of a mixed form, to ensure better affinity, as he 
stressed: ‘the successful cultural commodities imported from the periphery to the centre are 
hardly the “authentic,” “pure” products of the most distant periphery, freshly commoditized out 
of the form-of-life free flow of any bush village. It is much more likely to be something already 
creolized, a mixed form out of the encounter between center and periphery, and thus already 
something with a rather greater cultural affinity to the center’ (p.78). This implication is 
therefore suggested to explore whether the forms of masculinity used by alcohol drinks brands 
are hybrid or not, in relation to the global context and Thai society.  
 
In order to understand how global modernity impacts on the construction of Thai cultural 
identities, which involve the forms of Thai masculinities used in the Thai leading alcohol brand 
promotions, the following section explores a contemporary construction of Thai cultural 
identities.  
 
 
2.8.2 A Construction of Thai national identity: Thainess and Thai patriarchy 
 
Even though Thailand has never formally been colonised, it is undeniable that the 
civilisation/modernity or Western influences crucially impacted Thai society through the 
development of globalisation (i.e. neoliberalism, education, technology, mass media, 
consumption culture and so forth) (Keyes, 1987; Thongchai, 1994; Peleggi, 2007). The impact 
of global modernity or Western influences has made Thailand to revive a concern for the state 
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of Thai national identity against the impact of Westernisation (Jory, 1999; Jirattikorn, 2003; 
Persaud, 2005). The implication of this social change reflects the negotiation between globality 
and local traditions. Significantly, the implication of this shift also reflects the construction of 
forms and practices of Thai men and masculinities that are related with the Thai social 
institutions (i.e. the Kingship, State/Authority and military), cultivating Thai men how to 
become men (Reynolds, 2004: 2006: 2014). As Connell (1987:1995:2005) suggested that one 
way to understand the forms and practices of men and masculinities, we should view genders 
as the regimes because the cultivations to become men and masculinities are socially involved 
with the social structures. This can be seen from three crucial historical events that involved the 
construction of Thai national identity (Thainess) in the process of nation building. By which, 
these three incidents have historically shaped the forms and practices of how to become men 
and masculinities in Thailand, such as (i) the first national modernisation of Siam’s conducted 
by King Vajiravudh, the head of the state, during 1910-1925, (ii) Siam’s re-modernisation 
during the period of Prime Minister Phibun (1948-1957), and the revival of Thainess during the 
economic crisis of 1997 by King Bhumipol.  
 
2.8.2. 1 Thainess and Thai patriarchy 
What is Thainess? The notion of Thainess (khwampenthai) is regarded as Thailand’s national 
identity that is influenced by the Thai holy trinity of Nation, Religion (Buddhism), and the 
Monarchy (The King) (Jorgensen, 1995; Jory, 1999; Reynolds, 2004). As Jorgensen (1995) 
noted: the three pillars of Thai national identity are ‘inseparable from culture, and this identity 
is based on the ‘holy trinity’ of Nation, Religion, and King (Chad Sassana Pramahakasat in 
Thai). These principles, a mutually reinforcing triad known as Lak Thai (meaning love Thai) 
codify the official Thai identity and provide one another with mutual support, protection, and/or 
legitimation’ (Jorgensen, 1995, p.34). Correspondingly, Niels Mulder (1985) argued about the 
Thai national identity occurring in everyday life in Thailand: ‘in the Thai national “civic” 
ideology of Nation (the encompassing ritual community), Religion (common ritual and beliefs), 
and the King (uniting prakhun, or moral goodness, and pradecha, or righteous power) the 
national community celebrates itself and is seen as the “safe” home in an unruly wider world’ 
(Mulder, 1985, p.180-181).  
 
It is argued that Thai patriarchy is normatively embedded in the holy trinity of Thai national 
identities, such as Buddhism, Monarchy, and the Nation/state [Thainess] (Keyes, 1987; 
Thongchai, 1994; Peleggi, 2007). These three social institutions have culturally been 
incorporated into each other reinforcing the social role of males being superior to females, 
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enhancing Thailand into the patriarchal society and cultivating the way of how Thai men 
become men (Jackson and Cook; 1999; Reynolds, 2006:2014). For this reason, Thai men have 
been cultivating how to become men by these normative customs, learning how to gain powers 
from ‘a dividend patriarchy in terms of honour; prestige and the right to command’, a normative 
belief system, making men to become men (Connell, 2005, p. 82). 
 
More specifically, the root of Thai patriarchy has fundamentally stemmed from the religious 
orders in Theravada Buddhism since an early ancient tradition (5th - 13th century) and then 
Buddhism was officially designated to be national religion during the reign of King Rama IV 
(King Mongkut) of the Chakgri Dynasty 1851-1868 (he is best known as the King of Siam in 
the Anna and King musical and film). By this time, due Buddhist customs which ritually ‘placed 
women in an inferior position to men in the chain of rebirth and forbade their ordination, 
reserving for them the role of lay ascetic (maechi) (Peleggi, 2007, p.79-80). Falk (2014) argued 
that ‘Thai Buddhist sangha is totally male. The Thai Buddhist nuns, mae chii, do not belong to 
the sangha and are excluded from the benefits that their male colleagues enjoy. Monastic life 
is strictly regulated and creates a sharp boundary between the ordained community and the 
laypeople’ (p.383). From this implication seems to suggest that Buddhism reinforces patriarchy 
enhancing the role of men over women. In the meantime, it could be argued that Thai Buddhism 
has also reaffirmed the role of women as the caring mother, a cult of domesticity, as Keyes 
mentioned that: ‘Buddhist ideas have also added another dimension to the image of woman as 
nurturing mother, making her as the source of well-being not only for her own offspring but 
also for the monks who are spiritual descendants of the Buddha. While men realise their 
religious potential by being ordained [บ ว ช ] into Buddhist order, women realise theirs by 
providing alms and food for monks’ (Keyes, 198, p.123). For this reason, Buddhism could be 
regards as the one of the key locations that historically articulate the role of good Thai men and 
masculinities engaging with Buddhism, and reinforcing the men’s superiority over women in 
everyday life. While women tend to be cultivated to appear in a domestic role - caring or 
supporting men.  
 
More specifically, a reinforcement of Thai patriarchy was also importantly reaffirmed by the 
role of the kingship, and the government/state, as can be seen from the reign of the King 
Vajiravudh, King Bhumibol, and Prime Minister Phibun (military government), which 
normatively reinforced the role of men and masculinities. By which, the Kingship was 
incorporated within Buddhist customs to legitimate his power, in order to hold a strong respect 
for royalty by the populace, reinforcing the patriarchal state (Keyes, 1987; Thongchai, 1994; 
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Peleggi, 2007). As can be seen from ‘the King’s acts of public piety and especially by his 
patronage of the Buddhist sangha, or clergy, which is symbolically often linked with an image 
of the Buddha [as the father of the Nation]. The loyal subjects of the monarch constitute the 
Thai nation [as the father of the Nation]’ (Keyes, 1987, p. 4). As can be seen in the period of 
King Vajiravudh, the father of modern Thai nationalism who originally combined the 
significance of Buddhism to engage with the kingship and nation for purposes of nation 
building, articulating the Thainess ideology, shaping the forms and practices of ideal men Thai 
and masculinities who must love the king, Buddhism and the Nation during 1910-1925 
(Reynolds, 2004: 2006: 2014). Later, in 1997 during the economic crisis 1997, King Bhumipol 
recovered this Thainess ideology again for the nation building against the intimidation of 
American enterprises (Pasuk and Baker, 2000; Peleggi, 2007). In other words, it could be said 
that the articulations of Thai ideal men and masculinities that are involved with the legitimacy 
of the kingship have been reconstructed again. Furthermore, it could be argued that ‘the 
articulation of [Thai] masculinity and the state, involving with the projection of a particular 
militaristic masculinity’ (Haywood and Mac an Ghaill, 2003, p.53 & 94). This can be seen from 
the legitimacy of the military government, in the period of Field Marshal Plaek 
Phibunsongkhram, a Prime Minister who re-employed the Thainess ideology articulating what 
it meant to be an ideal male citizenship, in relation to the nation building campaign during 1938-
1944 and 1948-1957.  
 
Consequently, it can be seen that the legitimacy of the kingship and the state (militaristic 
government) are involved with the creation and consolidation of Thai patriarchy and the forms 
and practices of men and masculinities in everyday life. Hence the legitimacy of the kingship 
and of the militaristic government are regarded as the ‘patriarchal state’ (Haywood and Mac an 
Ghaill, 2003, p.155), or the ‘masculine institutions’ (Connell, 2005, p.73) that sustain and 
produce ‘the patriarchal power’ (ibid). As can be seen that the king and the state have exploited 
the Thainess ideology to sustain patriarchy, articulating the forms of particular ideal men 
engaging with the notion of Thainess, shaping how to become Thai men and their masculinities. 
At the same time, the implication of the construction of Thai national identity also reflects the 
negotiation of local traditions and modernity as due to the globalisation transformation in social, 
economic, and political spheres.  
 
The following sub-sections therefore discuss the three significant historical events that were 
involved with the construction of the Thainess ideology that engenders Thai patriarchy and 
masculinities.  
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i. Siam’s first national modernisation and the construction of national identity 
Historically, the Thainess notion was originally constructed by King Vajiravudh (1910-1925), 
the father of the modern Thai nationalism making Thai people to being aware of their national 
identity through a campaign of political nationalism for the nation building project during 
Western colonisation era (Reynolds, 2014). Thainess had its roots from the two significant 
masculine institutions that embody Siamese customs in everyday life since an ancient times, 
which are the Buddhism and monarchy. King Vajiravudh had combined these two elements 
incorporating the civic ideology of national identity, constructing the ideal role for good Thai 
citizenship who must love the Thai nation, religion/Buddhism, and the king (Keyes, 1987).  
 
As to Siam (the old name of Thailand before it was changed to Thailand during the 
modernisation by Field Marshal Plaek Phibunsongkhram, Prime Minister in 1939) was far from 
being developed, King Vajiravudh therefore modernised the country by starting the nation 
building project (Keyes, 1987). He not only originally formed the ideology of Thainess to 
construct the national identity, but also shaped the role of Thai male citizenships as well as 
gender identities in Thailand (Thongchai, 1994). Significantly, he had several initiatives that he 
adopted from Western countries, especially Britain (where he graduated) shaping Thai peoples’ 
lives and society into the modernity (Reynolds, 2006:2014). More specifically, these initiations 
had shaped the form of ideal Thai citizenship, especially the role of Thai men who must 
conscript into the army, be loyal to the King and serve the nation as the King’s soldiers (ibid). 
It can be seen that he originally established the forms of the King’s civil and military service 
who are loyal the king and love the nation, and initially created the Thai boy scout project to 
cultivate children to learn how to be good Thai citizens, making them aware of Thainess and to 
love Thai. At some point, this implication also reflected the norm of cultivating how to become 
Thai masculinities was generated involving with the kingship, state and military, as  
Haywood and Mac an Ghaill, 2003 argued that ‘there is a long history to the articulation of 
masculinity and the state, involving images of the military, imperial invasion and colonial 
expansion linked to national identity, cultural belonging and citizenship’ (p.53), as can be seen 
from the history of Thai original nation building against the invasion of Western colonisation 
during King Vajiravudh.  
 
Alongside this, King Vajiravudh also created the national anthem, national flag, myths about 
nationalism, etc. to enhance his nation building campaign (Keyes, 1987; Thongchai, 1994). 
Besides, in term of gender identities discourses, it was first time that Siam had initially adopted 
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the ideas of using prefix names to identify people’s biological sexes, in order to record the 
national population, and crucially shaped what it was to be male/female (Fishel, 1999). For 
example: mister (Nyne), Miss (Nang Sao), Mrs (Nany), girl (Dek Ying), boy (Dek Chai). These 
gender prefixes reshaped Thai peoples’ gender identities for the first time (Loos 2005:2006). 
With this consequence, the development of modernity that involves with gender identities’ 
formulations had significantly developed during King Vajiravudh’s reign, as can be seen from 
his nation building project that engaged with the articulation of gender identities discourses, 
especially the projection of the king’s militaristic masculinity.  
 
ii. Siam’s modernisation and a recovering of Thainess 
The notion of Thainess or love Thai had been reconstructed again by Field Marshal Plaek 
Phibunsongkhram, Prime Minister, for the nation building project during 1938-1944 and 1948-
1957 (Reynolds, 2004). In other words, the articulation of masculinity that involves the 
‘patriarchal state’ as part of the nation building project was revived again (Haywood and Mac 
an Ghaill, 2003, p.155). More specifically, the forms and practices of Thai men and 
masculinities had been rearticulated by engaging with the nation building project, as during 
those time Thailand had a lot of diverse immigrants from China, Malaysia, Laos, Vietnam and 
so forth. These diversifications had raised the problem of the potential erosion of Thai national 
identity as many of them could not speak or read Thai. As a result, Phibunsongkhram, the Prime 
Minister, had re-employed the notion of Thainess or love Thai and encouraged all immigrants 
to learn how to be Thai, encouraging them to speak Thai, as well as cultivating how to be 
modern people by relying on Western values. For this reason, Phibunsongkhram had 
modernised the country in several ways. For example, ‘the first edict changed the country’s 
international name from Siam to Thailand; the designation of individuals as Thais regardless of 
ethnic origins; the proper use of the Thai language and the observance of civic duties; neat or 
Western-style dress; the division of the day into working, personal and leisure activities; and 
the proper treatment of children, elderly and handicapped people’ (Peleggi, 2007, p.53).  
 
More specifically, in terms of the gender discourse studies, Phibunsongkhram had also 
cultivated Thai people to learn how to become the modern males/females by relying on Western 
values (Thongchai, 1994; Reynolds, 2004). As can be seen that he ‘virulently, legislated gender-
specific hair, dress, and behavior (e.g., long hair and pantyhose for women, husbands kissing 
wives, men wearing hat/suit, women wearing dress, men going to work, women taking care of 
kids/foods) that would be recognisable to Westerners’ (Käng, 2014, p.411). It can be seen that 
the government had reinforced the patriarchal power, enhancing the superiority of men over 
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women involving the notion of love Thai and Western values, while re-emphasising women as 
embodying the cult of domesticity. Apparently, this change has marked a new phase of Thai 
gender discourses that fashionably re-shaped Thai males’ lives of how to be as modern as male 
Westerners (Keyes, 1998). At the same time, it could also be seen that during this period of 
Phibunsongkhram Thai society had shifted to an other step of modernity.  
 
iii. A revival of Thainess by King Bhumipol during Tom Yum Kung crisis in 1997 
As mentioned that the articulations of Thai masculinities are involved with the ‘patriarchal 
state’ (i.e. the kingship and militaristic government), as well as, ‘imperial invasion, colonial 
expansion that linked to national identity, cultural belonging and citizenship’ (Haywood and 
Mac an Ghaill, 2003, p. 53 & 155). So that, according to the most recent occurrence, during the 
economic recession in 1997 Thailand felt significantly dominated by American transnational 
enterprises and fearing an invasion of Western culture, King Bhumipol and the government had 
revived the Thainess ideology, promoting the social awareness of love Thai or Thainess (Jory, 
1999; Jirattikorn, 2003; Persaud, 2005). Apparently, the reflections of the images of King 
Bhumipol, followed by the queen and royal family visiting poor people in rural areas, alongside 
state officers who are regarded as ‘servants of the crown’, seemed to illustrate an obvious 
picture of Thailand as a patriarchal society (Keyes, 198, p. 4). Arguably, this not only reinforced 
the role of Thai ideal male citizenship characterised by love of Nation, Buddhism and the king 
(Thainess), but also reaffirmed the role of women as inferior to men. Besides, this social change 
also reflects the negotiation between local traditions and the global modernity, as can be seen 
from the king trying to promote the royal Thai Sufficiency Economy projects, teaching people 
to live a life of self-sufficiency, self-reliance, against capitalism or materialism.  
  
During Thailand’s bubble economic boom, 1987-1996, the country was ‘predicted to soon join 
company with Japan, South Korea, Taiwan, Hong Kong and Singapore as the next “Asian 
tiger”’ (Peleggi, 2007, p.9). Historically, this shift had ‘a marked expansion of middleclass, 
concomitantly, a marked expansion of an urban underclass and a growing gap between urban 
rich and rural poor’ (Keyes, 1987, p.5). Similarly, Jackson and Cook (1999) argued that the 
‘contemporary hierarchy in Thailand is based on a variety of overlapping vertical axes, wherein, 
for example; royalty are considered superordinate to commoners, religious specialists have 
superiority over laity, urban dwellers are thought more advanced than rural folk, senior take 
precedence over juniors and males are normatively superior to females’ (p.9). This implication 
reveals that, as the widespread of the neoliberalism, wealth and educations (especially 
graduating from Western universities) are seemed to be the key to dislocate ones’ social class 
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in Thailand (Keyes, 1987; Thongchai, 1994; Peter A. Jackson and Cook, 1999b). Whereas, in 
the past before Thailand’s open economy policy, Thai social class was mainly dominated by 
the royalty or nobility, and had a big gap between the high class and the bottom.  
 
More specifically, during this period of Tom Yum Kung crisis, Thailand was dominated by 
transnational enterprises and the International Monetary Fund (IMF), as can be seen that 
Thailand was bailed out by the IMF and automatically had to accept a recovery strategy that 
was based on the principles of the neoliberalism (Pasuk and Baker, 2000; Peleggi, 2007). So 
‘the acceptance of a bailout from the IMF (Inter- national Monetary Fund) had led to a general 
feeling that the country was being colonised by the West, and more specifically by the IMF’ 
(Jirattikorn, 2003, p.298). This can be seen that most of Thai businesses were forced to lay off 
their employees, even worse turn to bankruptcy because of currency devaluation. In the 
meantime, there was a big cultural flow of global consumer culture that come up with Western 
enterprises invading Thai local business, even local tradition cultures (ibid.). As can be seen 
from an increase of young people who tended to be exposed to Western lifestyles as to make 
them conform with the modernity, such as watching Hollywood movies more than Thai films, 
favouring Korean pop music, desiring McDonald’s rather than Thai traditional foods, wearing 
Swiss watches/Italian shoes, and so on.  
 
In order to respond to the invasion of capitalism/globalisation, Thailand’s King 
Bhumibol [Rama IX-1997], the head of the state at that time, and the patriarchal state had 
captured the public interest by promoting the ideology of love Thai or Thainess, building up the 
pride in local traditions over Western values. At this point, the reflection of the forms and 
practices of how to become a good or ideal Thai men and masculinities can be seen from the 
image of the King visiting his people in rural areas, followed by the Queen who is regarded as 
the mother of the nation, alongside the state officers who are regarded as the servants of the 
crown (Keyes, 1987; Thongchai, 1994) and this seems to reflect that Thailand is a patriarchal 
society cultivating masculine norms, reinforcing the dominance of men over women. The King 
is regarded as the father of the nation, and he created the national project to save Thailand from 
the economic crisis. For example, during ‘the King’s birthday speech in December 1997, [he 
proposed] the idea of self-sufficiency, self-reliance and the idea of going back to a simpler 
economy’ or so called Thai Sufficiency Economy (Jirattikorn, 2003 p.298). It is the idea of ‘a 
balanced approach combining patience, perseverance, diligence, wisdom and prudence is 
indispensable to cope appropriately with critical challenges arising from extensive and rapid 
socioeconomic, environmental, and cultural changes occurring as a result of globalisation’ 
53 
(National Economic and Social Development Board 2004, p.5). The idea is relied on Buddhism 
instruction, encouraging people to learn to be enough, not greedy for money/materialism, not 
to hunger to trade for profits, learning to rely on our own self-reliance against the globalisation. 
Along the same way, the Queen and the royal family had also supported the King’s campaign 
by encouraging the public to pay attention to all local Thai folk customs, arts, cultures, history, 
Buddhism, and the love of the Thai nation. In the meantime, the government and state officers 
who are regarded as the ‘servant of crown’ (Keyes, 1987, p.4) also promoted the campaigns 
such as, the Thais-Help-Thais and Buy Thai, as well as supporting the royal projects (ibid.).  
 
With this consequence, it can be seen that the articulation of Thai national identity involves the 
forms and practices of Thai men and masculinities. Since Thailand is culturally engaged with 
the ‘patriarchal state’, the kingship and the militaristic masculinity that ‘linked to national 
identity, cultural belonging and citizenship’ (Haywood and Mac an Ghaill, 2003, p. 53 & 155). 
Furthermore, this demonstrates how the Thai patriarchal state negotiates with the global 
modernity, reinforcing its patriarchal power, and rearticulating how to become Thai men and 
the terms of masculinities. Consequently, it is interesting to point out how we frame the 
relationship between the global and local cultures, in relation to the articulations of Thai 
masculinities using the alcohol brand promotions in Thai society. Therefore, the next section 
explores the formulation of Thai masculinities of how these build on the norms and rituals of 
Thainess.  
 
2.9 A formulation of Thai masculinities  
 
It is argued that the formulation of Thai masculinities are normatively embedded within the 
Thainess ideology that features the love of Buddhist traditions, royalty as the King/Monarchy, 
and pride in the Nation (Kitiarsa, 2005: 2012; Jackson and Cook; 1999; Van Esterik, 2000; 
Reynolds, 2004: 2014). Since, this holy trinity of Thai identity is involved with ‘social 
masculine institutions’ that have been long producing and sustaining Thai ideological 
masculinities and patriarchy, cultivating ‘men to gain a dividend from patriarchy in terms of 
honour, prestige and the right to command’ (Connell, 2005, p. 9 & 82). This means that such 
cultural Thainess norms and rituals are  involved patriarchy, and reinforcing men’s superiority 
over women, and culturally shaping how to become Thai men. This can be seen that to be good 
men is to be involved with Thainess values, such as men should respect and be grateful for 
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Buddhism by ordaining (traditionally women are not allow to be ordained), respect older/senior 
people, be grateful to parents, take care of parents, family or relatives, and be loyal, and honour 
the King/Royal family that links to national identity, cultural belonging and citizenship, as 
discussed in the earlier section (Jorgensen, 1995; Jory, 1999; Van Esterik, 2000).  
 
Significantly, according to the implication of the norms of Thainess and Thai patriarchy, 
Kitiarsa (2005) emphasised that, ‘being a manly man in Thai culture is governed by certain sets 
of masculine conducts such as saksi [dignity, pride], liam [wit, trickiness], chan choeng [style, 
grace], and jai [heart, fighting/competitive spirit]’ (Kitiarsa, 2005, p.59-60). This can be 
explained by the fact that there is a long history to the articulation of Thai masculinities linking 
with the forms of militaristic masculinities that link the cultural belonging and citizenship (the 
loving of nation, Buddhism, and the King), as can be seen from during King Vajiravudh, the 
first Thai nation builder (as discussed above). As he originally constructed the projection of 
cultural belonging and citizenship (Thainess ideology) that linked with the patriarchal value, 
raising men’s prides, by forming the groups of soldiers, as the King’s man to demonstrate the 
forms of ideal male citizenship involving Buddhism, Kingship Nation, community and Thai 
collectivist norms (i.e. caring of family/relative, community) (Reynolds, 2004: 2014). Later, 
this format was reconstructed again in the period of Phibun and King Bhumibol and made it 
more up to date adapted to contemporary life.  
 
Alongside this, related to the Thainess ideology and patriarchy, it can be seen that the norms 
for good Thai people are not only related to the cultural belonging and citizenship in loving the 
nation, Buddhism, and the King, but also in order to be regarded as good, Thai men must take 
care of the family, parents or relatives. At some points, it could be argued that the norm of 
taking care of family, parents or relatives fundamentally relies on Buddhism Thainess traditions 
that reinforce patriarchy, enhancing Thai men to become breadwinners, empowering men’s 
pride, and their rights to command. As Connell (1995) argued that ‘the cultural function of 
masculine ideology is to motivate men to work’ so that ‘being breadwinner was a core part of 
being masculine’ since it reinforces the role of men who ‘gain a dividend from patriarchy’ (p. 
28, 33 & 82). This, for example, can be seen from an ethnographic study by Malam (2008), 
who explored the intra-national migration of young Thai men who migrated from the Thai 
mainland to work as bar or bungalow workers on Koh Pha Ngan, an island in Southern 
Thailand. She found that the elite men involved with ‘hegemonic understandings of Thainess 
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are regarded as a good Thai, and they will express their respect for and responsibility toward 
older relatives (especially for parents) through financial support’ (Malan, 2008, p.142). 
Whereas, the male bar or bungalow workers are regarded as marginalised people on the island, 
as they are linked with behaviours that Thai men should not indulge in like not taking care or 
supporting parents and relatives by sending them money, using drugs, being homeless, drinking 
heavily, womanising, and fighting. Similarly, another ethnographic study by Kitiarsa (2005) 
explored the construction of Thai masculinity through the lives of Thai boxers who are regarded 
as having the lives of hunting dogs. Most successful Thai male boxers came from poor families 
in rural areas, were poorly educated and may even stay at the Buddhist temple as it is free, 
including free food that is donated by people for the monks. As Kitiarsa explained, poor boys 
from rural areas who come to train as a Thai boxer are considered to be ‘more perseverant and 
able to endure hardship and suffering’, rather than boys from a well-to-do family background. 
Poor boys saw and experienced their parents’ difficulties, so they will use ‘their parents’ real 
life lessons as incentives to train themselves harder and make every fight a fight for their lives’ 
(p.74). So, the poor boys trained hard, and learned to be tough as they needed to be to win the 
boxing competitions, so they could bring the money that they received from the competition to 
support their parents, family, or relatives. From these implications, being a ‘breadwinner’, 
earning money for a living to collectively take care of their family, could also be regarded as a 
crucial aspect that is shaped by the Thainess norms, cultivating what is to be a Thai man, 
alongside with the cultural belonging and citizenship in the loving of nation, Buddhism, and 
the King (Kitiarsa, 2005, p.59).  
 
Alongside this, related to the Thainess norm, is also reflected the implication of Thai men’s 
bodies and physicality, involved with ideas of men’s bodies as resources of power, bravery, 
fighting as warriors, as well as breadwinners that are empowered by patriarchy or avoiding 
passive roles (Kitiarsa, 2005:2012). As Van Esterik (2000) emphasised that ‘Thai masculinity 
is constructed on the premise that men must constantly resist allowing penetration of their 
bodies, and must constantly work to strengthen the outer surfaces of their bodies through 
tattoos, amulets, meditation practices, mantras and avoiding the passive roles’ (Van Esterik, 
2000, p.211). This seems to suggest that men must build up their body as a resource of 
power/energy or strength, in order to work/earn money, collectively taking care of people in 
the family, as well as being brave as a warrior or fighter to protect the cultural belonging and 
citizenship that link to the love of the nation, Buddhism, and the King. At some point, this 
implication also reflects the capitalist values that involve with the working hard men - 
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breadwinners, mixing with the collectivist values such as taking care of family or community 
that links to cultural belonging and citizenship (the loving of nation, Buddhism, and the King). 
More specifically, regarding this implication it seems to happen more often with men who are 
from Thai rural areas that relate to a background of poverty and low education (Kitiarsa, 
2005:2012; Jackson and Cook,1999). This implication also reflects that wealth and education 
are seemed to be the key to dislocate ones’ social class in Thailand (Keyes, 1987; Thongchai, 
1994; Jackson and Cook, 1999, Peleggi, 2007; Van Esterik (2000).  
 
However, according to the implication of the use of bodies and physicality in Thailand’s context 
it seems to contrast with the implication of men’s bodies in the Western countries that their 
bodies seem to be more involved with individuality, bodies are used for self-expressions, or 
narcissism (Gill, Henwood and McLean, 2005). Gill, Henwood and McLean (2005) argued that 
Western men’s bodies tend to rely on the ideas of the bodies as ‘“the identity functions”, 
performing the body as a canvas for expressing the self, and a source of capital for the 
individual…Those who chose to tattoo or pierce their bodies or to build muscle accounted for 
it as an expression of their “difference” and “individuality”… Body as an indicator of a whole 
range of lifestyle and identity choices’ (p.57& 60). For this reason, it seems to reflect that 
Western men’s bodies are involved with their individuality, ways to project their self-identity 
or lifestyles. Whereas Thai men’s bodies and physicality seem to relate with collectivism and 
patriarchy, as can be seen from the Thai norms encouraging local Thai men to build up bodies 
as resources of powers, bravery, fighting/warrior, in order to earn money for a living, taking 
care of family and community that the link to cultural belonging and citizenship.  
 
Furthermore, in relation to Thainess norms and Thai patriarchy, it was also found that the Thai 
hegemonic men and masculinities seems to engage with the local Thainess norms, alongside 
the perspectives of being urban, to be middle class/upper, and educated (Jackson and Cook; 
1999; Van Esterik, 2000). As can be seen from those implications of the above studies Thai 
men from rural areas might be poor, with little or no education, but they are tougher than some 
from well-off families who come to be trained in Thai boxing. As can be seen from the boxing 
example, there are some differences between rural and urban. Since Thailand is a developing 
country, the gap between rural and urban has widened, as Jackson and Cook (1999) argued that 
‘urban dwellers are thought more advanced than rural folk, senior take precedence over juniors 
and males are normatively superior to females’ (p.9). In other words, this means that rural 
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people have high aspirations in life as they want to get away from the poverty they faced in the 
rural areas, as well as being collectively responsible the family/relatives. Significantly, from his 
perspective of observing Thai boxers from early 2000s to mid-2000s, Kitiarsa argued that ‘Thai 
boxers are regarded as heroes, working-class men, who dreamed or imagined themselves as 
proud breadwinners for their immediate families’ (p.83). This implication demonstrated the 
significance of the ideological Thainess norm - men as breadwinners collectively taking care 
of family/relatives, are seen as ideal men, and they also work to reinforce the patriarchy. As 
parents are the people who took care of them when they were young, they should be grateful to 
the parents when they grow up and if they can work and make some money, they should take 
care of them when they can.  
 
Along the same line in the bigger picture of Thai culture, regarding the Thainess norms that a 
good Thai should be grateful to their parents or someone that used to help them, this can be 
related to the dominant ideologies of the three pillars of Thainess. This can be explained thusly: 
the King, who everyone respects as the father of the nation, and who all Thai people are grateful 
for, has developed the nation and preserved Buddhism as the national religion. The King is 
regarded as having done good things for the Thai people in every way and therefore could be 
regarded as the father of the family. Thai people are regarded as the king’s children. Therefore, 
to be a good Thai person in Thai society, apart from taking care of their parents or family, they 
also have to love and be proud and respect the King, nation, and Buddhism. This example can 
be seen in studies conducted by Louiyapong (1996) and Sinsuwan (2012). Louiyapong (1996) 
studied the construction of Thai masculinities in Singha beer advertisements from 1934-1996. 
He found that Singha advertisements constructed the ideal image of Thai masculinities relating 
to the nation, Buddhism, and the King during 1983 - 1996. Singha adverts created the ideal man 
who did not individually think of himself in terms of thinking of relaxation, parties, rewards in 
life, but instead thought of how to be a good Thai man for the community/country. By which, 
Singha created the ideal man who is grateful for the love and respect of the King, nation, and 
Buddhism. Arguably, this study was out of date, since it was conducted before 1997 and during 
that time there was only one local Thai brand in the market, Singha. Moreover, the study did 
not mention the cultural power dynamics of the Singha brand in Thai society. In other words, 
this implication reflects that the cultural norm of Thainess was to be thankful to parents or 
family who used to help or give care. In this case, the King, the nation and Buddhism are 
regarded as the important elements to make Thai people be Thai, so that Thai people are 
expected to be grateful and love the King and the nation as well as preserve Buddhism.  
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In conclusion, it can be said that there are two different competing versions that are 
characterised by different ways of being as Thais. For examples, good Thai men must be 
grateful for the king, the godfather of the nation, who has developed the nation/country and 
preserved Buddhism as the national religion. So that good Thai men should be grateful to the 
King, the nation and Buddhism. Another version of Thai masculinity is that good Thai men 
should be grateful to parents or anyone who used to help them, take care of parents or relatives 
as breadwinners. More specifically, the Thai social institutions such as the Kingship, Nation 
and the state are the key signifiers that structured what is to be a Thai man, which reinforce the 
patriarchal influence in the formulation of Thai masculinities. A question to ask is whether the 
three pillars of Thai identity are involved with the forms of Thai men and masculinities used in 
the Thai alcohol brand promotions?  
 
 
2.10  A Critical Debate about the Masculinity Approach: Global VS Local 
 
Through the above discussions, it can be seen that Thai masculinities are embedded within the 
three pillars of Thai identities that featured Buddhism, the Kingship, and Nation (Keyes, 1987; 
Thongchai, 1994; Louiyapong, 1996; Van Esterik, 2000; Kitiarsa, 2005: 2012 ;Reynolds, 2004: 
2014). Significantly, according to the approach of masculinity proposed by Connell 
(1987:1995: 2005), these three ‘social masculine institutions’ (Connell, 2002, p.9) are regarded 
as the ‘gender regime’ (ibid.) that culturally builds up the ‘common sense’ of how to become a 
man and masculinity in Thai society. For this reason, the implication of this literature review 
demonstrates the significance of the cultural power dynamics involved in the articulation of 
Thai masculinities and national identity, as well as cultural belonging and citizenship. 
Therefore, it could be seen that ‘the forms and practices of masculinity in modern Thailand are 
plural, fluid, highly contested, and contingent upon specific historical and cultural contexts. 
There is no singular, fixed, overgeneralized or oppressive “Thai masculinity”’ (Kitiarsa, 2005, 
p.59).  
 
However, according to Hofstede and Arrindell (1998), who examined the cultural dimensions 
measuring the gendered nation of Thailand, Thailand had low masculine significant scores, and 
tended to be a more feminine country. Critically, this study is based on a quantitative study, 
considering genders as ‘object, fixed types’, by ignoring the power of cultural dimensions and 
power relationships amongst ‘gendered lives’ (Connell, 2005, p.71). This means that the 
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gendered nation is not an objective construct, rather more like an imagined community that 
defines the overall gender of the nation (Anderson, 1983; Hall, 1991; Haywood and Mac an 
Ghaill, 2003). To be explained, this study indicated that Thailand seemed to be a soft/feminine 
culture, by having a high score of collectivism, community, compassion, thoughtfulness, high 
societal association, emotionality and caring attitudes. The low masculine scores were further 
embedded as people tend to be less assertive and competitive, and are more inclined to be 
submissive which again reinforces the idea that Thailand, as a gendered nation, is more 
feminine (Hofstede and Arrindell, 1998; Niffenegger; Kulviwat and Engchanil, 2006; Camp et 
el, 2011). For this reason, this approach of the masculine knowledge seems to be an 
extrapolation of Western models of masculinity onto the Thai society. As it seems to define 
masculinity as ‘a stable object of knowledge’, rather than ‘gender project’ (Connell, 1995, p. 
33& 72). In other words, it seems to rely on a natural fact that stacks up with particular traits, 
and downplays the understanding of cultural contexts of masculinities in a contemporary world 
(such as the cultural power of local traditions featuring Buddhism, the Kingship, and 
Nation/State), which may be made in different ways with a diversity of cultural resources 
(Connell 1987; 1995; 2005, Haywood and Mac an Ghaill, 2003). So that, in order to understand 
how the power of cultural dynamics articulate Thai masculinities, the researcher therefore 
employs Connell’s approach of masculinity as the key concept investigating how the Thai 
alcohol companies culturally employ masculinities, constructing forms of hegemonic 
masculinities for selling their products in Thai contemporary society.  
 
More specifically, in relation to the articulation of men and masculinities in contemporary life, 
it is undeniable that the expansion of neoliberalism and globalisation are the key impacts that 
transform today’s society, economics, politics and cultures, compressing the world as a whole 
(Appadurai, 1990; Giddens, 1990; Harvey, 1990; Robertson, 1992). At some points, it could be 
argued that globalisation could critically create a cultural homogenisation/cultural imperialism, 
which could generate some tensions between the global and local cultures (Schiller, 1976: 1992; 
Tomlinson, 1991; Robertson, 1992; Appadurai, 1996). This, for example, can be seen in today’s 
consumption culture that tends to use the ‘hybridised/mixed forms/identities’ promoting the 
commodities (Hannerz, 1996, p.78).  
 
Along the same ways, related to the idea of cultural hybridisation, globalisation has also 
transformed the forms and practices of men and masculinities into hybridism, fluidity, plurality 
not fixed, as Aboim (2016) argued that ‘nowadays men’s practices and identities tend to be 
multiple, hybrid, even paradoxical forms… [To a great extent] they are largely the development 
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of contradictory forces contained within the traditional archetypes of masculinity’ (p.5 & 112). 
For this reason, regarding to the concept of Connell’s masculinity that seems to exalt the form 
of transnational business masculinity as the global hegemonic form, and seems to disregard the 
cultural power dynamics of the local traditions. This literature review demonstrates the 
significance of Thai social institutions that reinforce the patriarchal power and articulate the 
forms and practices of Thai men and masculinities. The question to ask, then, is whether those 
Thai masculinities are an example of hybridity, mixing between global and local values?  
 
Consequently, through a critical debate of the concept masculinity, it can be seen that 
globalisation makes a crucial impact on not only social changes, but also the forms of men and 
masculinities in everyday life. As it has created the tensions between globality and locality that 
involve with the articulation of Thai hegemonic masculinities. This means that in order to 
understand how the masculinities are formulated, we should not downplay the significance of 
the cultural power dynamics, as well as the local traditions that also influences what to become 
men. More specifically, this study aimed to reflect the importance of the Thai local traditions 
that negotiate with the global hegemonic form of transnational business masculinity that use in 
the Thai alcohol brand promotion in Thailand.  
 
2.11 Conclusion 
 
This study explores the representations of alcohol brand masculinities in Thai society. The 
review of the literature presented in this chapter has served as a foundation for the notions of 
branding, masculinities, brand masculinities, Thai alcohol consumption and masculinities, as 
well as the notion of audience reception. Several concepts have been examined in the review 
and relied on the purpose of establishing a foundation for the research findings presented in the 
following chapters of this thesis. These include the concept of brands, branding, which explains 
the definition and importance of brands and branding in the contemporary period. The concept 
of masculinities proposed by Connell (1987; 1995; 2005) is also applied as the key concept in 
relation to how masculinities are formulated, which is in relation to how brand masculinities 
are formulated in the socio-cultural perspective. The formation of Thai masculinities are 
reviewed in order to explain how alcohol drinks brands apply social values and norms to create 
brand promotions for selling their products. Lastly, the concept of audience reception is applied 
to evaluate the perception of the consumer audience regarding the impact reading those 
masculine representations (Hall, 1980).  
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Chapter 3. Research Methodology 
 
 
3.1 Introduction 
The key purpose of this study is to explore how alcohol drinks companies use masculinity to 
promote their brand in Thai society. In 2008, Thailand launched state regulations controlling 
all alcohol advertising promotion in all media. The regulations state that companies are not 
allowed to show the products’ figures or packages, persuasive descriptions or contents that 
encourage consumers to drink alcohol. However, positive contents encouraging people to do 
good things for society are allowed. Some research has questioned how this social condition 
influences the representations of masculinities that applied in alcohol brand promotions. 
Therefore, this study examined the representations of brand masculinity in alcohol promotion 
in Thailand for the period from 1st January 2009 to 31st July 2013. As the project aim was to 
holistically understand the representations of masculinities in alcohol advertising in Thailand, 
and to decode its meaning from the audiences’ perspective, the study has relied on an 
interpretivist/constructivist approach (Guba and Lincoln, 1994; Silverman, 2000; Guba and 
Lincoln, 2005; Denzin and Lincoln, 2011b). This aim was supported by the following questions:  
1) How are the alcohol brand masculinities formulated? 
2) What are the themes of the brands’ masculine representations that are applied 
in the alcohol brand promotional culture?  
3) What are the dynamic communication technique such as advertising strategies 
used for promoting the alcohol brand promotions in Thailand?  
4) How do consumers perceive the alcohol brand masculinities? 
 
The following sections of this chapter commence from the identifying of the research’s 
philosophical position. The section explains why this study relies on the constructivist 
paradigm, by considering from philosophical assumptions of this study such as ontology, 
epistemology, and methodology. This is followed by the research methods that applied for this 
study including content analysis, in-depth interview, and focus groups. The thematic analytic 
approach, the key strategy for data analysis, is also discussed. Alongside this, the codes of 
ethics, reliability & validity, and research limitations, are discussed.  
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3.2 Identifying the philosophical position: Constructivism  
 
It is suggested that the there are three dominant philosophical assumptions that underpin the 
research approach adopted for this study, which are ontology, epistemology and methodology 
(Kuhn, 1970; T.A. Schwandt, 1994; Denzin and Lincoln, 2011b). Bateson (1972) argued that 
these three abstract principles help the qualitative researchers to understand or identify their 
conceptualisation of paradigm, as Bateson emphasised that; ‘…universal sense in which all 
human beings…are guided highly by abstract principles’ (p.320). This study relies on a 
constructivist paradigm; therefore, the three philosophical principles are adopted to explain how 
the production of knowledge is shaped and to identify the natural inquiry of paradigms.  
 
Lichtman (2010) indicates that ‘ontology refers to a branch of metaphysics concerned with the 
nature of reality’ (p.245). Denzin and Lincoln (2011) argued that ontology is related to the 
questions of ‘what kind of being is the human being? What is the nature of reality?’ (p.12). This 
suggested that ontology is associated with existence and is therefore considered to be an 
interpretation of reality, dealing with the question ‘what’. In this regard, there are three different 
approaches of the ontological principle such as realism, critical realism, and relativism (Guba 
and Lincoln, 2005). The realist approach is regarded as ‘the knowledge/belief in a single 
identifiable reality. There is a single truth that can be measured and studied. The purpose of 
research is to predict and control nature ’ (Lincoln et al., 2011, p.102). This realist ontological 
assumption is related with ‘positivism’, which a ‘hard science researcher believed’ (ibid). 
Critical realism ‘recognises the nature can never be understood. There is a single reality, but 
we may not fully understand what it is or how to get to it because of the hidden variable and 
lack of absolute in nature. This is regarded as postpositivism’ (ibid). Lastly, the relativist 
ontological approach is related to ‘the realities which exist in the form of multiple mental 
constructions, socially and experientially based, local and specific, dependent for their form on 
the person who hold them’ (Guba,1990, p. 27). This ontological approach of relativism is 
regarded as the constructivist/interpretivist as it aimed to ‘gain understanding by interpreting 
subject perceptions’ (Lincoln et al., 2011, p.102). Consequently, by regarding it from three 
ontological approaches, this study’s ontology is related to relativism. This is because this 
research relates to the way people socially and experientially construct their reality or 
knowledge. The branded masculine representations of alcohol advertising on TV are the reality 
or knowledge or a social construction, which exist in ‘Thai society’ and are related to human 
behaviour or interactions, lived experiences and social and cultural values (Guba, 1990; Guba 
and Lincoln, 2005; Denzin and Lincoln, 2011b). In the other words, the ontology of this 
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research is constructivist/interpretivist, since it shows that ‘we construct the knowledge through 
our lived experiences and through our interactions with other members of society. As such, as 
researchers, we must participate in the research process with our subjects to ensure we are 
producing knowledge that is reflective of their reality’ (Lincoln et al., 2011, p.103).  
  
For the epistemology, Hirschheim et al. (1995) stated that epistemology is ‘the nature of human 
knowledge and understanding that can possibly be acquired through different types of inquiry 
and alternative methods of investigation’ (p. 20). Lichtman (2010) noted that epistemology is a 
branch of philosophy dealing with the theory of knowledge, the nature of knowledge or how 
we know what we know’ (p.244). Epistemology is therefore related to the question of ‘how’, 
the type of inquiry, or the relationship and way in which a researcher will interact with reality, 
or how a researcher seeks knowledge. The epistemology of this study involved a subjectivist 
approach, interpreting individual or specific phenomena (Guba and Lincoln, 2005). As can be 
seen in this study, epistemology was relied on to interpret the viewpoints of people. In 
particular, it involved examining how the audience decodes TV alcohol advertising, and the 
alcohol distributors and advertisers’ perspectives of the masculine construction that was applied 
in their advertisements. As Lincoln and Guba (1985); Guba (1990); Guba and Lincoln (1994) 
mention, with regard to the epistemology of constructivism, we (as researchers) construct our 
own reality or knowledge as a result of our interactions with holistic circumstances, so that it is 
not possible to separate the value of the inquirer from the knowledge, as we shape it by the lived 
experiences in which a value is embedded. However, Guba and Lincoln (1994) and Schwandt 
(1994) argued that constructivism/interpretivism aims to understand, construct/reconstruct and 
focus on a particular or specific situation. Therefore, as time passes, instrumental knowledge or 
reality can become obsolete and new knowledge develops. In other words, hermeneutics or 
dialectics are believed to be the way to deconstruct or reconstruct knowledge, as human 
behaviour or interaction is an occurrence rather than a universal reality or generalisation. This 
is in contrast with positivism, which believes in objective knowledge or reality and views the 
knowledge or reality as a universal reality or generalisation (Merriam, 1991; Carson, 2001).  
 
Finally, the term methodology is also related to the ‘how’, in this case the question being how 
the researcher will investigate the knowledge, as Lichtman (2010) referred methodolgy to ‘the 
various teachings, methods, and procedure used in conducting research’ (p.245). In other words, 
methodology is related to the research strategies, techniques or methods that will be used to 
discover reality or knowledge (Guba and Lincoln, 1989). Therefore, the methodological 
position adopted in this study deals with individuals’ opinions, which are subjectivist or 
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inductive. Therefore, hermeneutics or interpretivism was the constructivistic methodology used 
to interpret and explain human actions (Lincoln and Guba, 1985; Guba, 1990). More 
specifically, in terms of the methods used, this study applied several methods for investigating 
the issue. For instance, a qualitative content analysis was applied to explore what took place in 
the media, and what forms of gender identities are represented. This was followed by the in-
depth interview with alcohol manufacturers investigating how they made the adverts and 
created the masculinities promoting their brands. Lastly, focus groups with media audiences 
were applied exploring how consumers perceived the adverts that the alcohol drinks brands 
represented. These three research tools were therefore applied for investigation, as discussed in 
the following.  
 
3.3 Research design  
 
This section discusses the three primary research methods that this research employed. There 
were such as, (i) a qualitative content analysis, (ii) the in-depth interview, and (iii) the focus 
groups, as can be seen in the followings.  
 
3.3.1 Content Analysis 
 
A qualitative content analysis was applied as the first research tool for exploring the 
preponderance of male and female representations in alcohol brand promotions. Since the first 
research aim was to explore the overall trend and grouping of the themes of gender identity 
representation in TV alcohol advertising, and the advertising message strategies applied, such 
as appeals and executions, a qualitative content analysis was appropriate. Schwandt (2007) 
explained qualitative content analysis as ‘a generic name for a variety of means of textual 
analysis that involve comparing, contrasting, and categorising a corpus of data in order to test 
hypotheses. The analysis usually, but not always, relies on some statistical procedures for 
drawing samples and establishing inter coder reliability. The data to be coded may be cultural 
artefacts (texts of various kinds, documents, records, billboards, television shows, films, 
advertisements, etc.) or events’ (p.41). In relation to media content, Berger (1998) said that 
messages, in this case of TV alcohol drinks adverts, are a form of content that ‘manifests or 
reflects human behaviour, attitudes and culture values, and suggested content analysis as a 
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measure to investigate what happens in societies or cultures as a result of the media messages’ 
(Berger, 1998, p.23).  
 
Gunter (2000) classified content analysis in media studies into two types: (i) a quantitative 
content analysis that significantly focuses on a directed or fixed meaning of the media content, 
using systematic (coding) procedures that can repeatedly prove its validity and correlations, 
which is a fundamental of quantitative methods; and (ii) a qualitative content analysis technique 
that concentrates on the latent meanings or the text capacity and can be interpreted or decoded 
in a variation of ways depending on media audiences. However, Gunter (2000) argued that the 
quantitative content analysis limits the insightful meaning of the media contents, and ‘tends to 
be purely descriptive accounts of the characteristics of media output and often make few 
inferences about the significance of the findings in the context of what it reveals about 
production ideologies or impact of media content on audiences’ (p.81). Wheras, the ‘qualitative 
content analysis is much more focused on latent content, however, and can better take into 
account subtleties of the structure of arguments and narratives not easily captured by 
quantitative summaries’ (Priest, 2010, p.108). Moreover, a qualitative content anaylysis has 
advantage for the topic as it ‘emphasises the capacity of texts to convey multiple meanings, 
depending upon the receiver’ (Gunter, 2000, p.82). Therefore, a qualitative content analysis is 
applied as the first research tool for exploration.  
 
Qualitative content analysis is of significant benefit in exposing ‘the latent meanings of the 
media content, including its text, images, signs and semiotic meaning’ (Newbold et al., 2002, 
p. 249). In other words, the qualitative content analysis method enhances a holistic 
understanding of the issue, as well as the polysemic nature of the text, which is difficult to 
achieve using a quantitative approach. A qualitative content analysis significantly depends on 
the researcher who analyses or interprets such media text (Silverman, 1993; Hijmans, 1996; 
Gunter, 2000). The examples of the research that applied qualitative content analysis on 
branding such as the Alexander (2003) study, which explored the gender identities that were 
constructed in Men’s health magazines during the period December 1997-December 2001 in 
the USA. A study analysed from four parts of the magazine such as: front covers, stories and 
features, an advice column, and advertisements. Qualitative content analysis found not only that 
the form of masculinity was highly constructed in men’s health magazines, but it also allows a 
researcher to analyse the content or text in-depth, rather than reply on a fixed meaning as in 
quantitative approach. Alexander (2003) found that the men and masculinities are branded with 
men’s product promotions as a branded masculinity, representing a masculine image that 
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‘constructs muscles combined with a fashion sense and the appearance of financial success as 
the necessary characteristics for a real man’ (p.535). Therefore, a qualitative content anaysis is 
applied as the first research tool for an exploration.  
 
3.3.1.1 Sampling for qualitative content analysis 
 
The sampling of this study is purposively selected from the top ten alcohol brands of Thailand’s 
most admired brands 2013. These ten brands are kinds of ‘extreme case sampling, which are 
outstanding successes which could provide rich in information’ (Patton, 1990, p.169). 
Thailand’s most admired brands 2013 is a research survey exploring the brands that Thai people 
favoured in each product categories from people across the country by voting. This survey was 
made up from 1,024 samplings from 5 areas across Thailand. This included: 205 people from 
Bangkok and the midland, 208 people from the East area, 180 people from the South area, 186 
people from the North- East area, and 245 people from the North region. The study consisted 
of 545 males and 479 females. This survey was conducted by the Brandage marketing magazine 
research team. This research into Thai favoured brands has been conducted for over ten years; 
additionally, it is widely accepted in the Thai business industry and by academic scholars. For 
this reason, Thailand’s most admired brands 2013 (Brandage Research Team, 2013, p. 137-
138) was used, since this is the most up-to-date and reliable social data for both marketing 
businesses and academia in Thai society. The ten most admired brand samplings of alcohol 
products were therefore selected from the top five brands of liquor and beer brands, from 
alcohol product categories. However, as the aim was to focus on brand advertising in the 
television media, brands that have no TV adverts were excluded.  
 
As noted, in order to select the alcohol brands for content analysis sampling, Thailand’s most 
admired alcohol brands in 2013 were then checked to ascertain whether they had aired their 
advertisements on TV media using information from the media monitoring database tank in 
Thailand, the Mediawrap Company.4 It is the media monitoring company that most professional 
advertising agencies in Thailand use to track their adverts when broadcasting, in order to show 
evidence to their customers or the person/companies that commissioned them to make the 
advert. Therefore, those ten brands that were selected were applied to check whether they made 
the adverts airing on television or not, with the media monitoring database. The process 
                                                
4 ‘Mediawrap Company’ is the largest and most trustworthy company for media monitors that sells all advertising data in all 
paid media in Thailand. 
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provided an initial sample population of ten brands from the two categories. In terms of the 
time period for content analysis, the research focused on TV alcohol adverts aired in Thailand 
from 1st January 2009 to 31st July 2013. The chosen sample for the two categories are identified 
in table 3.1 and 3.2.  
 
 
Table 3.1. The Thailand's the most Admired ‘Liquor’ Brands 2013 
 
Table 3.1 demonstrates the top five popular brands from the liquor product category that created 
the adverts airing on television promoting their brands. Amongst them are: Johnnie Walker, 
Regency, Sang Som, 100pipers, and Blend285. For Chivas and Mae Kong, although these two 
ranked the third and fifth, the adverts were not found to have aired on television when checking 
with the media monitoring record. Thus, Chivas and Mae Kong brands were not selected. Table 
3.2 shows the top five admired brands from the beer product category that had adverts airing 
on television. They are for example: Singha, Leo, Heineken, Chang, and Archa. Each top five 
brands from the liquor and beer category that had adverts airing on television are grouped as 
ten brands. These ten brands are therefore applied as the samples for content analysis.  
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Table 3.2 sets out the most admired beer brands selected for TV alcohol content analysis 
 
The highlighted brands indicated in the above figures (1 and 2) represent the most popular in 
the liquor and beer category. For example, the top 5 beer brands are favoured by 90.5% of the 
people surveyed and the top 5 liquor brands by 71.78%. Noticeably, this implication of 
popularity shows that beer drinks brands tend to be more popular than liquors. Furthermore, 
Patton (1990) suggested that ‘the logic and power of purposeful sampling lies in selecting 
information-rich cases for study in depth. Information-rich cases are those from which one can 
learn a great deal about issues of central importance to the purpose of the research, thus the 
term purposeful sampling (p.169)’. Importantly, the popularity of the top five brands of beer 
and liquor reveal its intensity, importance, and could provide in-depth information. Sampling 
these therefore could be regarded as the ‘intensity sampling that could provide rich-information, 
manifesting the phenomenon’ (ibid, p.169). Considering the intensity’s popularity of sampling, 
as Patton suggested in selecting for qualitative sampling, therefore these selected 10 alcohol 
brands are applied as a sampling, as the implications of their intensity’s popularities showed 
that they would provide detailed/rich information.  
 
The ten brands that were selected as the samples can be seen in the information presented in 
table 3.3 that illustrate the number of unique TV advertisements that have been aired for each 
of the 10 brands selected for content analysis.  
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Table.3.3 The adverts airing on TV categorised by the alcohol brands and gender identities that are represented 
 
A total of 387 TV adverts were aired by ten leading brands between 1st January 2009 and 31st 
July 2013, and all 387 were examined as part of this investigation. It was found that 
masculinities were represented in Singha, Chang, Leo, Sangsom, Archa, JW, Heineken, 
Blend285, and 100 Pipers, whereas femininity was found only in Regency. When considering 
the history of these two brands, as explained in the research background, they are both 
significantly related to the social change of alcohol consumption in Thai society. Thus, the 
brands Singha and Chang are applied as case studies exploring how the alcohol drinks brands 
apply masculinities to brand promotions in Thai society.  
 
 3.3.1.2 Data collection for content analysis  
The data related to television alcohol advertisements was purchased from the ‘Mediawrap 
Company’. In order to organise and manage the large volumes of data the software package 
Microsoft Excel was used. The qualitative content analysis found that the Singha and Chang 
beer brands are the dominant and challenger brands, based on the evidence of the alcohol 
adverts aired on television during the period. Interestingly, the evidence also reveals there has 
been historical rivalry between the Singha and Chang brands and this thesis suggests that both 
have used brand masculinity images for promoting and selling their products.  
 
Prior to coding, it was important to determine whether the advertisements were paid for. 
O'Guinn and Semenik (2012) argued ‘the advertising is a paid communication, mass-mediated, 
and attempting to persuade’ (p.11). All 387 adverts met these three conditions. This was 
confirmed by the Mediawrap Company, the monitoring advertising database company selling 
all advertising recorded in Thailand, who noted all the adverts included in the database related 
to paid advertising. The Mediawrap Company recorded all programmes, adverts, and news that 
was broadcast on Thai television. The data were collected in a digital format. All records 
70 
showed the details of the data such as the companies or brands that aired the adverts, date, time, 
length, year, etc. The 387 adverts were bought and sent for research purposes in DVD format.  
 
Coding qualitative data ‘organises and conceptualises the detailed components of data into 
patterns by use of symbols and labels for identification – and in the case of qualitative research, 
interpret elements that will feature in the analysis’ (Payne and Payne, 2004, p.37). The process 
of coding in looking for potential themes was a time consuming and recursive process, which 
consisted of several phase such as familiarizing with the data, generating initial codes, searching 
for themes, reviewing themes, naming themes and producing the report (Braun and Clarke, 
2006, p.87). Boyatzis (1998) argued that codes are ‘the most basic segment, or element, of the 
raw data or information that can be assessed in a meaningful way regarding the phenomenon’ 
(p. 63). Braun and Clarke (2006) suggested that ‘codes identify a feature of the data (semantic 
content or latent) that appears’(p.87&88), thus it is important to code interesting features of the 
data in a systematic fashion across the entire data set, collating data relevant to each code.  
 
Therefore, at this stage, the researcher aimed to look for the predominance of the masculinity 
or femininity in the alcohol adverts, by considering from the symbolic meanings, configurations 
and cultural norms of men and women. For instance, to look for the configurations of men and 
masculinities were analysed from the significance of the patriarchy, authority, aggression, 
violence, strength, adventurous, autonomous manners and if the male body was represented in 
the adverts (Connell, 1987: 1995: 2005). While to search for the women and femininities were 
considered from the significance of being as the mother, softer, female body, submissiveness 
or being as a sex object (Van Zoonen, 1994; Anne Cranny-Francis et al., 2003; Carter and 
Steiner, 2004; Bradley, 2007). The key objective was to look for the predominance of the 
masculinity or femininity that represented on the TV alcohol advertisements. All adverts were 
grouped into the eight broad codes of ads’ fundamental information for an analysis, such as, (i) 
Basic qualifications (date, channels, that aired by each brand, type of product and brands, and 
target audiences of each brand), (ii) The ad functions differences/purposes, (iii) Ad appeals and 
executions used, (iv) Music used, (v) Announcers or voice over, (vi) Celebrity used, (vii) Types 
of event or sponsorship that were organised, and (viii) Male/female images.  
 
As a result, the findings revealed that the masculine theme was highly represented across the 
alcohol advertising airing on television, especially by the Singha and Chang brands. Whereas, 
the female theme was only found on the Regency brand. After that, the researcher returned to 
focusing on grouping the ad contents to look for the potential themes of masculinities that 
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represented on the alcohol advertisements. Several codes emerged and were then grouped 
during this stage, before development of the potential themes, which are the following: 
 
(i) The Monarchy Loyalty theme emerged from the codes that related with the forms of 
men who were being respect and loyal to the king and royal family, men who are willing to do 
anything for the king and queen as they are regarded as the father and mother of the nation, men 
who are loyal to the crown prince and princesses, and men who are loyal to others royal family 
members . Interestingly, these codes were mainly represented by Singha. Finally, these codes 
into the royal men category, later was developed to be the Monarchy Loyalty theme, as the key 
ideas was about being loyal to the monarchy.  
(ii) The Thai Nationalism theme emerged from the codes that involved with the forms of 
men who are proud of national identity and citizenship, men who are proud of being as Thai 
people, the pride of the nationalism, and proud of history/longevity. This theme was mostly 
present in promotions by Chang. Then, these national citizenship codes were later developed to 
be the Thai Nationalism theme, as the overall implication seemed involving with the 
nationalism. However, although this theme is related with the notion of Thainess, the key focus 
was about the significance of the loving of nation. Whereas, the Monarchy Loyalty was also 
relied on the Thainess notion but its key focus was about the loving of the king and royal family.  
(iii) The Inspirational Capitalist men theme emerged from the masculine codes that related 
with the capitalist men who worked hard for achievements in their lives, and at the same time 
they also kindly wanted to inspire other people to achieve their goals in life like them. The 
codes that emerged in this theme are such as, working hard men, successful men who think of 
helping other people (marginalized, disability, poor/rural/hill tribe people, etc.), society, and 
environments. These working hard men’s codes were grouped and then developed to be the 
Inspirational Capitalist men theme, as the overall implication seemed to rely on the working 
hard men in the capitalism world. Importantly, this theme can mostly be seen in Singha and 
some in Johnnie Walker. The key focus of this theme was about the working hard and successful 
young professional to middle age men who nicely think of how to inspire others to achieve the 
dreams like them. At some points, this Inspirational Capitalist theme seems to partly involve 
with the Thainess-Buddhism values (i.e. helping and caring others), as the implication seems to 
show that successful/working hard men are think of caring for other people, as well as the 
nation, in terms of to be successful like them.  
(iv) The Cosmopolitanism theme emerged from the codes that involved with the forms of 
modern, young, multicultural men who enjoyed living their lives, graduated from Western 
countries’ universities, have interesting lifestyles (i.e. extreme sports, rock music, and 
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Electronic Dance Music (EDM)). This can be seen from a crucial emergence of Western sports 
and music sponsorship promotions to appealing young generations. Since the codes were 
mostly represented by Chang beer, the implication seemed to reveal that it was built to compete 
the forms of Singha Capitalist men, which involved with the executive middle aged men. So 
that, the codes that related with the Cosmopolitan men tended to be the forms of modern, young, 
multicultural men, as can be seen a huge emergence of extreme sports, rock music, and 
Electronic Dance Music (EDM) sponsorship advertisements.  
(v) The Friendship theme emerged from the codes that involved with the significance of 
men’s friendship, such as men’s best friends are the ones who always be there when facing 
difficult times. These codes have later developed to be as the Friendship theme, and can mostly 
be seen in 100 pipers and Blend 285 brands.  
(vi) The Responsible drinking theme emerged from the codes that related with the 
significance of men who are being aware of responsible drinking, such as men should not drive 
after drink. These codes were then developed to be the Responsible drinking theme, and can 
mostly be seen in Heineken adverts.  
(vii) The Social Responsibility theme emerged from the codes that involved with the forms 
of men and women who were being aware of social responsibility are such as, men/women 
being concern and preserve Thai culture, Buddhism, the Thai nation, folk wisdom, and the 
rituals of the Thai royal family. These codes were later developed to be as the Social 
Responsibility theme, since it most represented the caring of culture, society and environments. 
Interestingly, this theme was found to represent both gender identities; for example, the 
masculine image was found mainly with Singha and Chang brand, whereas femininity was 
represented only by the Regency brand. However, since it has found that the masculinity was 
the predominance that represented in the overall alcohol advertisements. Therefore, the focus 
the Social Responsibility theme was the Singha and Chang brands, as they are the two key 
players in this theme.  
 
 
3.3.2 In-depth interviews  
 
The content analysis found that Singha and Chang are the two leading products that applied the 
masculinities promoting their brands from content analysis. Thus, the in-depth interviews were 
used to explore how these two brands create their adverts, in association with the masculinities 
for promoting their brands. In the other words, in-depth interviews aimed to explore the 
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message senders of how the adverts were made for brand promotions. A similar approach that 
looked at the message senders who created the advertising, promoting the alcohol brands can 
be seen in a study of Douglas B Holt (2003a). Holt (2003) used the interview with Steve Jackson 
Senior Vice President, Worldwide Account Director of DDB Chicago, who worked for 
Budweiser and Bud Light beer, exploring the significance of using masculinities that applied 
for brand promotions. The use of interviews advantaged his study by understanding the power 
dynamic of Budweiser brands that were constructed heavily relying on the idealisation of 
American men. In this regard, in-depth interviews advantage a researcher probing for in-depth 
information about the issue (Rubin and Rubin, 1995; Holstein and Gubrium, 2004). Therefore, 
in-depth interviews with the Singha and Chang marketing directors and the advertising 
agencies’ representatives creating and producing the adverts were employed for investigative 
purposes. This fulfils the subjective epistemology element of the project, which aimed to 
understand holistically the knowledge or the perspectives of the message senders and how they 
generate the masculinities in their TV advertisements when promoting their brands in Thailand.  
 
3.3.2.1 Sampling for the in-depth interviews 
 
As Singha and Chang brands are used as the case studies for this thesis, the researcher therefore 
purposively contacted the Singha and Chang marketing directors as they are key informants. 
Importantly, the researcher adhered to the code of ethics in qualitative research. Therefore, 
informed consent was obtained before the interviewees were allowed to become involved 
(Rubin and Rubin, 1995; Lichtman, 2010). Following the marketing directors consent to 
participate, and the completion of the interviews, the snowball sampling technique was applied 
(Figure 3.1) by asking the respective marketing managers for permission to access the 
advertising agencies they relied on for the creation of their advertisements and promotional 
campaigns during the period being studied. During this stage, communication skills and ethics 
were the prime concerns in searching for connecting with the people who were involved with 
these agencies, in order to gain access to the data sources.  
 
 
Figure.3.1 Process of interview sampling created by the researcher 
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According to the ethical concerns about the privacy and anonymity of the representatives from 
those two companies, it was noted that ‘any individual participating in a research study has a 
reasonable expectation that privacy will be guaranteed. No identifying information about the 
individual should be revealed in written or other communication’ (Lichtman, 2010, p.54). 
However, to reveal the information of informants, Lichtman also suggested that it is a must to 
‘seek permission from the participants’ (ibid, p.55). Therefore, in this case a researcher was 
permitted to reveal the names and positions of the participants. This case is similar to a study 
of Holt (2003) that also revealed the name and position of the informant, as mentioned earlier 
about the study of masculinities used in Budweiser brand promotions. Therefore, the outcome 
of this process resulted in in-depth interviews being conducted with the following: 
 
i. Singha  
Marketing Director - Mr. Chatchai Wiratyosin 
One executive from HAKUHODO, the advertising agency that made the adverts for 
Singha - Khun Aeg, Group Account Director  
ii. Chang  
Marketing Director - Mr. Vorarat Charoonsmith 
Two executives from AMEX advertising agency, which made the adverts for Chang;  
Monapat Wongsawat (Oat), Group Account Director 
Pansoon Sugandhapatibhaga (Pom), Creative Director  
 
3.3.2.2 Data collection from the in-depth interviews 
The Marketing Directors of the Singha and Chang brands are both high profile executive men. 
Therefore, it was important to ensure the interviews were conducted in an appropriate manner 
and within certain guidelines. According to Schwall and Wolkomir (2002); 
 
‘an interview situation with men is an opportunity for signifying masculinity, but can 
contain peculiar types of encounter in which masculinity is threatened. It is an 
opportunity to signify masculinity inasmuch as men are allowed to portray themselves 
as in control, autonomous, rational, and so on. It is a threat inasmuch as an interviewer 
controls the interaction, asks questions that bring these elements of manly self-portrayal 
into doubt, and do not simply affirm a man’s masculinity displays’ (p.205).  
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The authors further suggested that interview techniques should be used that empower men’s 
efforts to signify, in culturally prescribed ways, a creditable masculine self, but also warned 
that all men might not behave in the same way during the interview. Some men may attempt to 
signify elements relating to patriarchal masculinity, and do so in conventional ways of 
behavioural patterns that are associated with power. A natural self-presentation behavioural 
pattern of some men in power is viewed as likely to provoke masculinity displays that 
disadvantage the process of interview. However, they noted that this kind of situation might not 
happen in every case.  
 
Schwallbe and Wolkomir (2002) gave an example of two distinguishable threats that might 
occur in interviews with men, which they defined as the baseline and surplus threat. The 
baseline threat usually becomes evident in an intensive interview (Schwallbe and Wolkomir, 
2002). The atmosphere for this threat is likely to occur when the person who sets the agenda 
and is asking the questions (the interviewer), or the person responding (the interviewee) appears 
to be dominating the conversation. This approach can cause discomfort for the other person 
involved in the interview process. Men in privileged positions tend to control the conversation, 
signifying a masculine self, and if they consider that the interview or questions within it may 
pose a threat, this may cause them to act or react in ways that give rise to predictable problems, 
which are not related to the conversation or issues being discussed. According to the fieldwork 
of conducting interviews, the researcher did concern him/herself with this issue, in which the 
baseline threat might occur from both Singha and Chang marketing directors, as they are 
regarded as men in privileged positions. To avoid this issue, the researcher therefore politely 
introduced the self-identity as a professional researcher so they could feel trust and be willing 
to participate in the interview. Furthermore, the researcher tried to create friendship and an 
informal atmosphere, so that they could talk comfortably. The researcher started with general 
topics about the recent advertising campaigns of these two brands, and the impressions of these 
two brands, before beginning the interview.  
 
According to Schwallbe and Wolkomir (2002) a surplus threat could occur in two ways. One is 
a line of questions that requires the interviewee (men) to expose their actual or illusory 
masculine self. As questions of this nature require responses that may be considered as relating 
to control or power, if only implicitly, the interviewee may find them to be threatening. This 
situation could be heightened in cases where the interview question is concerned with gender 
issues, since it makes or reinforces the subject of male identity more salient in the interaction. 
The other line of surplus threat can result from the interviewer’s personal identity. For example, 
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a surplus threat could manifest itself in different ways if a gay man is interviewing other gay 
men about their sexual habits or if a straight man is asking the same questions. Surplus threats 
can also occur in relation to interview questions related to race, class, and age. However, the 
authors argue that these potential threats seem to be more likely to be the result of a self-
presentational habit, rather than a conscious strategy. It is important, therefore, for interviewers 
to be aware of the potential of these threats arising, especially when interviewing men with 
executive power, and be prepared to respond in a way that enables the interview objectives to 
be achieved. According to the interview fieldwork, a researcher was aware of the surplus threats 
that might happen from the informants. Therefore, during the interview a researcher was 
politely asking the participants with no challenging questions. Since, they might reinforce the 
desire, or empower them to threaten a researcher. As a result, both Singha and Chang marketing 
directors were friendly participants. Furthermore, after finishing the interview, both executives 
also nicely exchanged views and suggested some points of views about advertising and 
branding trends, and asked about students’ life in the UK.  
 
In concluding on the issue of threats, Schwallbe and Wolkomir (2002) argued that their 
suggestions of the best way for interviewers to deal with the diversity of men, is also the best 
way to discover the pattern of men’s masculinity. The interviewer should not presume the 
respondent is a member of any social category of men; instead, they should focus on allowing 
the interview questions and respondents actions and reactions to reveal the psychology of the 
individual. Schwallbe and Wolkomir (2002) suggested that this approach to men’s identity 
could be regarded as important data, as it allows the interviewer to use the responses as signals 
of the respondent’s masculine reactions in the interview, which benefit the development of 
insightful analyses of men’s lives as gendered beings.  
 
As a result of the discussion related to the research, it was important to consider the fact that 
both threats identified might occur during the interviews being conducted with the Singha and 
Chang marketing directors. To address these issues, in my role as interviewer I endeavoured to 
commence the interviews in a manner that would allow me to control the conversation, rather 
than providing a situation that would result in the interviewee dominating the interview. 
Schwallbe and Wolkomir (2002) suggested the interviewer should begin their questions with 
phrases such as ‘can you explain…how to…? Can you tell me…? In the light of your 
experience, can you tell me about…?’ rather than asking questions beginning with phrases such 
as ‘let me ask you about…? Or would you mind if I asked you about?’ Relying on this advice, 
I prepared my questions and used this type of approach during the interviews with the Singha 
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and Chang marketing directors, which would allow me to control the conversation. The 
outcome of the interviews indicated that my approach improved the results and data collected 
from all the interviewees.  
 
3.3.2.3The interview format 
 
According to Rubin and Rubin (1995), there are two formats for a qualitative interview, these 
being unstructured and semi-structured. The unstructured format is a pattern that aims to 
explore the interviewees’ ideas, and therefore does not require well-structured or prepared 
questions. In other words, the interviewer will have the key questions in mind, but not prepared, 
when conducting the conversation to explore the feelings and experiences of the interviewees 
(Douglas, 1985). A semi-structured interview format contains a list of prepared questions, 
including those that are open-ended questions, which allows the interviewees to answer freely. 
Consequently, this format is more focused when compared to the unstructured interview format 
(Merton et al., 1990; Bryman, 2004). Moreover, as in some cases a researcher may need to be 
aware of time constraints, semi-structured interviews allow more control over this important 
facet of the process. (See appendix A1 for a list of the final questions).  
 
A further advantage of the in-depth interview is that it uses face-to-face interaction between the 
interviewer and interviewee, which allows the interviewer to observe the reaction of the 
interviewee during the conversation. Face-to-face interaction is a good tool for probing for in-
depth information, such as particular or hidden issues, opinions and attitudes (Mason, 1996; 
Fontana and Frey, 1998; Holstein and Gubrium, 2004). Berger (1991; 1998) indicated that 
another strength of the in-depth interview is that it allows the interviewer to apply follow-up 
questions in order to pursue a topic, which provides greater detailed data as well as unexpected 
information that can be beneficial to the study. As for the potential weaknesses of an in-depth 
interview, Berger (1991; 1998) suggested that the outcome invariably results in a significant 
amount of indefinite information, which is time-consuming to analyse. Conversely, there is the 
potential for interviewees to be fearful and reluctant to express themselves or answer the 
questions openly, which can result in an unsatisfactory outcome.  
 
Taking into account the issues discussed, it is apparent that the semi-structured interview 
process does provide in-depth comprehension about the issue or social phenomenon. It was for 
these reasons that the semi-structured interview was utilised in the current qualitative study, 
with the conversation being recorded for transciption and subsequent analysis purposes. 
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3.3.2.4 The interview process 
 
The development and completion of the interview process involved a number of stages. The 
first step was the preparation of the key questions and ensuring that their accuracy and relevance 
to the issues. Following this, I conducted a pilot interview with my book shop manager in 
Bangkok in order to practice building a relaxed atmosphere, which would encourage the 
interviewees to talk (Silverman, 1993; Rubin and Rubin, 1995; Denscombe, 1998). I then 
prepared a clear explanation about the aim of the interview, which included an explanation of 
the codes of ethics (privacy and confidentiality) to assure the interviewees that their privacy 
and confidentiality would be protected.  
 
The process of arranging the interview appointment with the Singha and Chang marketing 
directors took approximately two to three weeks to arrange due to their work commitments. 
The interviews took place during March 2014 and lasted between 30 to 45 minutes. Following 
the interview with the Singha and Chang representatives, I asked them to provide an 
introduction to the advertising agencies they used so that I could arrange interviews with people 
in these organisations (the snowball process). The Singha marketing director suggested Khun 
Aeg, the Group Account Director (GAD) of HAKUHODO, the advertising agency that 
developed the advertisements for Singha. I immediately contacted him and was able to arrange 
an appointment for the interview to take place within three days. The Chang marketing director 
provided me with the contact details of their advertising agency, AMEX. I was subsequently 
able to make interview appointments with two AMEX executives, Monapat Wongsawat (Oat), 
Group Account Director (GAD), and Pansoon Sugandhapatibhaga (Pom), Creative Director 
(CD). The interviews with the advertising agency representatives also took 30-45 minutes. All 
of the interviews went well, with the participants being attentive, cooperative and providing 
good information.  
 
Following the completion of the interviews, the recordings were transcribed and coded to 
establish potential themes during May to June 2014. This was a time-consuming and recursive 
process, since it included several data analysis processes such as: familiarizing the data, 
generating initial codes, searching for themes, reviewing themes, naming themes and producing 
the report (Braun and Clarke, 2006). The coding process consisted of grouping the ideas into 
five broad codes before grouping them into themes, which were: 
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(i) The approach to dealing with state regulations and other conditions,  
(ii) Development of brand identities and creative processes 
(iii) Measuring of brand success,  
(iv) The future of brand communication, whether TV remains important 
(v) Challenges between men and women in in the alcohol industry  
 
Following completion of this stage, the themes were developed in more detail. Details of the 
final themes can be found in appendix 5, a blueprint of thematic analytic outcome.  
 
3.3.3 Focus groups 
 
The third research aim was to explore how the audience perceived the masculine representations 
from the alcohol advertisements. In other words, the aim was to subjectively investigate the 
perspectives and interactions of the audiences to the TV alcohol adverts. When conditions like 
a time-limitation of the research study are present, in order to gain the richest set of information, 
focus groups are often a chosen qualitative approach to be adopted. Focus groups are also 
designed as a triangulation to cross-check the validity of the other methods employed by the 
researcher, such as content analysis and in-depth interviews to determine whether the media’s 
receivers can interpret the advertising’s messages correctly, partly or not at all. Therefore, focus 
groups was the appropriate research tool to utilise in order to explore how the audiences decode 
the alcohol advertising messages. 
 
Focus groups, also known as group discussions, are popularly applied in market research and 
advertising industries in order to explore consumer insight into products or some particular 
issues (Morgan, 1988; Arthur A. Berger, 1998). They take the format of a kind of group 
interview by selecting and gathering people to join organised events to talk about the specific 
topic (Powell and Single, 1996). The unique characteristic of the focus group is that it works 
with the interactions between a moderator and the participants within the group, which 
generates a group dynamic that stimulates the group members to express their opinions and to 
contribute to the broad issues (Morgan, 1988; Morgan, 1997). Anita Gibbs (1997) suggested 
the benefit of this approach was that within a short period of time a researcher/moderator will 
extract a large amount of information while conducting a focus group, when compared with an 
in-depth interview, which is applied to explore very specific issues.  
80 
 
For the current study, focus groups were applied to explore how consumers in different groups, 
ages, and areas read and understood the alcohol adverts. The aim was to explore the 
heterogeneity of audiences’ perceptions, which might agree, disagree or remain ambivalent. 
Thus it was anticipated the participants in the groups would stimulate and contribute to these 
issues in broad terms (Priest and McCullar, 1996; Arthur A. Berger, 1998; Priest, 2010).  
 
The focus group’s aim is also to encourage the participants to feel free to discuss the given 
issues, as well as allowing the moderator or group facilitator hosting the interview to investigate 
people’s thoughts or attitudes about the topic under discussion (Wimmer and Dominick, 1983; 
Arthur A. Berger, 1998). The skill and experience of the moderator of a focus group is essential 
in order to keep the discussion on track (Ward and Hansen, 1987). A moderator has to make 
sure that all the participants are given a chance to express their opinions about the issues 
otherwise, in some cases, it is likely a few participants will monopolise the conversation. A 
moderator also has to be conscientious, a good listener, talented and able to encourage the group 
members to respond to the given topic. If a moderator were overpowering, it would intimidate 
some participants or the key informants. Equally, a moderator should not favour particular 
participants (Krueger, 1988). The skills and the principles for running a focus group are needed 
for a researcher or a moderator when conducting a group discussion (Priest, 2010). 
Additionally, a relaxed and friendly atmosphere is beneficial, as it encourages the participants 
to notice and react genuinely to the comments among the group members, which leads to a 
better quality of information as well.  
 
During my role as moderator for the focus groups, in some cases I did notice that one informant 
always tried to dominate the issues, whereas my intention was to encourage everyone to discuss 
and contribute. In these instances, I began to ask the name of other participants, in order to 
avoid individual domination of the conversation. At the same time, I was conscious that I also 
should not dominate the conversation and discussion. Furthermore, before starting the focus 
groups, I began with a friendly talk about general topics then introduced myself, and then let 
everyone introduce themselves, in order make everyone feel comfortable talking. Fortunately, 
all participants participated well and gave valuable information about the issues. 
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3.3.3.1 Sampling process for the focus groups 
 
In terms of the organising of focus groups, Gibbs (1997) confirmed it is not easy to choose the 
most suitable volunteers to attend the group discussions. Hester (1996) argued that the group 
participants should be a heterogeneous mix, which should include members from a variety of 
backgrounds, genders, class and diversity of employment. This would provide various 
perspectives and insights that are useful to contribute to the given issue. In contrast, if a group 
is very homogeneous with the same particular demographic characteristics, a diversity of 
information might not appear (Kinnear and Taylor, 1996).  
 
The advice regarding the suitable number of people to join a focus group is varied. MacIntosh 
(1993) suggests it should consist of six to ten attendants for each group; Patton (1990) five to 
eight people, Hester (1996), McDaniel and Gates (1998) suggested eight to twelve participants 
and Goss and Leinbach (1996) proposed up to fifteen participants per group. The time duration 
for the group discussion is normally one to two hours (Gibbs, 1997). For the current study, it 
was decided the numbers of participants would be five persons per groups (see Table 3.4). It 
was considered that five is a number that would allow myself as the moderator to encourage 
everyone to talk. All participants gave informed consent to participate in the focus groups. 
During the conducting of the focus groups, I provided some snacks and beverages for 
participants, and also gave remuneration (300 Thai baht per person, about £6) to cover the 
participants’ travel costs.  
 
 
Table3.4 the demographics of the participants in the focus groups 
 
A non-probability purposive sampling was applied to search for the participants for the focus 
groups. In terms of the techniques used to recruit the participants, a purposive technique was 
used to determine the characteristics of the people attending the focus groups and then a 
snowball technique used to find further individual participants (Patton, 1990).  
 
For the purposive technique, the criteria set for the participants’ included ‘age’ and the ‘area’ 
they came from (Table 3.5). The use of mixed backgrounds was aimed to achieve heterogeneity. 
The ‘age’ criterion divided people into three groups, namely (i) teenage to newly graduated 
university students (18 to 27 years); (ii) young workers or young executive (27 to 37 years, and 
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(iii) adult executive workers or (38 years and older). For the criteria of ‘area’, the criteria 
included Bangkok and surroundings areas, the up country and rural areas. Further information 
of participants’ personal data is presented in Appendix A2 & A4. 
 
 
Table 3.5 Lists of the participants 
 
Importantly, the reason that the focus groups using the mixed gender participants as the 
dynamics is because the implications of both males and females’ perspectives could be reflected 
the agreements or the common-senses of what to become Thai ideological men and 
masculinities, as Connell (2005, 77) argued: ‘the cultural dynamic by which a group claims and 
sustain a leading in social life’. Since to become the hegemonic men and masculinities must be 
accepted by public consents from both males and females. As Connell (2005) argued that 
‘hegemonic masculinity as the configuration of gender practices which embodies the currently 
accepted answer to the problem of legitimacy of patriarchy, which guarantee the dominant 
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position of men and subordination of women’ (ibid). This means that to become the hegemonic 
men and masculinities, technically it is needed to be accepted by the public consents from the 
society, as well as, the legitimacy of the patriarchy, in order to guarantee the dominant position 
of men and the subordination of women. For this reason, this project therefore employed the 
mixed gender participants, both males and females, in order to reflect the overall public 
consents or ‘common-senses’ of what to become ‘hegemonic men and masculinities’ in Thai 
society (ibid, p.72).  
  
3.3.3.2 Data collection for the focus groups 
 
All of the focus group discussions were video recorded so that the discussions could be 
transcribed for later analysis. However, before any focus group conversation began, I (as the 
moderator) had to gather informed consent from all the participants regarding the video 
recording, due to the ethical issues associated with qualitative research. An assistant was 
appointed at the commencement of each group session to help the researcher and the 
participants during the discussion. Each session took place at the meeting room of the 
Rajamongala University Pra na khon, in Bangkok; the use of the meeting room was free. One 
focus group session was completed per day, so that it took six days to finish all sessions. All 
sessions were completed by mid-April 2014.  
 
Each focus group session took approximately one and a half hours, and the process was 
conducted as follows. Firstly, prior to the commencement of the discussion, I asked participants 
to complete a consent form and to provide general demographic information, such as gender, 
education, favoured alcohol consumption and behaviour, as it was advantageous to be able to 
use this information during the discussion and for the purpose of data analysis.  
 
To open the conversation, I introduced myself to everyone and then asked them to introduce 
each other, in order to build a relaxed atmosphere that would benefit the conversation. During 
the discussions, I projected the TV alcohol adverts to the participants. For the TV adverts 
projected, I had selected those that were most representatives of each theme related to brand 
masculine representations. Following the adverts, I facilitated the discussion by asking the 
opinions of the participants about the adverts that have been shown and endeavoured to let 
everyone contribute on this issue and give their opinion. Overall, the focus groups went well. 
However, some people did not talk much. I politely called their names and gently focused on 
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them, while trying not to make them feel uncomfortable. Although the focus groups were time-
consuming, as there were 6 groups with each lasting 1.5 hours, the outcome provided a range 
of detailed perspectives that was beneficial to the analysis of the Singha and Chang masculine 
image representations in their brand promotions.  
 
After completion of the focus groups session, transcription of the recordings was completed, 
and the coding exercise implemented to identify potential themes. This latter exercise was a 
time-consuming and a recursive process, since it involved several processes for data analysis 
such as familiarisation with the data, generating initial codes, searching for themes, reviewing 
themes, naming themes and producing the report (Braun and Clarke, 2006). The key research 
question for the focus groups was to explore how the audience perceived the representation of 
brand masculinity presented in relation to the Singha and Chang brands. Themes which 
emerged from the discussions were those such as monarchy loyalty, inspirational capitalist, SR, 
Thai nationalism, and cosmopolitanism. The coding process was based on the Stuart Hall 
(1980) model of message decoding, categorising three types of audience reading of the 
messages, which were: agree, disagree, and ambivalent. This model was applied to the first 
stage of coding, with the objective being to determine whether the participants agree, disagree, 
or are ambivalent to the ad content (meanings and implications of the masculine 
representations) and can identify the advertising emotional appeal. The coding outcome related 
to these themes is presented in Appendix A5: A blueprint of the thematic analytic outcome. An 
example of the focus group questions is attached in Appendix A3.  
 
3.4 Analytic approach: Thematic analysis 
 
The investigation commenced with a textual analysis of the alcohol adverts aired on television, 
then employed in-depth interviews with the Singha and Chang executives, and advertising 
agency executives on how making the adverts and brand promotional approach. This approach 
was adopted to allow an examination of how the brand masculinity was formulated (themed) 
and of the advertising strategies (ad appeal and executions) used for brand promotions. Finally, 
focus groups were employed to explore how the audience or consumer perceived the masculine 
representation of the Singha and Chang brands. Thematic analysis was employed as the key 
analytic approach (Braun and Clarke, 2006), as it can provide a rich, and detailed, yet complex, 
account of data. Therefore, its flexibility and accessibility is beneficial ‘for an early or new 
researcher who has not much theoretical and technological knowledge in the field’ (Braun and 
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Clarke, 2006 p.78). As Braun and Clarke (2006) explained, thematic analysis is a method that 
has much in common with the three qualitative analytic methods, namely grounded theory, 
discourse analysis, and narrative analysis, as these analytic methods also aim to analyse or 
search for patterns or themes within the data. However, there are slight differences. For 
example, narrative analysis (Riessman, 1993; Murray, 2003) focuses on searching themes that 
are derived from only one data item such as an individual interview(s), which seems to guide 
data interpreting process as in a biographical or case study form of analysis. In contrast, 
thematic analysis, grounded theory analysis, and discourse analysis are all focused on an 
analysis of a whole data set.  
 
Braun and Clarke (2006) explained also that one might consider ‘thematic analysis overlap with 
grounded theory and discourse analysis’ (p.81). As indicated by these authors, neither thematic 
analysis nor grounded theory relies on any pre-conceived coding system and themes, rather 
using those that develop from the data itself. Grounded theory is a kind of analytic method that 
focuses on generating theoretical ideas from the grounded data (Glaser, 1992) and is, ‘one that 
is inductively derived from the study of phenomena it represents’ (Corbin and Strauss, 2008, 
p.23). However, thematic analysis is a major coding process used within the grounded theory 
(Ryan and Bernard, 2000), which led Braun and Clarke (2006) to suggest that thematic analysis 
could be regarded as a method on its own right.  
 
Discourse analysis is an analytic method that focuses on the relationship between the latent 
meaning of language used and social structure (Burman and Parker, 1993; Willig, 2003). Braun 
and Clarke (2006) argued that discourse analysis overlaps with thematic analysis as both are a 
constructivism directed by the same epistemological position, which assumes that knowledge 
or reality is a social construct or context-based. More specifically, discourse analysis requires 
a knowledge of theory and is suitable for an experienced researcher, as it focuses on the 
language use or the fine-grained functionally of speech. It is this point that can be seen as a 
disadvantage to thematic analysis. However, the ‘advantages of using the thematic analytic 
method for an early or new researcher is that it requires less theoretical and technological 
knowledge and it can provide flexible, abundant and detailed, yet complex accounts of 
data’(Braun and Clarke, 2006, p.78 ). Therefore, the thematic analytic method for my data 
analysis was applied to this project for the purpose of examining the representations of the 
brand masculinity (ies) in Thai alcohol. The outcome of the thematic analytic process for the 
current study is presented in Appendix A5.  
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To search for the themes was a time-consuming and recursive process as a researcher had to 
spend time to be familiar with the data, before starting grouping the ideas and codes, and 
looking for potential themes. The process firstly started from gathering the adverts for the 
content analysis, then watched them and started to identify themes within the adverts. At this 
stage, it was found that the masculine theme were the dominant representations that were 
mainly created by Singha and Chang. Therefore, these findings then began to shape particular 
areas of focus, about the masculinities that are promoted by the Singha and Chang brands, in 
which, the Singha and Chang brands were referred to as the case studies for an investigation. 
As a result, the themes found in Singha and Chang were such as monarchy loyalty, inspirational 
capitalist, Social Responsibility, Thai nationalism, and cosmopolitan masculinities. Secondly, 
the interview with Singha and Chang executives was applied exploring the process of how they 
made the adverts based on the themes found from the content analysis and how they dealt with 
state regulations. In short, themes found from the interview such as: solutions of the Singha and 
Chang brands coping with the regulations, unique identities used in Singha and Chang, brand 
evaluations of success, Singha and Chang views on the importance of television media, and 
challenges found between men and women in the alcohol industry. Lastly, the focus groups 
with audiences were applied to explore how they perceived the adverts. Themes emerged from 
the discussions found such as Monarchy Royalty, Inspirational Capitalist, Social 
Responsibility, Thai Nationalism and Cosmopolitan, and these corresponded to the themes from 
content analysis. Audiences perceived the adverts differently, in ways such as: agree, negotiate, 
and opposed to the message. (See Appendix A5: A blueprint of the thematic analytic outcome)  
 
3.5 Ethics  
 
This study relied on naturalistic methods relating to humans, including in-depth interviews and 
focus groups. Consequently, there were moral principles and ethical factors that needed to be 
addressed (Christians, 2000; Christians, 2011; Denzin and Lincoln, 2011b), which included 
informed consent, non-deception, respect for the privacy and the confidentiality of participants, 
and the need to collect and present reliable and valid empirical data. 
  
3.5.1 Informed consent 
 
According to the ethical code of Newcastle University concerns ‘the confidentiality and 
personal data must be collected and used fairly, stored securely and not unlawfully disclosed’ 
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(Newcastle University, 2015). Informed consent was therefore significant for this research as 
the study related with the advertisers, alcohol marketing directors and the people who consume 
the alcohol beverages. Consequently, informed consent or the participants’ agreement was 
secured before allowing them to be involved in the in-depth interviews and the focus groups. 
The researcher also took the requisite action to avoid causing any deception or harm while 
accessing and obtaining the data. Furthermore, appropriate action and steps were taken to 
protect the privacy and confidentiality of the advertisers, the alcohol marketing directors and 
agency executives, and the focus group participants. 
 
To comply with the ethics of qualitative research, a signed agreement or consent form was 
collected from each person who participated in the in-depth interviews and the focus groups (a 
draft consent form is attached in Appendix A6). Before asking approval from the participants, 
the researcher had explained the purpose of the study and the whole process of the study so far 
as it involved the participants, and informed them of the reasons why participants are requested 
to join the discussion. The participants were also given the commitment that their privacy and 
confidentiality would be protected. If a participant was not comfortable during the conversation, 
they were allowed to withdraw from the activity. Furthermore, if the participants wanted to 
hear/see the tape/video recording, the transcribed notes or any related data, this information was 
provided to them.  
 
Another ethical consideration was the provision of remuneration and thank you gifts if this is 
considered necessary. Thank you gifts from the UK was provided for the Singha and Chang 
executives that provided cooperative in-depth interviews. Also, remuneration was provided 
for focus groups’ participants for travel and food costs, as well as for their time and as a thank 
you for their cooperation.  
 
3.5.2 Reliability and validity  
 
Ethical considerations are also related to the accuracy and reliability of all the data collected 
and the presentation of that data, as this demonstrates the quality, trustworthiness and validity 
of the research. Therefore, a methodological triangulation process was used to cross-check data 
validity and reliability. In order to qualify the trustworthiness and validity of a research project, 
triangulation is a strategy that decreases bias or that can cross-check and verify the validity of 
the qualitative analysis applied (Patton, 1990). As Denzin (1978) noted, ‘the logic of 
triangulation is based on the premise that no single method ever adequately solves the problem 
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of rival casual factors, because each method reveals different aspects of the empirical reality, 
multiple methods of observations must be employed’ (p.28). The methods referred to include 
data triangulation, investigator triangulation, theoretical triangulation, methodological 
triangulation, and environmental triangulation. With this regard, this study apparently applied 
the data triangulation and methodological triangulation to affirm its validity and 
trustworthiness, as discussed in the following.  
 
Firstly, it is apparent that this project used data triangulation. It can be seen that this study 
applied several sources of data to explain how alcohol brands applied masculinities for brand 
promotions. For instance, the advertising airing in television was the first data that applied to 
investigate how the alcohol brands used the masculinities for selling their products. Then, it 
was followed by the data from the message senders such as Singha and Chang executives to 
explain the process of how the masculinities were created and promoted. Lastly, the data from 
the consumers or media audiences was applied to explain how the media receivers perceived 
the forms of masculinities that were represented. Obviously, this demonstrates that different 
findings from each data source were applied for an investigation cross-check of each other.  
 
Secondly, as Denzin (1978) emphasised earlier that ‘no single method ever adequately solves 
the problem of rival casual factors, because each method reveals different aspects of the 
empirical reality, so that multiple methods of observations must be employed (p.28). Therefore, 
it could be argued that this study had applied the methodological triangulation method, since 
this study applied three research methods to explore the issues. For example, the key objective 
was to explore how the masculinities were created, represented and perceived by audiences, 
therefore content analysis was applied as a means of investigating the masculinities represented 
in TV alcohol advertising. It provided what occurred in the media messages. However, it could 
not explain how the masculinities were created, therefore in-depth interviews were applied to 
investigate the media senders of how they created or produced the masculine representations. 
In the other words, the in-depth interviews supplied a perspective missing from the content 
analysis. Furthermore, focus groups were used to examine how the receiver or audience of the 
TV alcohol adverts perceive or decode them. This method completes the triangulation of 
content analysis and in-depth interview methods. This reflects the methodological triangulation, 
as several research methods were used to exploree the same issue. Consequently, triangulation 
serves to demonstrate the reliability of the research. Since, it is beneficially argued that 
triangulation could ‘increase confidence in research data, creating innovative ways of 
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understanding a phenomenon, revealing unique findings, challenging or integrating theories, 
and providing a clearer understanding of the problem’ (Thurmond, 2001, p. 254). 
 
3.6 Research limitations 
 
The project had to gather the views of all the relevant stakeholders, including: the senders 
(advertisers and alcohol companies), the media message (the content of the TV alcohol adverts) 
and the media receivers (the target consumer groups). There were conditions that affected the 
development and outcome of this project, such as the budget, the time period for data collection 
and the ease of access to data sources, which had a limiting effect on the research sampling 
process. 
 
Budgetary constraints were the reason the sampling for content analysis was limited to the 
Singha and Chang brands rather than the ten brands originally identified. A significant budget 
would have been required to access data related to 387 TV alcohol adverts originally identified. 
Purchase of the database from the media monitor was required, since it showed all the accurate 
data and frequency of the adverts aired on television. In the case of the in-depth interviews and 
focus groups, the researcher also had to consider the amount of money required to reimburse 
the people who participated for their food and travel costs, which also affected the size of the 
sample population included in this element of the qualitative process.  
 
Similarly, time also presented a constraint for this study as well. As there was a time limit on 
the field work and the PhD program itself, the researcher has to be concerned about keeping the 
program on schedule. To achieve this, a limited number of research samples needed to be 
selected, and the researcher selected participants considered to be most representative of the 
target population in Thailand. In addition, making the right connections to gain access to the 
data sources was another issue that might have influenced the design and methods applied to 
the sampling process. With a larger budget and more time, it may have been possible to achieve 
better coverage of the subject issues discussed by including all of the ten popular alcohol brands.  
 
 
 
 
 
90 
3.7 Reflexivity  
 
In order to provide a more effective and impartial analysis, a process of reflexivity is employed 
to examine the ways in which a researcher engages with the research process (Lincoln and 
Guba, 1985; Guba and Lincoln, 2005). As Guba and Lincoln (2011) argued, ‘reflexivity is the 
process of reflecting critically on the self as researcher, the human as instrument. It is a 
conscious experiencing of the self as both inquirer and respondent, as teacher and learner, as 
the one coming to know the self within the process of the research itself’(p.124). This means 
that we not only ‘bring the self to the field…[but we also] create the self in the field’ (Shulamit 
Reinharz, 1997, p.3). For this reason, the following discussion provides the process of my 
reflexivity as the researcher involved in the research, consciously shaping the outcome.  
 
Having lived in the upcountry, in the North East of Thailand, I have the perspective of the 
differences between rural and urban lifestyles. For example, rural people in upcountry, far from 
Bangkok and other big cities, often seem to be poor, have low standards of education with low-
scale technologies, and are highly involved with local traditions and Buddhist rituals (Keyes, 
1987, Thongchai, 1994). Urban people, however, may seem to be more modern, individualistic, 
highly educated and wealthier, as they are more involved with modernity, such as modern 
facilities, education, technology, commerce and etc. (Jackson and Cook 1999; Peleggi, 2007). 
However, the strong awareness of Thai values, such as the love of the Nation, Buddhism and 
the King, crucially exist in both rural and urban people (Van Esterik, 2000; Reynolds, 2004: 
2014). At this point, this scenario has generated my perspective of the contradictions between 
(especially rural) locality and modernity/globality.  
 
More specifically, in the Western context, the terms of the articulations of men and 
masculinities tend to rely on the ideas of individualisation, the codes of work-hard, play-hard 
men, reward-driven motivations, men’s bodies as spaces for self-expression, or men 
considering women as sex objects (Gill et al., 2005; Nowosenetz, 2007; Alison J. Towns et al., 
2012). Whereas the implication of the forms of Thai local men and masculinities seem to reflect 
a crucial involvement with high collectivist values, such as local Thainess norms, the love of 
the king/monarchy, Buddhism, and aristocratic artistic forms that link to national identity, 
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cultural belonging and citizenship (Jorgensen, 1995; Louiyapong, 1996; Jory, 1999; Sinsuwan, 
2012).  
 
My first investigation started from my qualitative content analysis, and looked for the 
predominant gender identities, key themes and codes that emerged from the alcohol advertising 
airing in television. During this process, I have a preconception that men and masculinities 
would be the key dynamics affecting alcohol consumption (Strate, 1992; Gefou-Madianou, 
2002; Alison J. Towns et al., 2012). I was aware of looking for the dominant brands that play 
significant roles in creating the dynamics involved with men and masculinities in the Thai 
alcohol industry. By which, I was searching for the particular types of men and masculinities 
they projected by being aware of the ideas of masculine configurations (i.e. patriarchal power, 
authority, aggression, violence, strength, adventurous, autonomous manners, and the male 
body) (Connell, 1987: 1995: 2005). More specifically, I watched and grouped the adverts piece 
by piece, before developing codes and themes.  I had to be patient: managing a large data set of 
387 adverts, repeatedly watching the same advert several times to rechecking the validity and 
reliability with the journals, articles, newspapers, and marketing/business magazines was time 
consuming and required high levels of concentration. As a result, once I found that Singha and 
Chang brands are the two key players in Thai alcohol brand promotions, I have planned to 
interview the key marketing decision makers (i.e. marketing directors), and their 
marketing/advertising teams (i.e. art directors, ad account directors), by looking for the 
connections and networking to approach them via my old friends and colleagues. As I used to 
work as an Account Executive (AE) in the advertising/PR industry in Thailand, I was very 
grateful to my old friends and colleagues that helped me access key people.  
 
During the interview with Singha and Chang executives, I was aware of presenting myself as a 
professional researcher from the UK to encourage meaningful co-operation. For example, 
during conducting the interview with Chang Marketing Director (MD), I was a bit frightened 
and nervous as he is a high-profile, intelligent man. As a result, I had to be well-prepared 
regarding the key ideas of each question that I planned to ask. In the meantime, I was aware of 
presenting myself as a professional researcher from the UK in order to project trustworthiness. 
Fortunately, the reactions from Chang MD reflected a professional response and he treated me 
in a polite, professional manner. As a result, after the beginning of 3-5 minutes a conversation 
with the Chang MD, I was a bit more relaxed. A general conversation about life and study in 
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the UK helped reduce my tensions, and allowed me to investigate his personality and gestures 
before conducting the interview. The overall interviews went well and smooth. Alongside this, 
the interview’s atmosphere with Singha MD was even smoother as he remembered me from 
having interviewed him for my MA thesis around 10 years ago (in 2007). I was, therefore, a bit 
more relaxed and confident when asking the questions. However, I was aware of the research 
ethics, as well as politely presenting myself as a professional researcher, and as a good listener 
with an inclusive manner. By all means, these reactions demonstrate my reflexivity, how we 
create ‘the self in field with those whom we engage with in the research’ (Guba and Lincoln, 
2011, p.124). As can be seen from interviews with the Singha and Chang MDs, they were polite 
to me, according to my identity that I presented during the fieldwork. So that, the implications 
of the responses that I received were professional reactions.  
 
Alongside this, while conducting the focus groups, exploring how the consumers perceived 
those Singha and Chang adverts, I was also aware of presenting myself as a professional 
researcher from the UK, as well as being active listener by showing my understandings and 
acceptance of the respondents’ values and opinions. Furthermore, I also presented myself and 
my background as a rural/upcountry boy who grew up in the North East of Thailand, in order 
to make the connections with interview participants from rural/upcountry areas. I thought that 
this extra information about my background would make them more comfortable to talk with 
me. However, during conducting the focus groups, I felt a bit embarrassed when conducting the 
first two focus groups as I was new to interviewing several people in the same time as a 
moderator. I knew that for the first two focus groups I was a bit shy and had less confidence, 
especially when I saw the participants’ reactions towards my misunderstandings. For example, 
when interviewing people aged 38 upwards from rural areas (the first focus group that I 
conducted), we were discussing Chang beer promotions and English football clubs. I mentioned 
Everton FC relating with Singha beer promotions, but was mistaken as the relationship is with 
Chang. Actually, I did not really know Everton FC, but I just said it was related with Singha, 
and very confidently emphasised the point. I even mentioned I have seen the adverts of Singha 
with Everton FC. Then, one participant showed me the poster he found from his mobile. I then 
realised that I was in the wrong; I said I was sorry I was misunderstood (with a smile). From 
this encounter, I have learned how to deal with an unexpected situation, especially when I 
misunderstand something. I have learnt to politely apologise straight away to avoid an awkward 
situation. However, I continued to present my identity as a professional researcher which ‘come 
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into play in the research settings’, and this helped me to receive polite reactions (Guba and 
Lincoln, 2005, p.210). Without this, the participants might have responded negatively.  
 
Along the same way, I have learnt how to encourage the participants to talk, as my second focus 
groups with people aged18-27 from Bangkok was very quiet. They did not talk much. I, as 
moderator, had managed the situation by cheering up everyone to talk and making general 
conversation by linking to their favourite foods, drinks, pubs, and lifestyles before jumping into 
the topic. I even started from telling jokes and making people laugh before conducting the focus 
groups, in order to break the walls in people’s minds. I was aware of encouraging them to talk 
as much as I could. In the meantime, I was always conscious of not dominating the 
conversations, as well as necessary research ethics issues. Otherwise, all the answer might be 
influenced by my perspectives and it would not reflect the views of the participants. I never 
judged or opposed my participants’ opinions. Instead, I encouraged them to talk more and 
explain their reasoning and thoughts. For example, the last focus group with people aged 36 
upwards from Bangkok areas impressed me. The participants gave interesting ideas about the 
adverts, and participated well. I started from discussing about myself and why this issue inspired 
me to conduct this project, and then moved to talk about their lifestyles in relation to their 
favourite alcohol drinks, and jokes in everyday life, in order to break the wall in people’s minds, 
making them comfortable to talk. In the meantime, I was aware of observing all participants’ 
reactions to how they interpreted the adverts, in order to reflect how they deal with the issues. 
Alongside this, while conducting the focus groups, I was concerned with the codes of research 
ethics, informed consents, and explained that their personal data are confidential and are used 
for academic study only (Carson, 2001; Bryman, 2004; Christians, 2011).   
 
The data collection and analysis process were both quite time consuming. As I had a huge data 
set, I had to spend a significant amount of time transcribing and triangulating the validity and 
reliability before starting to write my discussion chapters. As a result, finishing all chapters, 
and gathering the thesis together as a whole, was a quite late. I also spent a lot of time revising 
and addressing key issues in order to meet the PhD standard. More specifically, as English is 
not my native language, the language difficulties further slowed the writing process. I had to 
make sure about understanding the concepts and linking them to the data I found, before writing 
my discussion chapters. Furthermore, I also had the pressure from Rajamagala University, who 
sponsored my PhD. As they gave the time frame to go back and work for them, they stopped 
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sponsoring me and stopped funding by the end of my fourth year. I was aware of working hard 
consistently to keep on track, as well as trying to meet my supervisors’ standard. In the 
meantime, I managed these tensions by consistently meeting with my supervisor to discuss all 
problems and knowledges that I found, in order to reflect on my understandings before writing 
the discussion chapters. Alongside this, I sometimes shared my understanding of the research 
with my friends who study in the same field in order to reflect on my ideas before writing. For 
this reason, these pressures have affected the production of the thesis in terms of developing 
the quality of my critical thinking, as well as the quality of my written English. I often needed 
some more time to digest the information, as well as improving my English writing. However, 
during the thesis correction period, I have been aware of improving these issues, in order to 
make it more polished.  
 
Consequently, by relying on the constructivist research paradigm (Guba and Lincoln, 1994: 
2005: 2011; Silverman, 2000), the overall implication of this research reflects the subjectivistic 
epistemological standing point of myself, as a researcher, who grew up in a non-Western 
country, a rural boy from Thailand. As Guba and Lincoln (2011) argued that reflexivity is a 
kind of a self-critical subjectivity, or of how we look at ourselves during the process of shaping 
the outcome. So that reflexivity helps us to ‘question about ourselves, regarding how those 
binaries and paradox shape not only the identities called forth in the field and later in the 
discovery process of writing, but also our interactions with respondents, in who we became to 
them in the process of becoming ourselves’ (Guba and Lincoln, 2011, p.124). The overall 
discussion of my reflexivity demonstrates my critical subjectivity of how I have involved 
myself in examining and consciously acknowledging the assumptions and preconceptions 
shaping the knowledge about the articulations of the forms and practices of Thai men and 
masculinities through the lens of the brand representations in the Thai alcohol industry.       
 
3.8 Conclusion 
 
As explained in this chapter, as the epistemological positioning for the study was subjectivist 
and adopted a constructivist paradigm, the project methodology employed a qualitative method 
or naturalistic means to investigate the issue, this being the brand masculine representations in 
alcohol advertising aired on television in Thailand. The approach adopted in relation to the 
overall process of encoding/decoding messages concurs with that provided by Stuart Hall 
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(1980), and included the advertising media sender as the encoders, and the advertising media 
messages and the audience (receivers) who are the decoders. The chapter has also provided 
explanations for the choice of philosophical assumptions underpinning the project’s position, 
the research methodologies used, the research sampling designed, the codes of ethics for a 
qualitative researcher, and issues of consent, reliability and validity, and the research 
limitations.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
96 
 
 
4.1 Introduction 
 
The key objective of this analysis chapter is to identify how gender was represented in the 
advertising themes and the ad strategies used in television adverts for alcohol drinks in 
Thailand. For this purpose, it has found that most alcohol companies used masculinities linking 
with the emotional appeals representing particular values such as loyalty to the monarchy, Thai 
nationalism, inspirational capitalism, cosmopolitanism and care following Buddhist traditional 
norms in order to appeal to men across Thai society. In a bid to understand the issue holistically, 
a qualitative content analysis was applied for this investigation. Therefore, the 387 adverts of 
the top ten most admired alcohol brands in Thailand were collected from 1st January 2009 to 
31st July 2013. The top ten popular alcohol brands were: Johnnie Walker, Regency, Sang Som, 
100 Pipers and Blend 285, Singha, Leo Beer, Heineken, Chang and Archa (see Appendix A7, 
a summary of the 10 alcohol brand samples).  
 
By reviewing all of the adverts and drawing upon several elements such as emotional appeals, 
music and sport events, music used in the background, male voiceovers, images of male/female 
celebrities or brand endorsers used etc., it was discovered that masculinity was the predominant 
representation that most alcohol brands employed in their television advertising promoting their 
products. The masculine representations can be significantly found in Singha and Chang beer 
brands. The themes that emerged were: (i) men who love to be loyal to the king and Royal 
Family, so-called ‘Monarchy Loyalty’, (ii) inspiring men who love to encourage people to 
achieve their goals in life, so-called ‘Inspirational capitalist’, (iii) men who support and 
encourage the love of and pride in Thai nationality, (iv) men who were well-rounded with 
universal aspirations who love challenges in life, so-called ‘Cosmopolitan men’, (v) men who 
love to conserve society, the arts, culture and the environment, so-called ‘Social 
Responsibility’, (vi) men who were aware of friendship, and (vii) men who were aware of 
Responsible Drinking. Whereas, the female gender identity was only found to represent the 
Social Responsible women who loved to conserve the environment, the arts, culture and society. 
This female representation was only portrayed by the Thai brandy ‘Regency’ brand. For the 
advertising strategies considered, it was found that most alcohol drinks brands exploited 
emotions such as men’s feelings of pride, joy and happiness, presented for feel good ads, 
building their brand corporate images and impressing target audiences. Alongside this, rock 
Chapter 4 Advertising analysis 
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music concerts and sporting events, particularly friendly football matches, were applied 
shrewdly in association with the image of INS and TN men, in Singha and Chang adverts.  
 
The following sections of the advertising analysis chapter commenced with the analysis of the 
general details (Section 4.2) including date, channels that aired each brand, type of product 
and brands, and target audiences of each brand. This was then followed by the categories of 
the ad functions and characteristics (Section 4.3), ad appeals (Section 4.4) and executions 
used (Section 4.5), music used (Section 4.6), announcers or voiceovers (Section 4.7), types of 
events/activities that were sponsored (Section 4.8), brands that employed co-branding 
(Section 4.9), celebrities/brand endorsers used (Section 4.10), and the overall themes and the 
predominance of gender identities used in the adverts (Section 4.11). 
 
 
4.2 The general findings of alcohol advertising  
  
This section presents general information regarding the adverts. The discovery of general 
information about the TV alcohol advertising featured seven basic features. For example, (i) 
the number of alcohol adverts categorised by type of product, (ii) the number of alcohol adverts 
categorised by brand, (iii) the target audience of each brand, (iv) the number of adverts 
categorised by the TV channels on which they were aired, (v) the number of TV adverts 
categorised by the year aired, (vi) the number of TV adverts categorised by the duration/length 
of the advert, and (vii) the type of language used. 
 
4.2.1 The number of alcohol adverts categorised by type of product 
 
Drawing across 10 alcohol brands with 387 adverts, four separate types of alcohol product could 
be categorised, namely: (i) whisky, (ii) rum, (iii) brandy, and (iv) beer (see Table 4.2.1). The 
implications of the alcohol product-type that did the advertising promoting their products 
seemed to suggest the significance of beer consumption in Thailand. More specifically, this 
implication suggested the prevalence of alcohol adverts by Singha and Chang. 
Correspondingly, the alcohol sales records in Thailand revealed that beer was the most popular 
alcohol drink and had the highest sales compared to other alcohol drink types, this was also 
confirmed by the Euromonitor International (2013a). (See Table 4.2.2) 
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More specifically, in terms of product category gendering, the literature reviews suggested that 
beer is culturally regarded as the masculinity (Holt, 2003). Since, ‘men and masculinities have 
long been associated with the alcohol/beer consumption through the cultural linkage of the 
masculinity to products’ generational and regional backgrounds’ (Hirschman (2014, p.328). As 
can be seen from the case of Thai alcohol brand promotions that beer is the prime product that 
significantly employed the myths of masculinity for product promotions. For this reason, the 
following sections will demonstrate how the men masculinities were used in the alcohol/beer 
brand promotions in Thailand.  
 
Table 4.1. The number of alcohol adverts categorised by type of product 
 
Table 4.2 Sales of Alcohol Drinks by Category: Total Value 2006-2011 (Billion Thai Baht) 
 
 
4.2.2 The number of alcohol adverts categorised by brand 
 
The implications of the 10 brands’ ad numbers seemed to suggest the prevalence of local brands 
dominating alcohol brand promotions in Thailand. This can be seen from the adverts as they 
were mostly created by Thai alcohol brands such as, Singha, Chang and Regency (See Table 
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4.4). Correspondingly, this implication correlated with the recent alcohol sales records of the 
Euromonitor International, a global market research company, confirmed that the alcohol sales 
in Thailand were dominated by local Thai companies (Euromornitor International, 2013). As 
can be seen in Table 4.4, two leading alcohol firms dominated the alcohol market, which were 
Singha Corporations and Thai Beverages (the company that owns Chang beer). Whereas, the 
adverts that were created by global brands could only be found in two brands: Johnnie Walker 
and Heineken.  
 
 
Table 4.3 The number of alcohol adverts categorised by brand 
 
 
 
Table 4.4 Sales of Alcohol companies in Thailand 2013 
 
 
 
 
 
100 
4.2.3 The target of each brand  
 
By considering the uses of presenters in adverts, several alcohol drink brands tended to 
communicate with young and middle aged people, aged around 18-37. (See Table 4.6) The 
implications of target audiences’ ages seem to suggest that young people and working people 
were the core target audience for alcohol brand promotions in Thailand. Correspondingly, this 
implication is similar to the market analysis of the Euromonitor International, mentioned that 
young people and working peole were the key target consumers for alcohol consumption 
inThailand (Euromonitor International, 2013, p.1) .  
 
 
Table 4. 5 Deducing targets’ages in the adverts 
 
4.2.4 The number of adverts categorised by the TV channels on which they were aired 
 
The implication of each TV channel used for broadcasting alcohol advertising demonstrated 
the significance of television for alcohol brand promotions. It can be seen that each channel 
mostly had a similar frequency of advertisements (see Table 4.7). More specifically, (see table 
4.8) when compared with other media used for alcohol brand promotions in Thailand during 
the research period, the evidence confirmed that television media played the most significant 
role for the alcohol brand promotions (ACNielsen Media Thailand, 2013). This implication 
seems to demonstrate that the television advertising is the key dynamic for the alcohol 
companies used for promoting their products. In recent times, this can also be seen from the 
money spent on media. In 2015, 67% of the money spent on media campaigns was spent on 
television advertising. In the meantime, the uses of various media for alcohol brand promotions 
also affirmed the significance of integrated marketing communication tools applied for brand 
promotions of alcohol products in Thailand. Correspondingly, this implication supports the 
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findings of Euromonitor International (2013), who mentioned that: ‘marketing communication 
[of alcohol manufacturers] is likely to be one of the most important tools for creating and 
strengthening a bond or relationship with customers. This could be reflected in both the on- and 
off-trade’ (p.3). (see table 4.8)  
 
Table 4.6 the number of adverts categorised by the TV channels on which they were aired 
 
 
Table 4.7 The money spent on each media of alcohol products 
 
 
4.2.5 The number of TV adverts categorised by the year aired 
 
By comparing one year’s worth of adverts that aired on television, the evidence showed that 
2009 - 2010 was the period that alcohol drinks brands broadcast adverts to promote their brands 
the most (see Table 4.9). Specifically, Singha, Chang and Regency were the three brands that 
broadcasted their adverts the most during 2009 and 2010. This implication seemed to suggest a 
decrease in using television media for alcohol brand promotions after 2010 by the alcohol 
manufacturers in Thailand. After the introduction of state regulations on alcohol advertising in 
2008, each alcohol brand tended to find alternative solutions to communicating with their 
targets. Even though alcohol advertising on television could still be seen in 2009 and 2010, each 
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brand tended to decrease its adverts or even disappeared from television media post 2010. This 
implication corresponded to the market report by Euromonitor International (2013), in which 
the section regarding alcohol drinks in Thailand mentioned that a change could be seen after 
the introduction of state control of alcohol advertising and consumption: 
 
‘The [alcohol] manufacturers are expected to work harder in exploring consumer 
behaviour, focusing on expanding distribution channels and reaching out to consumers 
via below-the-line marketing [marketing activities]. Above-the-line marketing [media], 
for example advertisements on TV or radio, is strictly controlled in Thailand, so product 
sampling, sponsorship and music marketing will continue to be employed to create 
brand awareness and to steal brand share from other players’ (ibid, p.2).  
 
As a consequence, alcohol companies tried to find alternative ways to communicate with their 
targets, in order to build brand awareness and loyalty, therefore music or sport marketing 
activities or sponsorship events were some other ways for them to create brand awareness. 
 
 
Table 4.8 The number of TV adverts categorised by the year aired 
 
4.2.6 The number of TV adverts categorised by the duration of the advert. 
 
Table 4.10 shows the three most common lengths of TV alcohol adverts that broadcasted 
respectively: (i) 30 seconds (42.64%), (ii) 60 seconds (29.72%), and (iii) 15 seconds (15.76%). 
Singha, Chang and Regency were the brands that created those three common lengths of TV 
adverts. The overall contents of the adverts were found to be mostly about social responsibility, 
telling people how to be good people in society, so this story-telling approach might take a bit 
longer than usual. The implication of ad lengths reflected the content of the ad, making it too 
short might affect the contents (Moriarty et al., 2012). Most alcohol brands wanted to build 
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their corporate company brand images, telling the audience various ways of how to be better 
people for society. So the longer adverts tended to aim to build brand images, rather than using 
the ‘10- 20 second-length just to remind [of] the brand names or products’ (Moriarty et al., 
2012, p.281). In other words, ‘the long length ads such as 60-180 second-length’ that were 
mostly used by Singha, Chang and Regency reflected that they must have paid a lot money for 
air time, ‘since it’s considered very expensive’ (Ibid, p.380). See Table 4.10.  
 
For example, Singha tended to use a lot of long length adverts such as 180, 120, 90, 60, and 30 
seconds. Singha ad spots demonstrated detailed storytelling. Singha ad contents were mostly 
related to the king and queen’s story, telling the audience how to be good citizens for the king 
and queen. So, Singha was careful of the story’s presentation, and made the adverts longer than 
other adverts. Along the same lines, Chang and Regency tended to use ads of 30 and 60 seconds 
to build their corporate brand and company images. Chang aimed to represent the story of 
nationhood, by saying that each Thai person might be different, but because we are all Thai we 
have the same Thai heart. Chang told this story by employing the different characters of three 
sons in one ordinary Thai family. Each had different hobbies and preferences, and seemed to 
be incompatible, but actually they could live together comfortably. They had the same family 
and therefore represented the notion of Thainess, Thai people might be different, but we have 
one thing in common, which is the same Thai hearts. Likewise, Regency also provided intense 
details about classical Thai fairytales, raising a concern of the society regarding the preservation 
of the environment, folk wisdoms, arts and cultures by relating that to classic Thai fairytales. 
This kind of storytelling therefore made the advert length longer than usual.  
 
 
 
Table 4.9 The number of TV adverts categorised by the duration of the advert 
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4.2.7 The types of language used in alcohol advertising 
 
The language used in the adverts demonstrated ‘the communication target audiences, a group 
of individuals who receive and interpret the message’ (O'Guinn and Semenik, 2012, p.18). As 
a result, the implications of the language used in the adverts showed that the target audiences 
were Thai people. This can be seen through several local and global brands such as Singha, 
Chang, etc., mostly using Thai language to communicate with the audience. Even global brands 
like JW and Heineken exclusively used the Thai language to communicate with their targets, 
rather than using English. (See Table 4.11)  
 
More specifically, the implication of the Thai National language also reflected the 
significance/dominance of the Thai national language as part of the national identity. As Orlin 
(2015) argued that ‘the ‘dominant’ language took on an ‘official’ status, the attention it received 
in its authentication by lexicographic studies further precipitates its significance for legitimising 
the nation-state in demanding that the language reflects governmental authenticity. Hence, it 
becomes apparent that the dominant language of the ruling class and development of a national 
identity becomes intricately tied with strong motivations for the insistence that the language of 
the rulers, either actually reflecting the majority or that of an elite, is imposed on the collective 
including the minorities whose mother tongues differ… if the state is tied to a nationality, the 
national language assumes an important element in its nationalistic identity or purity’ (p.86).  
 
 
 
Table 4.10 The types of the language used 
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4.3 The categories of ad functions and characteristics  
 
As mentioned in the Literature Review, a process of brand building nowadays usually employs 
various communication channels, or Integrated Marketing Communication (IMC), as the 
communication tools to meet or reach most consumers’ contact points, building up brand 
awareness and positive attitudes towards the brands, in order to provoke sales, or increase 
overall brand values (Belch and Belch, 2009). Therefore, to categorise the type of alcohol 
advertising the concept of various communication, or the ‘Integrated Brand Promotion (IBP)’ 
in O'Guinn and Semenik (2012)’s perspective, was applied as a framework in which to classify 
the adverts.  
 
The IBP tools included: advertising in the mass media (TV, radio, newspapers, magazines, 
billboards), sales promotions, direct marketing, personal selling, internet advertising, social 
networks/blogs, podcasting, event sponsorship, branded entertainment (product placement, 
insertion in TV programming, webcast, video games and films) also referred to as 
‘advertisements’, outdoor signage, billboards, transit and aerial advertising , public relations 
(PR), influencer marketing (peer to peer persuasion), and corporate advertising.  
 
O'Guinn and Semenik (2012) mentioned that IBP tools are also included in various types of 
advertising that function differently. From this, they found that all 387 adverts for alcohol on 
TV are genuine types of advertising, but they functioned differently. They can be categorised 
into three functional groups: (i) ‘TV Advertising spot’ is a traditional type of advertising that 
aims to promote advertising campaigns, (ii) ‘TV Corporate Advertising’ is a kind of advertising 
that aims to enhance the corporate image of the company, and (iii) ‘TV Event Sponsorship 
advertising’ or ‘Value Added Advertising’ is advertising that aims to promote upcoming special 
events in order to build brand awareness among targets.  
 
As shown in Table 4.12, the televised advertising spots for alcohol are grouped according to 
the functions and the characteristics of each advert mentioned above in order to understand how 
the alcohol companies using of the adverts for brand building, namely: 
 
1) TV Advertising spots - promoting ad campaign. The key themes that emerged from the TV 
advertising spots were: (i) the Inspirational capitalist theme can be seen in several brands such 
as Singha, Johnnie Walker, and Blends 285. Significantly, Singha was the most significance 
106 
presenting this theme, as can be seen in the Singha ad campaign, ‘Singha-brave hearted men, 
the fighting men’. The campaign applied several images of successful men, inspiring people to 
work hard to achieve goals in life, and to think of helping others and society at the same time; 
(ii) the Thai Nationalism theme can be seen in Chang beer and Sangsom liquor brand adverts. 
Interestingly, Chang was the most predominant in presenting this theme, regarding the number 
of ads and contents. This can be seen in the Chang ad campaign ‘We are Thai, as we have the 
same Thai heart’. The campaign promoted the ideal image of men who love and are proud of 
their Thai nationhood; (iii) the Cosmopolitan theme can be seen in Chang’s campaign ‘live life, 
as you mean it’. The campaign employed the image of young men, who are well rounded with 
universal aspirations, and who love challenges in life; (iv) the Social Responsibility theme can 
be seen in Regency and Leo beer adverts. Interestingly, Regency was the most outstanding. 
This can be seen from the Regency ad campaigns; the classic Thai fairytale, growing trees for 
Thai people, conserving Thai arts and culture, and featuring amazing unseen tourist destinations 
and nature. The campaign applied several images of females who mostly talked about 
encouraging the preservation of the Thai classical arts, environment and culture; (v) the 
friendship-among- friends theme can only be seen in Archa beer ads. The campaign employed 
the image of young men, who love being with friends and trust in friendship; (vi) the theme of 
Drinking Responsibly (do not drive after drink) can be only seen in the adverts of Heineken. 
The adverts applied the image of young men who enjoyed hanging out and experiencing the 
nightlife, but who were not going to drive if they had consumed alcohol. It aimed to provoke 
people to drink with responsibility.  
 
2) TV Corporate Advertising - building corporate image of the company. The key themes that 
emerged from TV Corporate Advertising were: the Monarchy Loyalty which can be seen in 
Singha TV Corporate Advertising. This promotes the brand corporate image of loving and being 
loyal to the king and queen in adverts like ‘smile and go on fighting’ - a motto of encouragement 
from the king. Appearances were made by various celebrities expressing how the king’s motto 
encouraged them to keep on fighting against several problems in their life. The Social 
Responsible theme that emerged from the TV Corporate Advertising was mainly portrayed by 
Singha and Chang. The Social Responsible corporate image ad of Singha mostly talked about 
‘the greatest of the giving is to learn to give endlessly, in order to enhance the quality of people 
and society’ and encouraging people to love and be concerned with the Thai environment, and 
Thai arts and culture in general. While the Social Responsible image ad of the Chang brand 
tended to talk about the charitable donations Chang gave to society and the children who lack 
of money for living and education in remote areas of the country.  
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3) TV Event Sponsorship advertising - promoting upcoming special events that the alcohol 
brands sponsored or value added advertising. These kinds of adverts were related with key ad 
campaigns that were promoted in advertisements. These event sponsorship adverts mostly 
promoted the upcoming sports and music marketing activities of Singha and Chang. The key 
themes that emerged from TV adverts talking about event sponsorship were Singha 
Inspirational Capitalist, Chang Thai Nationalism and Cosmopolitanism.  
 
Table 4.11 The groups of alcohol advertisements on TV categorised by its functions and characteristics 
 
 
108 
 
  
 
 
The implications of ad functions and its characteristics showed the importance of using various 
marketing communications or IMC tools for brand promotions;  
‘Many marketing tools were employed, branding was one of the most important tools 
to create a brand image and a connection with target consumers. Many manufacturers, 
especially big players, focused on brand building… focusing on expanding distribution 
channels and reaching out to consumers via below-the-line marketing [marketing 
activities]. Above-the-line marketing [media], for example advertisements on TV or 
radio, is strictly controlled in Thailand, so product sampling, sponsorship and music 
marketing will continue to be employed to create brand awareness and to steal brand 
share from other players’ (Euromonitor-alcohol drink in Thailand, 2013, p.2&3).  
 
This can be seen by the leading brands, such as Singha and Chang, promoting their ad campaign 
through several ad functions. For example, Singha did not only promote the campaign of 
‘Singha-brave hearted men, the fighting men’ via ad campaign films, but also used the TV event 
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sponsorship advertising to promote the special events that they had sponsored to build the brand 
image of the fighting men, in order to persuade people to attend the events. Moreover, the 
implications of ad functions and their characteristics mostly used the adverts that promoted the 
corporate brand company images. This was followed by functions of promotional ad 
campaigns, and promoting the event sponsorship. More specifically, there were three 
significant ad functions that were used by the three leading brands, Singha, Chang and Regency. 
By drawing upon ad appeals used in adverts, contents, the types of events used, and types of 
male/female celebrities/brand endorser used, it can be seen in the following sections that most 
alcohol brands tended to promote their overall brand companies images, of how they have made 
society better, and encouraging people to do other good things for society, by relating this with 
images of men and masculinity. Therefore, they built appeals and the story of men and 
masculinity through storytelling with elements from everyday life in Thai society, representing 
and appealing to target audiences. However, only the Regency brand used females as brand 
endorsers promoting their products.  
 
(Full details of adverts and campaigns can be seen in Appendix A, with the types of adverts 
categorised by each brand in detail, i.e. titles, quantity of each ad spot aired. In Appendix B, 
there are details of the themes of the constructed contents categorised by brand.)  
  
4.4 The types of advertising appeals  
 
As discussed in the Literature Review, the advertising appeals (or the mood and tones) are the 
approaches commonly called ‘how to say’ in the ads message strategy (Moriarty, 1991). In 
order to analyse this area, the concept of ‘advertising appeals’ proposed by Belch and Belch 
(2009), was applied for an analysis. By which, the advertising appeals mainly consisted of 
information or rational appeals, and emotional appeals. Belch and Belch explained that 
advertising appeals are tactics that are used to attract the attention of and to remind the target 
audience of a brand. According to Belch and Belch (2009) ‘information or rational appeals’ are 
a kind of logical basis for motivation. This concentrates on how to deliver rational persuasion 
to the key target audience. There are five types of rational appeal: (i) a feature appeal - focusing 
on its dominant benefits; (ii) a competitive advantage appeal - comparison with other products 
and showing its superiority; (iii) a favourable price appeal - persuading to purchase using price 
comparisons; (iv) a news appeal - informing of changes in an improved or modified product; 
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and finally, (v) a product or service popularity appeal - communicating how proud a company 
is of its product, either because it is a leader in the market, or because of its unique qualifications 
and values, giving it popularity and approval by consumers.  
The ‘emotional appeal’ relies on feelings rather than the product’s attributes. In other words, 
emotional benefits answer the subjective needs of consumers (Aitchison, 2004). As Belch and 
Belch (2007) explained: ‘…emotional appeals relate to a customer’s social and/or 
psychological needs for purchasing a product or service. Many consumers’ motives for their 
purchase decisions are emotional, and their feelings about a brand can be more important than 
knowledge of its features or attributes’ (p.292). The common emotional appeals that are often 
found in the adverts are: the feeling of safety, security, fear, love, affection, happiness, joy, 
nostalgia, sentiment, excitement, arousal/stimulation, sorrow/grief, pride, 
achievement/accomplishment, self-esteem, actualisation, pleasure, ambition, comfort and so 
forth (ibid).  
 
Table 4.12The types of the advertising appeals that had been applied. 
 
 
As shown in Table 4.13, the findings relating to the advertising appeals of the ten alcohol brands 
seemed to suggest the importance of emotional appeals which were used more than the 
rational/information appeals in alcohol advertising. This can be seen by the fact that most 
alcohol drinks brands applied emotional appeals (AA6) at 67.70%. In contrast, the use of 
rational/information appeals was only 32.04%. In other words, this implication seems to suggest 
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that the significance of the emotional appeals, such as positive attitudes, were crucially created 
in alcohol advertising to promote their brands/products. At some points, this implication also 
corresponds to Belch and Belch (2009)’s argument, which noted: ‘…the emotional appeals or 
positive mood states and feelings created by advertising can have a favorable effect on 
consumers’ evaluations of a brand…[since] many consumers’ motives for their purchase 
decision are emotional, and their feelings about a brand can be more important than knowledge 
of its features or attributes [rational appeal]’(p.292& 293).  
 
Regarding the analysis, it has been found that the positive feelings were mostly represented in 
the Thai alcohol adverts especially Singha Chang brands. More specifically, these positive 
feelings can be found in four key themes. For example: (i) men who are loyal to the monarchy 
so called the Monarchy Loyalty, (ii) men who work hard for the success and wanted to inspire 
others achieve things in lives so called the Inspirational Capitalist, men who love and proud of 
Thai nations so called the Thai Nationalism, the men who go well rounded, enjoy living their 
lives, the so-called Cosmopolitan, and males/females who concern with the social responsibility 
such as the Thai environment, arts, culture, folk wisdoms, and Buddhism so called the Social 
Responsibility. These four themes were mainly represented by Singha, Chang and Regency.  
 
These four key themes tended to establish the positive attitudes of pride, joy, and happiness 
when doing something good for society, or even the feelings of men’s pride in their self-esteem 
when men can do something that they aimed to achieve for self-actualisation. This can be seen 
through the emergence of the Inspirational Capitalist and Cosmopolitan themes. The 
Inspirational Capitalist theme, for example, was mostly represented by Singha. Singha created 
the image of the ideal man to inspire people to work hard to achieve things in life. However, 
the things in life that Singha men wanted to achieve did not relate only to having a good job or 
wealth, but also ways to help other people in society to achieve things or to pursue their dreams. 
The Singha adverts showed the generosity and kindness of men who encouraged people to do 
good things for others, not just thinking about oneself: Inspirational Capitalist theme. 
Interestingly, the alcohol brands had applied a story or elements from everyday Thai life, 
attaching the emotional appeals such as positive attitudes, in association with the images of 
men/women, and created several ideal types of Thai citizens to promote their brands. In the 
others, this can be seen that the alcohol brands tried to differentiate their brand/product images 
by creating different ideal types of male/female images, related to those stories/content 
producing the positive attitudes to increase the products’ appeal and promoting their brands.  
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For example, the theme of Monarchy Loyalty can be seen mostly in Singha adverts. Singha 
created feelings of men’s pride, joy and pleasure in the adverts by illustrating men doing good 
things for society. This was especially obvious when men honoured and paid respect to the 
king. These feelings are the kinds of personal based emotions such as pride, joy, and happiness 
which were significantly created within Singha adverts. Importantly, this implication suggested 
one of the key themes represented by Singha, which was the ideal male image of citizenship 
who was loyal to the monarchy. Singha applied the story that happened in everyday life within 
Thai society, such as a story about Thai people loving and respecting the king and the royal 
family, to make people feel involved, recognising themselves in the adverts, and therefore being 
impressed by the content and, therefore, the brand. As a result, Singha applied this kind of story 
related to the image of men, emotionally representing the ideal image of Thai male citizenship. 
Good Thai men must be loyal to the king, the queen and the royal family. Besides, the other 
theme that emerged from Singha was the Inspirational Capitalist men. These adverts applied 
the story of men who worked hard to achieve things in life. However, achievement in life was 
not defined by working hard for a good jobs or wealth, but also it was about helping other 
people, encouraging them to follow their dreams, make things happen. This kind of Singha 
advert showed the generosity and kindness of men and created the feeling of men’s pride, as if 
self-actualisation could only be achieved when they helped other people.  
 
A similar approach of creating positive attitudes that encourage people to do good things for 
the society can be seen in the emergence of the Thai Nationalist theme. This theme could mostly 
be seen in Chang adverts. Thai Nationalist created the emotional appeals of men’s pride and 
esteem, representing the ideal male citizens who loved and was proud of their Thai nationality. 
It can be seen that Chang adverts created emotional appeals featuring pride and self-esteem. 
Furthermore, the theme of Cosmopolitan men that employed the image of men who were well-
rounded with universal aspirations and love challenges in life, could also be seen in Chang 
adverts. The Cosmopolitan adverts created emotional appeals based on men’s self-esteem and 
actualisation, when they could do something challenging in life. (For more details, see the 
Singha and Chang chapters).  
 
The last theme that emerged from the implications of the emotional appeals in alcohol adverts 
was the Social Responsibility. The SR themes applied several male and female images that 
concerned the preservation of Thai classical arts, culture, folk wisdoms, and the environment. 
This kind of advert created positive emotional appeals featuring pride, joy, happiness, and 
pleasure, which can be mostly be seen in Regency, Chang and Singha adverts. Noticeably, 
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Regency was the only alcohol brand that employed the images of females from several classic 
Thai fairy tales, representing a social concern of social responsibility such as environment, arts 
and culture. This was in contrast with Singha and Chang, who employed the image of men and 
represented the feelings of men’s pride, joy and happiness when thinking of preserving the 
environment, arts and cultures the Social Corporate Responsibility.  
 
The information/news appeal (AA4) was applied less than the emotional ad appeals in alcohol 
adverts. In other words, the information/news appeal was applied to support the emotional 
appeals that were created in the adverts promoting their brands/products (Belch and Belch, 
2007; Moriarty et al, 2012). Interestingly, it was found that the information/news appeal was 
used in collaboration with the emotional appeals, promoting the advertising campaign for 
building their brand images, and mostly can be seen in Singha and Chang brands. It can be seen 
the information/news appeal was importantly applied to provide news of or information relating 
to upcoming events sponsored by Singha and Chang, including concerts and sporting events. 
The information/news appeal was predominantly used to give details of the events such as dates, 
times and places. The key themes that emerged from using the news appeal were aligned itself 
with previous themes. In other words, it could be argued that the information/news based appeal 
was used ‘to support sales messages… information advertising is seen as a vehicle for helping 
consumers assess value [emotional appeals] through the information’ (Moriarty et al., 2012, 
p.11 & 239).  
 
Consequently, the implication of ad appeal used demonstrated that the emotional appeal or the 
positive feelings (pride, joy, and happiness) were significantly represented in the collectivist 
contents of the Thai alcohol products, building up positive attitudes toward brands. As Berger 
(2000) argued, the emotional advertising appeals are important when used in the ‘branding 
process for brand images, since advertisers/brand builders intend to create the emotional ties 
between certain products or services and individuals who will purchase them over the course 
of their lives’ (Berger, 2000, p199). Significantly, the implications of using emotional appeals 
also reflects the importance of the branding process nowadays which tends to create the 
emotional appeals within their advertising promoting their brands/products, in order to increase 
the products’ appeals. As Pringle and Field (2008) emphasised ‘… it is hard to sustain a 
competitive differential based on tangibles, such as intrinsic product performance or other 
qualities in use. On the other hand, intangibles such as brand reputation and emotional appeals 
and psychological values are enduring, and are gaining an increasing share of importance in 
customer decision-making’ (p.83).  
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4.5 The advertising execution types  
 
As explained in the Literature Review, the advertising execution is a strategy for advertisers to 
project or present their creative ad idea. After all, they have designed the kind of ad appeals 
used. O'Guinn and Semenik (2012) explained that: ‘[advertising execution]… is the message 
strategy… message objectives presented’ (p.342). Belch and Belch (2009) added that 
advertising execution is the way in which the ad appeal is presented once advertisers or brand 
builders identify the appeal used. Belch and Belch stressed that ‘once the specific advertising 
appeal that will be used as the basis for the advertising message has been determined, the 
creative specialist or team begins its execution/presentation. Creative execution is the way an 
advertising appeal is presented. While it is obviously important for an ad to have a meaningful 
appeal or message to communicate to the consumer, the manner in which the ad is executed is 
also important’ (p.299 - 300). In other words, it can be suggested that the implications of 
advertising executions would reflect the use of advertising appeals.  
  
As a result, it has been found that the advertising execution of alcohol advertising tended to 
employ the kinds of positive ad storytelling that make people impressed by the brand images 
that are represented, which corresponded to the implications of the emotional appeals used 
mentioned earlier. This can be seen from the significance of ad executions or presentations used 
such as the feel-good ads’ stories (AE11), building the brand images (AE17), and product 
placement or branded entertainment’s contents (AE19), which were significantly applied, as 
shown in Table 4.14. Correspondingly, the use of advertising executions significantly reflected 
the implication of the emotional appeals used in the alcohol advertising that was discussed 
earlier in this section.  
 
According to the findings of advertising executions, the key themes that emerged from the feel-
good ads’ stories, building brand image ads, and product-placement ads included: the Monarchy 
Loyalty, Thai Nationalism, and Social Corporate Responsibility. The implication of ad 
executions revealed that the feel-good ads were tended apply to build up the positive brand 
images. These feel-good ads building up brand images, can especially be seen in Singha, Chang 
and Regency’s adverts. Each of them tried to create good stories relating in everyday Thai life 
linking with their brand identities, for selling their products. 
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More specifically, the implication of ad executions found that most feel good ads’ contents 
were primarily created through the significance of the Thainess  (Jorgensen, 1995a; Jory, 1999). 
As can be seen that most feel good ads’ stories tended to rely on the conventional values of 
everyday Thai life of how to be good Thai people; (i) should be loyal to the king/monarchy; (ii) 
love of country/nation; (iii) caring, behave following Buddhism instructions. Alongside this, 
there were two other feel good ads’ stories using the significance of transnational capitalism 
such as the ad story of hard working men in the inspirational capitalist theme, and the contents 
of cosmopolitan men who enjoy living life as they mean it in the cosmopolitan theme. (More 
details will be discussed in Singha and Chang chapters)  
 
The type of branded entertainment or product-placement/tie-in advert promoting upcoming 
music & sport events can mostly be seen in the Inspirational Capitalist and Cosmopolitan 
adverts. Significantly, these two themes were mostly represented by Singha and Chang brands. 
For examples, Singha tended to use the ad spots promoting its upcoming music and sport events 
that sponsored MUFC/Chelsea FC and Asanee-Wasan Thai artists, building up the brand 
awareness and experience, promoting the image of inspirational capitalist men who work hard 
to achieve their goals in life, by linking with football clubs’ victories and the inspiring songs. 
Along the same way, within the same ad format, Chang tended to employ the ad spot to promote 
rock concerts, football matches with Real Madrid and Barcelona FC, and ToonBodyslam that 
it sponsored, in order to promote the brand image of men who were well rounded and loved to 
have challenges in life; this represented the Cosmopolitan men theme.  
 
Consequently, the implications of these advertising executions reflected the importance of the 
emotional appeals used in the alcohol advertising, rather than the information/news appeals. 
Obviously, it can be seen from the presentations/executions of alcohol adverts attaching images, 
positive attitudes/feelings and symbolic meanings in its adverts, constructing symbolic meaning 
of the brands, geared towards consumers’ perceptions and social values. As Elliott and 
Wattanasuwan (1998) argued, ‘advertising can also be used as a symbolic resource for the 
construction of narratives to give sense to our life history and personal situation: the soap opera 
is still a mainstay of advertising executions which situates the brand and the consumer in a 
powerful representation of narrative sequence’ (p.133). Along the same lines, in terms of the 
social cultural dynamics, Dyer (1982) pointed out that emotions, images, or ideas in the adverts 
could affect the system of symbolic meaning towards consumers’ understanding, rather than 
products’ attributes (news/information ad appeal). Dyer argued that: ‘we come to accept the 
‘logic’ of the system without question. The signs of other meaning systems, which have certain 
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images, feelings or ideas attached to them, are transferred to the products rather than springing 
from them and are given the status of ‘facts’. We are of course meant to see the meaning of the 
product as already there in its image on the screen as it unfolds. We rarely notice the inherent 
dissimilarity of objects and products placed together’ (p.100). For this reason, it can be seen 
that several leading Thai alcohol brands tried to emotionally build up the symbolic meanings, 
values, or ideal images persuade consumers wanted to possess or be like the models/meaning 
that represented, for selling their products.  
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Table 4.13 The types of Advertising Executions 
 
 
.
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4.6 The types of music used in TV alcohol advertising  
 
Music is very important in advertising and can enhance advertising in several ways. Music in 
advertising not only influences an audience’s emotional response but also attitudes towards 
brands and these could result in purchasing actions (Morris and Boone, 1998). For example, 
background music in an advert can strongly affect an audience’s emotions (Alpert and Alpert, 
1989). Alongside this, the uses of some particular music types that applied in the adverts could 
also signify with the masculine or feminine representations (Cohen, 1997, p.28&29). For this 
reason, the types of music used in the adverts were therefore applied for this analysis.  
  
However, for this study, music used in TV adverts for alcohol is categorised by employing the 
ideas about music types from ‘The Music in the 20th Century’ by Stacy and Henderson (1999). 
Stacy and Henderson mention several types of music from the 20th Century. These include ‘pop’ 
music, a music type mostly relevant to young people which incorporates many music genres. 
‘Dance’ music is a kind of music that contains mostly strong beats and rhythms. ‘Jazz’ is a 
musical style that originated from African-Americans, mainly containing improvisations with 
syncopated tunes and chord patterns. ‘Rock’ music originated from rhythm-and-blues and can 
be divided into rock ‘n’ roll and rock. ‘Electronic’ music is generated from an electronically 
manipulated source. ‘Hip Hop’, also sometimes referred to as rap music, often encompasses the 
subcultures of B-Boy, break-dancing and graffiti. ‘Theatre’ music or musical theatre is mostly 
used in the theatre, ballet or the performing arts, and enhances the expression of the performers 
of what they what to present.  
 
 
Table 4.14 The types of the music used in alcohol advertising on TV 
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As shown in Table 4.15, several styles of music were applied in the alcohol adverts studied. As 
a result, three types of music were often employed: (i) theatre music (41.09%), (ii) pop 
(27.91%) and (iii) rock (27.13%). The key themes that emerged when the theatrical music was 
used were the Monarchy Loyalty and the Social Responsibility. The theatrical music of Thai 
national/heritage instruments was importantly applied as the background music in the 
Monarchy Loyalty and Social Responsible themes, which were represented by Singha and 
Regency respectively. The theatrical music of Thai national/heritage instruments mostly can be 
seen in Singha and Regency brands, especially in the feel-good ads. However, both applied the 
theatrical music of Thai national/heritage instruments in different ways. For example, Singha 
tended to use it to relate to the senses of strong rhythm, when representing the ad story of men 
who do good things for society, in relation to honouring the king. The Social Responsible 
adverts of Regency tended to apply the Thai heritage music in association with the image of 
female presenters wearing classic Thai costumes, when demonstrating the beauty of Thai arts, 
culture, and the environment. The smooth pop music used in alcohol adverts could mostly be 
seen in the SR theme of Singha adverts, when representing the feel-good ads of men doing good 
things for society. Lastly, the key themes that emerged from the rock music used as background 
music in alcohol adverts were the Inspirational capitalist and the Thai Nationalism themes. Both 
applied the strong rhythm of rock music, and related it to the image of men representing the 
story of successful men who wanted to inspire others to achieve their goals in life. While Chang 
used rock music relating to men’s image, when representing the ad story of Thai men who were 
proud of their nationhood.  
  
Consequently, the implications of music genres used as background music in the alcohol adverts 
showed the significance of a particular music genre applied for gender representations, as 
Cohen (1997) argued that the particular type of music could ‘signifies collectives ideas, images 
and meanings, some of which concern gender. Particular instruments, sounds, structures, and 
styles may, for example, connote male or female stereotypes...music and musicians in ways that 
commonly involve reference to well-established gender stereotypes or assumptions’ (p.28 & 
29). It can be seen that several styles of music were applied relating to diffent images of 
males/females promoting alcohol drinks brands. More specifically, the implications of music 
used in the adverts promoting the alcohol brands seem to suggest the importance of rock music, 
which is related with the cultural formation of ‘a masculine form’ such as ‘its sounds, structure, 
and styles’ (Frith and McRobbie, 1990, p.319& 372). Correspondingly, Cohen argued that 
‘…rock music is a source of status and prestige, involving instruments, images, pose, etc. that 
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have come to symbolise male sexuality and power, and it is powerful emotional resource in that 
through rock music men can express ideas and sentiments in manner that discouraged in other 
public settings..[Rock music] comprises with the forms of male activities and styles… [Thus] 
rock music has commonly symbolised masculinity [through the sounds, structures, and styles]’ 
(Cohen, 1997, p.28 & 30). It could be that the rock music has been applied to represent the 
image of men and masculinity in the storytelling of succesful men who wanted to inspire other 
people to achieve goals in life, as can be seen in the Inspirational Capitialist themes. Whereas, 
Chang applied rock music representing the image of Thai men who were proud of their 
nationality and nationhood, representing the Thai Nationalism, as can be seen in the Thai 
Nationalism theme.  
 
4.7 The gender of voice-overs (announcers) 
 
The researcher analysed the voice-overs by a natural differentiation of the pitch and tone in men 
and women. According to a review of all adverts, it has been found that the male voice-over 
was used most frequently in alcohol advertising, featured in 92.76% of the 359 adverts 
analysed. Adverts combining male and female voice-overs were the second most popular at 
3.36%. The female voice-over only appeared in 1.81% of ads.  
 
In other words, the implications of male voice-overs seemed to suggest a process of the 
masculine construction in advertising promoting alcohol brands, since the voices of men are 
culturally regarded as authoritative, signifying masculinity (Fejes, 1992; MacKinnon, 2003). 
As MacKinnon (2003) noted, to make ads more attractive, advertisers mostly wanted ‘the 
narrator's voice to be authoritative and thus, it appears, male’ (MacKinnon, 2003, p.92). In other 
words, this implication suggests that ‘the male voice-over tended to be the dominant voice in 
television advertising, carrying the connotations of the [masculine] authority’ (Fejes, 1992, 
p.14). These can be seen that most alcohol brands tended to employ the voice of male 
announcers, building up the masculinity promoting the alcohol products (see Table 4.16).  
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Table 4.15 The gender of voice-over 
 
For example: the advert about the social responsibility tended to use the voiceovers of old wise 
men, convincing target consumers to being aware of Thai cultural heritages. One of Regency’s 
male voice over said: ‘…conserving our Thai heritages with us forever…Thailand…the land of 
arts and cultures… Be good and make a better society…Regency Thai brandy’. Along the same 
way, the voiceover of old, wise, gentle and clam men, was formally employed in the monarchy 
loyalty adverts, representing the sense of respect/honour to the king/monarchy. As they said: 
‘…All Thai people can smile and keep on fighting with all problems in life again…because the 
king is always by our sides…giving us the encouragements’. The voiceovers of young, funny, 
challenging, energetic men can mostly be seen in the cosmopolitan and inspirational capitalist 
adverts. They said: ‘There are so many challenging things in life…make your choice and enjoy 
it…live your life as you mean it!’.  
 
4.8 Types of the special events in TV alcohol advertising 
 
Special events and sponsorship activity has been found in alcohol brand promotions, especially 
in Singha and Chang adverts. Special events or sponsorship activity is one of the integrated 
marketing communication tools used for brand promotions. Special events or sponsorship 
activity creates ‘brand awareness, brand experience, participation, interaction, involvement; 
[and] creates excitement’ (Moriarty, 2011, p.245). For the process of using events or 
sponsorship activity for brand promotions, O’Guinn et al (2012) explained that it occurs when 
‘a marketer providing financial support to help fund an event, such as a rock concert, or sport 
events, etc. In return, that marketer acquires the rights to display a brand name, logo, or 
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advertising message on-site at the event. If the event is covered on TV, the marketer’s brand 
and logo will most likely receive exposure with the television audience as well. As you might 
suspect, sports sponsorships draw the biggest share of advertising dollars when it comes to 
events’ (p.576). Events or sponsor activity could ‘provide a unique opportunity to foster brand 
loyalty. When marketers connect their brand with the potent emotional experiences often found 
at rock concerts, or sport events’ (ibid, p.580). Importantly, O’Guinn and et al (2012) suggested 
that the styles or types of events/activities that applied promoting the brands/products ‘must 
match with the brand personality’ (ibid, p.581). This means that the types of events/activity 
could enhance the creation of brand images or characteristics towards the consumers’ 
perspectives, so that advertisers/companies must concern themselves with the styles/forms of 
activities, to make sure they reflect or match with the characteristics of brand images or 
advertising campaigns that they promoted.  
 
Following a review of all adverts, it can be seen that the music and sport sponsorship 
activities/events were often advertised in alcohol adverts for building the brand awareness 
amongst target audiences. More specifically, it has found that only two brands (Singha and 
Chang) employed the music and sport activities, or sponsorship events promoting their brands 
for selling their products. These included; (i) the music concerts (TE1) such as Singha Asanee-
Wasan rock concert, and Chang Carabow/Bodyslam rock concerts, and (ii) the football/sport 
events, such as Singha football friendly match events with MUFC/Chelsea FC, and Chang 
football friendly match with Real Madrid/Barcelona FC events.  
 
More specifically, three key themes found from the music and sport sponsorship 
activities/events. (i) The Inspirational Capitalist theme can mostly be seen in Singha brand in 
its key campaign ‘Singha hearted men, the fighting men’ employing since 2010 until the 
present. To promote the campaign, Singha organise free music/rock sport events (masculine 
activities), building the brand awareness and experience of fighting men to achieve goals in life. 
(ii) The Thai Nationalism theme can mostly be seen in Chang brand, specifically in the ad 
campaign ‘we are Thai as we have the same Thai hearts’ airing during 2009 and 2010. The 
approach of using special events to publicise the Chang brand was similar to the approach used 
by Singha. Chang employed rock music activities, the Carabow rock brand, which is popular 
amongst workers/labourers or people in rural areas promoting the image of nationalist men. (iii) 
The Cosmopolitan theme, this can mostly be seen in Chang brand, with its key campaign ‘live 
your life as you mean it’, airing during 2011 until the present. This image is quite different from 
the previous Chang campaign, as it tended to encourage men to decide their own life, while the 
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Chang Thai nationalist seemed to be the collectivist men relying on Thai values. To promote 
this campaign, Chang used similar marketing practice, by employing rock music and 
football/sport activities such as Toon-Bodyslam and the Real Madrid and Barcelona FC, 
promoting the form of men who enjoy living their lives as they mean it.  
 
Consequently, it can be seen that Thai leading alcohol brands tended to employ rock music 
and football/sport activities, building up the senses of masculinities promoting their products. 
This can be seen that the use of rock music promoting the brand images of the fighting men 
and nationhood in Singha and Chang could be regarded as a cultural construction of 
masculinity, as Cohen (1997) argued that ‘music signifies collective ideas, images and 
meanings, some of which concern gender. Since particular instruments, sounds, structure and 
styles may connote male or female stereotypes… ‘Rock music’ has commonly symbolised 
masculinity’ (p.17 & 28). Likewise, the promotion of sporting activity such as football events 
relates with the construction of masculinity. As Connell (2008) stressed: ‘men appreciate the 
importance of sport, fighting, competition, emotional control, and so forth, in a way women 
cannot’ (p.132). More specifically, football involves ‘a certain level of physical confrontation 
and (legal) violence are seen as tests of manhood’ (ibid, p.132). Therefore, the implication of 
using football and rock music activities for promoting alcohol products could be regarded as 
the masculine representations of the alcohol drinks brands, encouraging targets to attend the 
brand experiences’ activities that have been created.  
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Table 4.16 Types of special events in alcohol adverts 
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4.9 The alcohol brands that do co-branding 
 
Blackett and Boad (1999) defined the term of co-branding as ‘a form of cooperation between 
two or more brands with significant customer recognition, in which all the participants’ brand 
names are retained’ (p.7). Moriarty (2011) argued that co-branding is ‘a strategy that uses two 
brand names owned by two separate companies to create a partnership offering… 
Companies/brands are equally present in the product’s design and promotion, and both get to 
build on the other company’s brand equity’ (Moriarty, 2011, p. 52 & 536). Moreover, Washburn 
et al. (2000) noted that co-branding ‘is a win/win strategy for both co-branding partners 
regardless of whether the original brands are perceived by consumers as having high or low 
brand equity’ (p.591). In the meantime, co-branding could enhance ‘the product manufacturers 
to gain more marketplace exposure [to] fend off the threat of private label brands, and share 
expensive promotional costs with a partner’ (Ibid, p.592).  
 
As a result, according to the ad content analysis, it was found that the co-branding technique 
was mostly applied by Singha and Chang brands, by co-sponsoring with the other brands 
promoting the upcoming music and sport events, creating more brand exposures, experiences 
or myths. It can be seen that Singha and Chang both tended to co-branding with the television 
channels or media companies such as Channel 3, BEC/TERO, Bangkok Post Newspaper, and 
MCOT. As discussed in the analysis of advertising appeals and executions used (section 4.4 & 
4.5), the implication of co-branding technique could be seen in the tie-in program, product 
placement or the news/information adverts that provided the details about upcoming events.  
 
For example: as shown in Table 4.19, the ad analysis found that Singha tended to do co-
branding with Channel 3, BEC/TERO, and Bangkok Post Newspaper, promoting its upcoming 
events such as the rock concerts and friendly football matches between MUFC/Chelsea FC and 
the Thai national football team, by which this was to promote the brand experiences of men 
who worked hard to achieve the success in life, in the ‘Singha hearted men, the fighting men’ 
ad campaign. In the same vein, Chang also did co-branding ISUZU and MCOT, promoting its 
events, providing the brand experiences of men who love and proud of being as Thais, in the 
‘we are Thai as we have the same Thai heart campaign’ (See table 4.20). Chang tended to do 
co-branding with ISUZU as they share the same target audiences, to reinforce Chang was the 
brand for local/labouring people in rural areas. In Thailand, ISUZU is the popular 
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pick-up trucks amongst the Thai countrymen, agriculturalists, farmers living in rural areas, 
which is a similar demographic to Chang. For this reason, doing co-branding with ISUZU could 
advantage both, increasing consumer brand awareness and experiences or myths.  
 
Consequently, according to the implications of co-branding sponsoring the special events, it 
could be argued that the alcohol companies applied co-branding technique to increase more 
brand awareness, in relations to the consumers’ experiences. For this reason, co-branding 
technique could be regarded as a part of the process of ‘cultural brands’ mythmaking [that 
articulates] the brands/products serve as a vehicle through which consumers experience myths’ 
(Holt, 2004, p. 35 & 39). As it can be seen from the case of Singha and Chang brands do co-
branding with other brands promoting their special events, building up more the consumer 
awareness.  
 
 
Table 4.17 The alcohol brands that do co-branding 
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Table 4.18The frequency of Singha and co-branding 
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Table 4.19 The frequency of Chang and co-branding
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Table 4.20 Heineken and co-branding 
 
 
 
Table 4.21 Sangsom and the co-branding 
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4.10 Types of celebrity used in alcohol advertising 
 
For the celebrities used in alcohol brand promotions, celebrities or brand endorsers can be 
defined as ‘a person who testifies on behalf of the product, goods, service, or idea’ (Moriarty et 
el, 2011, p. 240 & 616). The reputations of celebrities could appeal and draw the attention of 
the target audience, building brand awareness and recognition and positive attitudes towards 
the products/brands (O'Guinn and Semenik, 2012). Erdogan (1999) stressed that using of 
celebrities is as ‘part of marketing communications strategy [that] is a fairly common practice 
for major firms in supporting corporate or brand imagery… [It can be] an effective competitive 
weapon in mature and saturated markets to differentiate products from competitors’ (p.291 & 
308). This seems to suggest that the reputation or imagery of celebrities exploited by the 
products/brands could draw positive attitudes towards products’ appeal, for selling the products, 
influencing who targets wanted to be, or consume like the celebrities/models in the adverts, in 
order to represent or distinguish who they are in society. For this reason, this can be seen in the 
alcohol product promotions that images of male models/celebrities are significantly employed 
to persuade targets to consume the products or experience the lifestyle/activities like the 
models/celebrities used in the adverts. As Messner & Montez de Oca (2005) emphasised: ‘we 
see these ads as establishing a pedagogy of youthful masculinity that does not passively teach 
male consumers about the qualities of their products so much as it encourages consumers to 
think of their products as essential to creating a stylish and desirable lifestyle’ (p. 1879).  
 
After reviewing all the relevant adverts, it was found that the advertising of the alcohol products 
in Thai society tended to employ the reputations/images of celebrities from Thai singers (TC5), 
sports stars (TC4) and Thai TV-movie stars (TC1), thus building upon their brand images, and 
symbolic meanings, to increase product appeals. More specifically, the celebrities used for 
brand promotions can mostly be seen in the Singha and Chang brands. This seemed to suggest 
that the alcohol drinks brands exploited the reputations of celebrities, which were mostly Thais 
to build their products/brands’ appeals or images, persuading targets that they wanted to be like 
the models/celebrities in the adverts (Belk, 1988). See Table 4.23 
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Table 4.22 The types of celebrity used in alcohol advertising 
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More specifically, as shown in Table 4.24, it can be seen that the Thai male sport and 
music/singer stars, and the global male sport/music singer celebrities, tended to employ by 
Singha and Chang brands. These specially can be seen that the Thai male rock artists (such as 
Asanee-Wasan and Carabow), and the global male sport stars (such as MUFC, Chelsea, 
Barcelona, Real Madrid FC players) were significantly employed as the key dynamics 
promoting Singha Inspirational Capitalist and Chang Thai nationalist images. Alongside this, 
the various TV-movie stars, and celebrities from Thai high society (mainly males) were also 
employed as the keys representing the Singha monarchy loyalty image. By which, they were 
employed to talk about how they love the king, or how they apply the king’s instructions to live 
their lives, building up positive attitudes towards the Singha company. (These will be discussed 
in more detail in the Singha and Chang chapters)  
  
Consequently, the implications of celebrities used in alcohol brand promotions, seem to suggest 
that the alcohol brands, such as Singha and Chang beer brands were tried to exploit the 
reputations of men celebrities in relations to the masculine activities/lifestyles, (such as rock 
music and football), building up the ideal forms of men for selling their products. By which, 
they aimed to make consumers wanted to be like/possess something like the male models or 
celebrities represented in the adverts, to encourage a positive change in their purchasing choice 
(Belk, 1988; Wattanasuwan, 2005). 
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Table 4.23 Genders of celebrities who frequently advertised alcohol on TV, categorised by alcohol brand. 
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4.11 The overall result of themes and gender identities that represented. 
 
Table 4.25 illustrates the overall theme of content and gender representations of the 387 
televised adverts for alcohol from 1st January 2009 to 31st July 2013. By reviewing the adverts, 
seven themes were found. These seven themes were generated from several compositions in 
the adverts, such as, storytelling, ad appeals used, voice-overs, music, male/female celebrities 
and types of events. As a result, there were a range of masculine and feminine representations. 
For instance: 
 
1) Inspirational Capitalist is the theme that talked about men inspiring others to achieve their 
dreams, men’s confidence and ambitions to achieve their life goals. This theme entirely 
employed the image of men. The three codes of Inspirational Capitalist men were: (i) keep 
looking for challenges in life; (ii) men who never stop trying to achieve goals in life, and 
strive to overcome crises; and (iii) men who enjoyed a balance between their work and 
personal life. INS men can be seen in Singha, Johnnie Walker, and Blend 285 adverts.  
 
2) Monarchy Loyalty is the theme that talked about men paying respect and being loyal to 
the Thai royal family. Interestingly, this theme can only be seen in Singha. The Monarchy 
Loyalty represented an image and constructed meaning of men who were concerned with 
respecting and demonstrating loyalty to the Thai royal family. 
 
3) Thai Nationalism theme talked about men who were proud of having a Thai national 
identity, demonstrated by the statement ‘when Thai people want to achieve things in life, 
the result is not inferior to that of any other nation’. Thai Nationalism represented the image 
of the ideal Thai men who are proud of their national identity. The key brand that represents 
the Thai Nationalism theme was Chang.  
 
4) Cosmopolitan is the theme that represented the image of men who are well rounded with 
universal aspirations, who love challenges in life, work hard and play hard, and are 
concerned with Thainess. This theme can be seen in Chang ads. 
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5) Social Responsibility is the theme that talked about giving alms, sacrificing, and 
charity/donation to others in society, the preservation of Thai folk arts and culture, Thai 
cultural identities, and the preservation of the environment and society. Interestingly, the 
SR theme was represented relating to both masculine and feminine images. The 
representation of masculinity talked about men who were concerned with social 
responsibility. The key brands that can be seen to demonstrate this theme were Singha and 
Chang. Three main codes represented the ‘SR men’. First, the men were concerned with 
giving contributions, sacrificing, and donations/charity to others in society, such as donating 
to others and giving educational scholarships for juveniles and poor children in remote areas 
of the country. Second, the men were concerned with the preservation of Thai folk arts and 
culture, such as Thai classical dance, Thai classical literature, Thai folk art and culture in 
pottery, and Thai boxing. Lastly, men concerned with the preservation of the environment 
and society, for example, planting trees to make more green space, saving natural resources, 
i.e. energy, animal conservation, and preserving unseen Thai tourist attractions. There was 
only one set of adverts that represented the femininity promoting the product, which can 
only be seen in Regency brandy brand. Representation of femininity was featured in ‘Social 
Responsibility’. Representations of femininity were divided into two main codes: (i) women 
concerned with preserving Thai folk arts and cultures, Thai cultural identities, i.e. classical 
dances, classical literature, and Thai arts and culture in pottery; and (ii) women concerned 
with the preservation of the environment and society, i.e. planting trees to make more green 
space, animal conservation, and preserving unseen tourist attractions. 
 
6) Friendship theme talked about friendship among male friends who can never be apart, 
being faithful, trustworthy, and helping each other, all of which were represented as being 
the best things for friendship, demonstrated by the statement ‘that’s what friends are for’. 
Helping one’s friends is one of the best things about friendship. The Friendship theme can 
be found in Archa and 100 Pipers adverts. 
  
7) Responsible Drinking is a theme that talked about being responsible by taking a taxi after 
drinking alcohol. It could only be found in Heineken adverts.  
 
Additionally, there was Value Added Advertising (VAA), the adverts that advertised the 
promotion of upcoming events sponsored by the alcohol brands to build brand awareness (for 
example, concerts, performances, sporting events, and other promotional special events). The 
VAA therefore did not present a particular story, and it only aimed to encourage people to 
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attend the events that specific brands sponsored, for example New Year countdown events, or 
business education seminars. (See Table 4.25)  
 
Table 4.24 A summary of the contents of advertisements for alcohol on TV  
from 1st January 2009 to 31st July 2013 categorised by gender and the constructed meanings of themes 
 
 
Consequently, according to a review of all alcohol adverts, drawing upon several techniques 
such as emotional appeals, special leisure events, music used in the background, male voice-
overs, and images of male/female celebrities or brand endorsers used, it has been found that the 
images of men were significantly employed for brand promotions. In other words, this seems 
to suggest the importance of masculinities, which were employed for alcohol brand promotions 
in Thailand.  
 
Several characteristics, such as portrayals of attractive men, were applied for alcohol brand 
promotions. As Aaker explained: ‘human characteristics are commonly applied associating 
with a brand’ (p.347), to build up the brand personality in order to sell the products. Therefore, 
it is the key way of getting the products an advantage to differentiate its brand positioning in a 
product market segmentation and impress the core targets for sales. With this perspective, it 
can be seen that most alcohol brands in Thailand tended to employ the image of men promoting 
their products. Alongside this, in terms of cultural perspective, alcohol consumptions relate to 
the cultural construction of masculinity, as Hirschman (2014) argued that alcohol is one of the 
six product categories that male consumers socially perceived as masculine, since ‘masculinity 
has long been associated with the cultural consumption of liquor and beer’ (p.328). Certainly, 
Messner (2002) also pointed out that ‘the consumption of beer confirms one’s sense of 
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masculinity, solidifies one’s membership in a community of men, and positions men as 
consumers of sexy women’ (p. 127). Likewise, McCracken (1993) studied brand promotions 
and found that alcohol, such as beer consumption, constructs ‘masculinity’, providing ‘the very 
heart of the way maleness is constructed and experienced’ (p. 131). With these reasons, when 
considering the ways in which all ad compositions were represented, it was therefore found that 
the significance of the masculine representations was created to promote alcohol products, as 
brand masculinities, increasing its appeals for sales. It can be seen that most alcohol drinks 
brands employed men and masculinities relating with societal values from everyday life, such 
as to be good men and to be good men, they must respect the king, the queen, preserve 
Buddhism and love the Thai nation, representing the ideal male citizens in order to appealing 
to targets to sell their products. More specifically, these representations of masculinities were 
found in mostly Singha and Chang beer brands.  
 
4.12 Conclusion of the alcohol advertising airing on television 
 
This qualitative content analysis aimed to answer the research questions about representations 
of gender identities and advertising strategies. The findings of the content analysis can be 
summarised as follows: 
 
Masculinity was found to be the predominant gender identity in alcohol advertising that aired 
on television. This can be seen from the representations of gender identity; seven constructed 
meanings of masculinity were identified. These were: (i) men who loved to be loyal to the 
monarchy, (ii) inspirational men who loved to encourage people to achieve their goals in life, 
(iii) men who support and encourage the loving of and pride in Thai nationality, (iv) the 
cosmopolitan men, (v) the friendship of men, (vi) men who drink responsibly, and (vii) the 
Social Responsible male who tries to conserve society, the arts, culture and the environment. 
In comparison, female gender constructions were only associated with the Social Responsible 
woman who loves to conserve the environment, the arts, culture and society.  
  
The implications of advertising strategies used in the adverts indicated that emotional appeals 
were used frequently in the promotion of alcohol products. This can be seen in the way that 
most of the adverts presented were labelled as feel-good ads, emotionally defining the brand 
corporate images, and symbolically tying in to the entertainment programmes as branded 
content or product placement. Of the 387 TV adverts analysed, from across the ten brands, it 
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was found that most brands, especially Singha, Chang and Regency tended to employ 
advertising to promote the overall brand corporate images, talking about social responsibility, 
how to be good people in society, in relation to the king, Buddhism and the nation. Rock music 
and sport sponsorship advertising were the second most significant techniques, and mostly 
could be found in Singha and Chang advertising.  
  
In conclusion, the overall implications of alcohol advertising airing on television hinted at the 
significance of men and masculinities employed as the dynamic for promoting their products, 
as brand masculinities. These can especially be found in the Singha and Chang brands. It can 
be deduced that the creation of the masculinity(ies), could influence consumer purchasing 
behaviour. Moreover, it could be suggested that consumers’ purchasing behaviour is influenced 
to a greater extent by the identity constructs of the brand than the utilities of the product itself. 
As the findings show, emotional appeals, which aim to execute the brand images, are 
constructed to convince the target audience to buy certain brands of alcohol. Furthermore, 
representations of masculinity, which enjoy improving and supporting society, are the most 
frequently used identity constructs. This implication indicates that the masculinity(ies) was the 
predominant identity used in alcohol advertising. It was particularly found in the advertising 
for the brands of Singha and Chang. Therefore, in order to understand how the masculinities 
were used as the dynamic configurations for appealing to targets to buy alcohol products, 
Singha and Chang have been selected as the case studies for this exploration. Since the findings 
of this content analysis suggested that the masculinities were mainly represented by the Singha 
and Chang brands. The next chapter explores the Singha brand in depth, by bringing all of the 
appeals that it used in the brand promotion to understand how Singha produced the 
configurations of masculinities in order to sell its products.  
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Figure 5.1 figure of Singha beer billboard 
 
5.1 Introduction  
 
The developments of global transformations in social, cultural and economic life (Appadurai, 
1990; Harvey, 1990; Robertson, 1992) are key dynamics influencing the emergence of 
hegemonic masculinities (Connell, 1987; 1995; 2005; Connell and Wood, 2005). Such 
transformations include the dominance of finance and commerce, the prevalence of neo-
liberalism and militarisation and they have had a major impact on which masculinities become 
hegemonic. One of the other areas that shape the designation of a hegemonic masculinity is 
advertising. Advertising promotes forms of masculinities that are informed by symbolic values 
such as cultural norms and social values representing ideal images (Appadurai, 1986; Leiss et 
al., 1990; Goldman, 1992; Baudrillard, 1998). They are applied to persuade consumers that 
they want to be like the images/lifestyles that are represented and thus make an informed 
decision in the consumer culture (Belk, 1988; Dittmar, 1992; White and Hellerich, 1998; 
Wattanasuwan, 2005). In global consumer culture of alcohol commodities, the uses of 
masculinities have been highly exploited in advertisements in order to associate specific 
masculine traits with certain brand images (Strate, 1992; Nowosenetz, 2007; Alison J. Towns 
et al., 2012; O’Neill et al., 2014).  
 
The gendered nation of Thailand is based on images, cultures, rituals and social values that are 
unique to Thailand. These, for instance, can be found in television, movies, magazines, 
newspaper, social media, arts, museum displays and so forth. Thus, the gendered nation is not 
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an objective construct, rather more like an imagined community that defines the overall gender 
of the nation (Anderson, 1983; Hall, 1991; Haywood and Mac an Ghaill, 2003b). This can be 
seen from the example of the Singha elite males in this thesis. They symbolically represent the 
sense of soft culture, high collectivism, community, compassion, thoughtfulness, high societal 
association, emotional and caring (Hofstede and Arrindell, 1998; Niffenegger et al., 2006). This 
opposes the features of more conventional masculine countries such as; assertiveness and 
competitiveness in Hofstede’s cultural dimensions (Hofstede and Arrindell, 1998). With this 
perspective, the masculine images that were represented could be suggestive of more feminised 
Westernised versions of manhood (Richmond-Abbott, 1992). A quantitative study of the 
cultural dimensions (Hofstede and Arrindell, 1998), indicated that Thailand had low 
significance scores in ‘individualism and masculinity indications’. This perspective 
demonstrates that Thailand has a high collectivist culture, low significance of masculinity as 
people tend not to be assertive and competitive, and are more inclined to be submissive which 
again reinforces the idea that Thailand, as a gendered nation, is more feminine (Hofstede and 
Arrindell, 1998; Niffenegger et al., 2006). It is, however, this implication of the masculine 
knowledge that seems to be an extrapolation of Western models of masculinity onto the Thai 
alcohol market. Since it seems to be relying on a natural fact or a fixed type of masculinity, it 
downplays the understanding of cultural contexts of masculinities in a contemporary society, 
which may be made in different ways with a diversity of cultural resources (Connell 1987; 
1995; 2005, Haywood and Mac an Ghaill, 2003). With this in mind, Connell suggested to also 
explore the cultural dimension of how masculinities are constructed in a contemporary world, 
as a ‘gender project’, not defining the masculinity as ‘a stable object of knowledge’ (Connell, 
1995, p.72 & 33). Connell argued on the role theory that only focuses on measuring of 
masculinity that: 
 
‘…exaggerates the degree to which people’s social behavior is prescribed. But at the 
same time, by assuming that the prescriptions are reciprocal, it underplays social 
inequality and power. For all these reasons ‘role’ has proved unworkable as a general 
framework for social analysis’ (Connell, 2005, p. 26).  
 
Connell (2002) explained that: ‘gender is a social structure, but of a particular kind. Gender 
involves a specific relationship with the bodies. This is recognised in the common sense 
definition of gender as an expression of natural difference, the bodily difference of male from 
female. What is wrong with this formula is not the attention to bodies, nor the concern with 
sexual reproduction, but the idea that cultural patterns simply ‘express’ bodily difference’ (p.9). 
In this way, Connell proposed an approach to masculinities that:  
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‘…rather than attempting to define masculinity as an object (a natural character type, a 
behavioural average, norm), we need to focus on the process and relationship through 
which men and women conduct gendered lives. ‘Masculinity’, to extent the term can be 
briefly defined at all, is simultaneously a place in gender relations, the practice through 
which men and women engage the place in gender and the effect of this practice in 
bodily experiences, personality and culture’ (Connell, 2005, p.71). 
 
From Connell’s point of view, it could be said that masculinities are a cultural practice or 
configurations by consent of the people in a society. They are not a fixed type, or set of traits, 
that could be measured by quantitative methods, since they cannot explain the cultural 
dimension of how masculinities are constructed in a contemporary world. Significantly, Holt 
(2003) also affirmed the power of cultural dynamics of masculinities’ dimensions onto the 
formation of cultural brand masculinities. Holt (2003) argued that alcohol/beer brands heavily 
apply the ideals of masculinity relating to cultural dynamics constructing the brand masculinity 
to increasing products’ appeals and sales. Holt noted that: ‘cultural brands [brand masculinities] 
are brands for which the product serves as a vehicle through which consumers experience myths 
that symbolically ‘resolve’ contradictions in society’. Holt also explained that Budweiser beers 
heavily use the ideals of masculinity to promote the brand as masculine. Consequently, the key 
focus of this chapter is to explore the power dynamic of cultural dimensions of masculinities 
that Singha applied to promote its brand, as the brand masculinity for increasing its brand appeal 
and product’s sales. 
 
By relying on the subjectivistic epistemology, this study employed a constructivist approach 
(Guba and Lincoln, 1994: 2005: 2011; Silverman, 2000), interpreting how the Thai leading 
alcohol brands constructed the masculinities for selling their products. More specifically, this 
Singha discussion chapter is therefore built up from a range of qualitative methods including a 
qualitative content analysis of television advertising, in-depth interviews with the Singha 
Marketing Director and focus groups with consumers. This was in order to investigate how the 
masculinities engaging with Singha brand, building its brand as brand masculinities to achieve 
the market dominance in Thailand. More specifically, the content analysis was firstly applied 
to identify the codes and themes of masculinities that Singha represented in the television 
advertising. Secondly, an in-depth interview with Singha Marketing Director was employed to 
reaffirm and narrow down the themes that based on the content analysis’ findings, as well as 
explore specific themes. And, lastly the focus groups with consumers were applied to explore 
how they understand those Singha masculine themes that represented on for brand promotions 
(see chapter 6).  
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Significantly, this thesis argues that masculinities are created and used to promote brands by 
creating positive attitudes and lifestyles aimed at the brand's male targets (Schroeder and Zwick, 
2004; Schroeder and Salzer-Mörling, 2006). More specifically, it is argued that Singha extracts 
representations from lived Thai masculinities and forges them into a brand masculinity. These 
are applied in association with Integrated Marketing Communication (IMC), building the brand 
experiences and brand awareness (Pine and Gilmore, 1999; Schmitt, 2000; Douglas B. Holt, 
2003b; Douglas B. Holt et al., 2004; Belch et al., 2012; O'Guinn and Semenik, 2012). In terms 
of the Thai consumer culture of alcohols, this thesis is arguing that Singha is the dominant brand 
and thus is generating a hegemonic brand masculinity in order to increase its product appeal. It 
is suggested that Singha advertising dominates three key parameters that this thesis has 
examined, namely; (i) the alcohol advertising on television in Thailand during the specified 
period, (ii) the alcohol-beer market,5 and (iii) the top ten of Thailand’s most admired beer 
brands.6 The evidence in this thesis found that Singha constructed the ideal images of 
masculinity in order to aspire to and maintain a hegemonic position in the market. It does this 
by promoting a number of characteristics derived from ‘real’ men’s lives (or lived 
masculinities); a Thai modern man, who is middle class, aged around 25-40, professional, 
successful and a leader in the community and with his peers. 
 
Alongside this, in terms of the men’s body and physicality, the implication of the findings 
reveals that the projections of Thai men’s bodies and physicality were absent from the Thai 
alcohol promotions. This is because the changing of state’s regulations that not allow to 
advertise the sex appeal contents on the alcohol brand promotions in Thailand. So that, the 
portrayals of men’s bodies as resources of self-expressions of individuality like in the western 
context(Gill et al., 2005; Nowosenetz, 2007; Alison J. Towns et al., 2012). However, the 
implication of the absent projections of Thai men’s bodies in Singha brand promotions seems 
to suggest that the good acts of men and masculinities are far more important to become 
masculinity, -good act is far more than you do for yourself. As can be seen from the implication 
of the overall men and masculinities tended to project involving with the ideal forms of good 
                                                
5 The records conducted by Euromonitor international, in the category of alcohol drink and beer market in Thailand in 2013. 
6 The 10 alcohol brands have been selected from of the top five of ‘Thailand’s most admired brands 2013’. These are from the 
liquors and beers categories that were advertised on television. The research was conducted by the Brandage Research Team 
of the BrandAge marketing business magazine, widely recognised by the business industry and by academic scholars.  
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Thai men that link to the collectivist values such as national identity, community and cultural 
citizenship, loving of the Thai nation, Buddhism, and the king.  
 
This chapter tells the story of what Singha does to create an appealing brand masculinity. 
Critical to the formation of the brand masculinity are three masculine representations that are 
drawn from everyday Thai life. The first and major masculine representation is that of the king, 
then followed by the Inspirational Capitalist and Social Responsibility. The chapter explores 
these representations and how they are embedded into the brand. The chapter also highlights 
how Singha brings these different masculine representations together, primarily through the 
invocation of the notion of Thainess. Alongside this, the focus groups exploring how consumers 
perceived Singha representations, also reveal how these Singha masculine representations 
contradict and ultimately create fragility within its brand masculinity (seen the continued 
chapter 6, Interpreting Singha representations). However, in order to explore how Singha uses 
lived masculinities to enhance its brand, this section begins to map out the historical dynamics 
that have formed and continue to inform marketing strategies.  
 
5.2 Singha history and its market share  
 
When considering the history of Singha, it is clear to see that Singha has learned several lessons 
from the socioeconomic transitions (as established since 1933), especially the epic battle 
‘Singha VS Chang beer’ (Siripai, 2007; The Manager News, 2011a; 2011b) . (See the 
comparison chapter Singha VS Chang). The battle happened between 1996-1998 during the 
Thai economic recession known as the ‘Tom Yum Kung’ crisis (Prachachatthurakit News, 
2009). Figuratively, it is argued that there was a competition between two masculine 
archetypes: Singha - ‘elite man’ - VS Chang - ‘local man’. The battle forced Singha to adapt to 
social and economic changes, due to global and local transformations as this economic crisis 
affected and ultimately, it could be argued, changed consumer lifestyles (such as sensitivity to 
price). This period allowed a new cheaper beer, Chang, to emerge onto the Thai alcohol-beer 
market (Siripai, 2007; Chaninya, 2009). Unfortunately, due to the premium image of Thai’s 
oldest beer, with an image relating to the elite Thai middle class man (Louiyapong, 1996), 
Singha had lost its overall market share to Chang beer by 2003, and was left with approximately 
24% of the overall market share. Prior to the emergence of Chang beer, Singha used to dominate 
the Thai beer market with some 80-90% of the market share (Damrongsoontornchai, 2013). 
Chang was promoted as the hope for the future of ‘grassroots’ or people in rural areas, which 
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was a mass market - a low but prestigious image with a cheap price (Treerat, 2007; The Manager 
News, 2011). Chang used the Thai rock brand Carabao, promoting the campaign of Thai 
nationalism, which the majority of population could access, as it was one of the most popular 
Thai rock-country bands for lower class people in Thailand (Cayla and Eckhardt, 2008). Cayla 
and Eckhardt (2008) argued that: ‘…Chang Beer… proudly articulates a national identity 
[promoting the brand]… Chang appeared during the economic crisis of 1998 and it signified 
the hope for the future. [While] Singha was destroyed almost overnight because it signified the 
past… Chang Beer illustrates the emphasis on the future… The brand has relied heavily on Thai 
rock band Carabao singing about the “authentic Thailand” of rural areas and farmers to 
reinforce its position as the truly Thai beer’ (p.222). In other words, regarding the evidence in 
this thesis, this implication represented the Chang brand image of Thai Nationalist man, who 
loves and is proud of the nationhood (see Chapter 7).  
 
It took nearly a decade for Singha to re-establish itself and to become a market leader again in 
the Thai alcohol/beer market. By re-branding and strategising, it had almost 50% of the market 
share by 2007, and about 60% in 2011 (Euromonitor International, 2013a). (See Figure 5.2)  
 
 
Figure 5.2 The chart demonstrates the comparison in sell volumes between 
Singha and Chang during 1995- 2009 (B.E. 2539-2552) 
Source by: Singha Corporation Co, Ltd. 
 
Indeed, the globalisation of the free market broadened the visions of the dominant Thai brands 
to a more global outlook. The evidence in this thesis found that Singha already occupies overall 
dominance in the Thai alcohol beer market with its strong Thai masculine brand identity leading 
to broader consumer loyalty and widespread popularity in a domestic context. Singha currently 
exports globally and has tended to pay attention to the regional and global market in recent 
times, especially the ASEAN Economic Community (AEC). Of key significance is that an elite 
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Thai male image is used to promote the brand locally - ‘local consumer culture positioning’ - 
and the extension of the elite male image is also employed to market the product globally in an 
example of ‘global consumer culture positioning’ (Alden et al., 1999; Cayla and Eckhardt, 
2008). The Singha MD, C. Wiratyosin, stressed the challenges of moving from the domestic 
market to a global market once the ASEAN Economic Community (AEC) officially opens. He 
said that: 
 
 ‘...Today, I have 60 million customers in Thailand, but after we begin the Asian 
Economic Community (AEC), the number of customers will become 600 million. We 
have to plan how to get in touch with these people. This does not yet include Singha’s 
existing market. It is challenging that there are many changes to the world and we have 
to adapt ourselves to these changes.’  
 
At present, Singha’s overall company sales are ranked in the top six in Asia, with a longer term 
goal of being in the top three (Thunyawat chaitrakulchai, 2010; The Manager News, 2011b). 
However, to examine Singha’s success in the global marketplace is conjecture and beyond the 
scope of this thesis and more research is needed to examine the progression of local to global 
brand. The difficulty is how Singha moves from marketing that is highly dependent on Thai 
symbols of masculinity towards a more international market where such symbols might not 
have symbolic purchase with the audience.  
 
Arguably, the success of Singha is also dependant on trends in global consumer culture, arising 
from the Western norm, in the forms of cultural imperialism due to the globalisation 
development of transnational neoliberal markets (Ritzer, 1993; Cayla and Eckhardt, 2008). As 
Alden et al. (1999) emphasised: ‘globalisation is a relatively recent phenomenon that affords 
marketing managers new opportunities as well as threats. One opportunity is the growth of 
global consumer segments that associate similar meanings with certain places, people, and 
things. Paralleling the growth of global segments is the emergence of global consumer cultures, 
shared sets of consumption-related symbols (product categories, brands, consumption 
activities, and so forth) that are meaningful to segment members. Mass media programming, 
flowing primarily from the United States, has played a major role in the creation, learning, and 
sharing of such consumption symbols’ (p.75). As a consequence, it is evident that the 
emergence of global markets has encouraged Thai alcohol manufacturers to adopt sophisticated 
global marketing trends and branding approaches, such as the use of various marketing 
communications or a so-called Integrated Marketing Communications (IMC) approach, to 
reach most consumers’ points of contact to the brands. More specifically, this is clearly 
exemplified by Singha in their adoption and execution of the sophisticated advertising and 
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branding approach (Pine and Gilmore, 1999; Schmitt, 2000; Douglas B. Holt, 2003b; Douglas 
B. Holt et al., 2004). For example; Singha has uniquely constructed the ideal images of Thai 
masculinity(ies), by basing on the traditional values of Thainess (love nation, Buddhism, and 
the king). Alongside this, evidence in this thesis also shows that Singha exploited the Integrated 
Marketing Communication (IMC) technique for brand promotions, trying to reach all the 
contact points within the targets, such as employing music and sport to let consumers access 
the Singha brand experience (The Manager News, 2011a; Belch et al., 2012; O'Guinn and 
Semenik, 2012). As indicated in the previous chapter, music and sport activities has become as 
a means to build up the (masculine) brand awareness and experience, with the target consumers.  
 
The most potent example of this is in the ‘Singha: the brave hearted men, the fighting men, 
campaign’ that sponsored Manchester United and Chelsea, English Premier League football 
clubs, while integrating TV commercials, promotional activities and public relations. It is 
argued that these modes of communication symbolically promoted a ‘masculine’ character of 
the Singha brand identity. Certainly, Singha spent a huge amount of money on advertising and 
branding to consistently reach the widest target audiences, affirmed by the Singha MD, C. 
Wiratyosin, who admitted: 
 
‘…we don’t deny that we spend considerable amounts of money - over 1,000 million 
Thai Baht (about £18.18 million) each year- on advertising and branding to remain the 
most popular brand of our target consumers.’  
 
Furthermore, he confirmed that social media might be the future for Singha brand promotions 
to keep pace with the changes in consumer lifestyles (Mangold and Faulds, 2009; Asur and 
Huberman, 2010). It is considered that the new communication channels could be accessible to 
consumers individually in order to buy into the masculinities that were promoted by and through 
Singha beer since the current legislation concerning on the alcohol advertisements has not 
covered the internet/social media yet.  
 
Therefore, there is a gap between the regulation of advertising on television and online. This 
gap means that the social media/internet channel will allow Singha to contact the target directly. 
Thus, Singha employ internet bloggers/ web pages to promote the brand, spread the news, as 
viral marketing on the internet about Singha's activity aimed at the target. The Singha MD 
stressed that: 
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‘…If you use the internet channel, you will have the exact group of audience. You can 
also have a group of audience from TV. Asked if TV is the most important media, I think 
not. You can check viewers of some online series, bloggers, and web pages. They made 
quite a high impact. It may be a lot more than a free TV drama on TV. Like… the 
Gangnam Style music video was watched by 4-5 billion viewers on YouTube. That is 
more than the American population. So you do not need to reconcile TV, but you have to 
know how to use the media and how to communicate to the audience.’  
 
This perspective of the Singha MD, C. Wiratyosin, confirmed that the internet and social media 
would be the potential media channel to communicate with the target audience in the future. 
Noticeably, to promote the brand on social media could benefit Singha in several ways, for 
instance: customer relationship management in real time, building brand awareness and loyalty 
directly to the target audiences (Mangold and Faulds, 2009; Nicholls, 2012). Posting on social 
media could be repeated often, and interactions with target audiences happen in real time, which 
would benefit the brand in terms of providing reminders. Therefore, the scope of Singha needs 
to be contextualised. ‘Singha’ refers to a product brand name, a corporate company brand name, 
and covers the sales volume term of the entire Singha alcohol brand portfolio which are; Singha, 
Leo, and Thai beer (Chaitrakulchai, 2010; The Manager News 2011a; 2011b, Euromonitor 
International, 2012; 2013a; 2013b;).  
 
Evidence seems to suggest that Singha is regarded as a dominant brand, representing masculine 
constructions in association with sophisticated Thai identities in their advertisements 
(Louiyapong, 1996). Furthermore, Singha is socially recognised as part of the Thai cultural 
mythology, as a result of the longevity7 of the brand itself in Thai society and culture (Sinsuwan, 
2012). The ideology in Thai culture of ‘Thainess’ is incorporated into the advertising and 
branding of Singha. Thainess and Thai culture are significantly influenced by the Thai holy 
trinity, which are: Nation, Religion (Buddhism), and the Monarchy (The King) (Jorgensen, 
1995a; Jory, 1999). As Jorgensen (1995) noted: the three pillars of Thai national identity are 
‘inseparable from culture, and this identity is based on the ‘holy trinity’ of Nation, Religion, 
and King (Chad Sassana Pramahakasat in Thai). These principles, a mutually reinforcing triad 
known as Lak Thai (love Thai) codify the official Thai identity and provide one another with 
mutual support, protection, and/or legitimation’ (Jorgensen, 1995, p.34). Correspondingly, 
Niels Mulder (1985) argued about the Thai national identity occurring in everyday life in 
Thailand: ‘in the Thai national “civic” ideology of Nation (the encompassing ritual 
community), Religion (common ritual and beliefs), and the King (uniting prakhun, or moral 
                                                
7 Singha was founded in 1933, making it the oldest Thai beer brand.  
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goodness, and pradecha, or righteous power) the national community celebrates itself and is 
seen as the “safe” home in an unruly wider world’ (Mulder, 1985, p.180-181).  
  
The significance of the three pillars of Thai identity are embedded into Thai social values and 
norms for every Thai person to adhere to in their everyday life. For example, this can be seen 
that in every [primary and secondary] schools in Thailand that cultivate Thai juveniles to pay 
respect and be thankful to the Thai ancestors, Buddhism, and the monarchy, by encouraging 
them to sing the national anthem, occasionally taking the loyalty oaths (scouts’ activities) and 
pray (following Buddhism instruction) every morning before starting classes every day. More 
specifically, the expectation of this cultivation is that good Thai people should be grateful to 
someone that used to help them or their parents. This is therefore related to the three pillars. For 
example: to respect and be grateful for Buddhism, respect older/senior people, be grateful to 
parents, take care of parents, family or relatives, and be loyal, and honour the king/royal family 
in relation to the nation (Esterik, 1999; Peter A. Jackson, 2004a). It can be seen that these norms 
relate to the dominant ideologies of the three pillars of Thainess that are represented in Singha 
advertising. They can be explained thusly: the king, who everyone respects as the godfather of 
the nation, which all Thai people are grateful for, has developed the nation and preserved 
Buddhism as the national religion. The king is regarded as having done good things for the Thai 
people in every way and therefore could be regarded as the father of the family. Thai people 
are regarded as the king’s children. Therefore, to be good Thai people in Thai culture, Thai 
people are culturally taught to take care of their parents or family, love and respect the King, 
nation, and Buddhism as well as taking pride in their nation. In other words, the Thai Holy 
Trinity demonstrates the dominant ideology of Thai culture in everyday life (Mulder, 1985; 
Jorgensen, 1995; Jory, 1999). Consequently, those three pillars were blended with global 
aspects of capitalism to create masculinity(ies), constructing the ideal male images thus 
increasing the product’s appeal and persuading target consumers. It is the unpacking and 
analysis of the masculinities in the Singha brand that we now explore.  
 
 
5.3 ‘The Singha Man’: Transforming men’s lives into a Brand Masculinity  
 
After reviewing all the adverts, drawing upon several techniques such as emotional appeals, 
special leisure events, background music, male voice-overs, and images of male/female 
celebrities or brand endorsers used, it has been found that Singha created three different forms 
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of masculinity(ies), increasing its product appeal for sales. Arguably, the evidence in this thesis 
confirmed that Singha is a cultural brand that greatly uses the significance of masculinity(ies) 
to provide a sense of the Singha brand experience in promoting its brand, as the brand 
masculinity (Holt, 2003a). As Douglas Holt (2003a) argued, the cultural beer brand promotions 
heavily employ the brand experiences combined with the ideals of masculinity to promote the 
brand as brand masculinity: ‘cultural brands are brands for which the product serves as a vehicle 
through which consumers experience myths [of masculinity] that symbolically ‘resolve’ 
contradictions in society' (Holt 2003a). This can be seen that Singha appealed to a number of 
gender myths in order to project its brand, and resolving the social contradictions of how to be 
good people in Thai society, building up the companies’ brand images.  
 
The three different forms of masculinity that Singha represented are: 1) an image of men 
associated with paying respect and showing loyalty to the Thai Monarchy, called ‘Monarchy 
Loyalty (ML)’. This appeared in 53 adverts, the most used technique; 2) an image of capitalist 
men who love inspiring others to fight and achieve in life, called ‘the Inspiration-Capitalist 
(INS)’, which ranked the second, appearing in 47 adverts; and 3) an image of men associated 
with a sense of preserving the local culture, society, art, folk wisdoms, environment, and all 
other Thai identities which is referred to as ‘Social Responsibility (SR)’, and featured in a total 
of 40 adverts (see Table 5.1).  
 
 
Table 5.1 Summary of the contents of advertisements for alcohol on TV 
From 1st January 2009 to 31st July 2013 categorised by gender and the constructed meanings of themes 
 
In terms of the consumer culture, the three representations of masculinities are the ideal images 
of men which symbolically reflect global and local values of aspiration and consumer desire 
(Belk, 1988; Wattanasuwan, 2005). The masculinities that are used in advertising and branding, 
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are also provided to consumers to allow them to experience the sense of the Singha brand (Holt, 
2003b; Belch et al., 2012; O'Guinn and Semenik, 2012). As Pine and Gilmore (1998) argued 
about the significance of exploiting the brand experiences for brand promotions in today’ s 
economy that: 
 
 ‘… [brand/product] experience is not an amorphous construct; it is as real an offering 
as any service, good, or commodity. In today’s service economy, many companies 
simply wrap [brand/product] experiences around their traditional offerings to sell them 
better… While prior economic offerings - commodities, goods, and services - are 
external to the buyer, [brand/product] experiences are inherently personal, existing only 
in the mind of an individual who has been engaged on an emotional, physical, 
intellectual, or even spiritual level’ (Pine and Gilmore, 1998, p.98& 99).  
 
For this reason, it can be seen that nowaway the companies or manufacturers tend to sell their 
products, by attaching the intangible assests such as brand experiences, feelings, values, in order 
to provide the unique brand attitdues towards target consumers. Singha tried to create particular 
values such as loyalty to the monarchy, inspirational capitalism, and care following Buddhist 
traditional norms, appealing its targets across Thai society. Hence, the following discussions 
explore the representations of the three popular Thai masculinities that Singha uses to construct 
a brand masculinity. It is this brand masculinity that is being promoted to win the market share 
in alcohol sales.  
 
5.4 Monarchy Loyalty (ML)  
 
Figure 5.3 The Singha advert celebrated the king's Birthday on 5th December 2012 
 
The social value of being loyal to and honouring the king/monarchy has been exploited in 
Singha advertising and its branding approach, as can be seen in Figure 5.3. Due to the cultural 
influences on Thai cultural norms of Buddhism, the Thai king and monarchy are elevated as 
the superordinate, one of the most respected institutions in the Thai social hierarchy (Benedict, 
1952, Jackson and Cook, 1999, Loo, 2006). The Thai king is regarded as the ‘dhammaraja’ (ธรรม
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ราชา), the absolute king who is concerned with the Buddhist orientation of righteousness, 
compassion and piety (Fong, p.689). For this reason, the king is highly respected as the 
superordinate, ‘the father of the nation, and a patron of Thai Buddhism’ (Ibid, p.639). Many 
elements of society hold the king and monarchy in the highest regard (Jackson, 2004a; b) . For 
example, it is a crime in Thai society to publicly criticise the king and this crime is punishable 
by 1 month to 15 years in prison or a fine between 1,000 Baht and 200,000 Baht (around 20-
4,000 GBP), or both (Thai Criminal Law, 2015). Singha tries to exploit the population’s fierce 
loyalty and honour of the monarchy by directly referencing the royal image, and employ 
advertising to construct a role model of male citizenship: ‘a loyal man’, who is loyal to and 
honours the king and monarchy. It is similar to ‘the loyal men practice’ that was founded under 
the reign of the sixth King of Bangkok; Vajiravudh in 1910–1925 (A.D), during the time of 
Siamese nationalism (Thailand’s former name), a process of modernisation that built the nation 
state (Reynolds, 2014). As Reynolds (2014) argued:  
 
Vajiravudh advanced Siamese nationalism by debating against advocates of the populist 
nationalism rising up in the public sphere… Soldiers entered into a pact with the king, 
pledging their fealty and vowing to lay down their lives not only for the nation but also 
for the king. By his example, Vajiravudh authorised a model of male behaviour. This 
code of male honour with elements of masculine self-control and service is found in 
many societies and is not unique to Thailand. Vajiravudh’s Wild Tiger Corps has a place 
in the paramilitary heritage of Thailand’s modern history, and the loyalty oaths he 
required of the Tiger Corps members have become an essential element of modern Thai 
military culture. The combination of fighting for the king and fighting for the nation 
was initiated in the sixth reign, a martial code that was eagerly co-opted by military 
governments and military-aligned governments that came to power after 1932… The 
willingness to die is proof of loyalty to the king’ (p.274 & 275).  
 
From this occurrence, it can be seen that the cultural value of ‘Thai men should be loyal to the 
king’ had originally been raised, and significantly built up the social expectation of how good 
Thai male citizenship should be in Thai society. Evidence in this thesis found that Singha tried 
to exploit this practice, linking with its brand identity, building up the brand image of Thai male 
citizenship who loyal to the king, for selling its product. At this point, this social value that 
Singha has used culturally reflects the patriarchal society, a sexually conventional family unit 
with the fatherhood (the king) who is the family leader, and the cult of domesticity (the queen) 
(Connell, 1987; 1995; 2005; Haywood and Mac an Ghaill, 2003). The expectation of the mother 
(the queen) is that the male is the leader and women are subordinate, with women supporting 
men. Singha beer is represented as a drink for men, which is very clear on examination of their 
branding and marketing. The present King of Thailand, Bhumibol Adulyadej, is culturally 
regarded as the father of the nation which is a patriarchy involving the multi-strand control of 
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the state authority (Peter A. Jackson, 2004a; Fong, 2009). Loos (2006) argued that the ‘king’s 
role’ in Thailand is regarded as the most privileged, ‘the sole agent of national independence’, 
which reflects ‘the roots in notions of power and the masculinity… ’ (p. 1037 and 1038) . 
Furthermore, Thai people are commonly regarded as the king’s children and are traditionally 
taught to be honourable and loyal to the king and everyone in the monarchy, again reinforcing 
the idea of male dominance and the patriarchal image of the man being the head of the 
household (Reynolds, 2014) 
 
Arguably, this image in Singha branding is a reconstruction of the Singha new-age male image 
studied by Louiyapong (1996) who found that the image extended beyond just being loyal to 
the monarchy but also encouraged a general social contribution. As Louiyapong (1996) noted 
about the Singha new-age male image: ‘it is an ideal type of men who are aware of current 
social issues such as the nation, religion and being loyal to the king… the ideal type of men 
who do not think only about themselves but also about ways to relax or have some fun but also 
think of good things for social contribution’ (p.136 & 160). In comparison, the current Singha 
ML is more intense and focuses on respecting or honouring the king and the monarchy. It is 
argued that the king has been working hard for the Thai people by developing the countries, 
solving poverty in several remote areas, and so on. As a result, Thai people should be grateful 
of the good that the king has done for the country and think of ways to do good things for the 
country and the king to reciprocate.  
 
Significantly, Singha can be seen as trying to exploit Thai cultural values of faithfulness to the 
king to tie in with its brand, representing the ideal type of Thai male citizens that must be loyal 
to the king. Furthermore, the colour yellow that is used in the Monarchy Loyalty adverts does 
not only represent the Singha brand identity, but also the colour yellow is commonly recognised 
among Thai people as the king’s colour (Hewison, 2014). Stengs (2012) noted that: ‘yellow is 
the colour of Thailand’s present monarch King Bhumibol Adulyadej’ (p.63). Yellow was also 
applied to symbolically represent the king in the Singha ML image. In a study by Louiyapong 
(1996) about Singha beer advertising during 1976-1996, Louiyapong argued that ‘the yellow 
colour of Singha beer bears a similarity to the colour gold, which has connotations of value and 
wealth’ (p.123). Therefore, Singha beer is like a valuable item worthy of high-class men or a 
premium look, which was reinforced when Singha launched a new advertising campaign for a 
new product called ‘Singha Gold’ in 1986. Regarding these current findings, it could be said 
that yellow adds more connotations by associating the Singha brand with the monarchy’s 
colour, which hints at a royal endorsement. These associations could be decoded so when 
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consumers drink Singha, it represents the high-class men, who love and honour the king and 
monarchy. It also signals that to criticise the brand or to switch to a different brand is a lack of 
loyalty that resonates with a lack of loyalty to the king.  
 
This version of Singha beer and the lived masculinity of the king, means that the brand can act 
like a royal proxy, taking the values of the king and absorbing them into the Singha brand 
masculinity (Moriarty et al., 2012). For example, the utilisation of moods and tones in the ML 
masculine representations in television advertising were predominantly feel-good ads that 
appealed to personal and social-based feelings (Belch et al., 2012). They mostly represented 
happiness, joy, and pride in the king and queen. It could be argued that those feelings and stories 
emotionally impact Thai society as they are based on true stories that Thai people collectively 
recognise. Smooth music, male announcers (Fejes, 1992) and male celebrity endorsers (Gee, 
2013) were mostly used to represent a particular kind of men and masculinity(ies) who worship 
the king and the monarchy. The overall impression of the adverts using ML are that they have 
strong strands that employ traditional masculine imagery (see Table 5.2). 
 
Table 5.2 The types of Advertising Executions categorised by sets of men imaged contents  
 
For example: one ad campaign was called ‘Smile and keep on fighting’, inspired by one of the 
king’s most favoured mottos. This ad was aired during 2010, see Figure 5.4. The advert adopted 
the king’s philosophy of Sufficiency Economy, promoting the Singha ML image. The king’s 
philosophy of Sufficiency Economy is ‘a holistic concept of moderation that acknowledges 
interdependency among people and with nature. It calls for a balanced and sustainable 
development as its objectives of development’ (Piboolsravut, 2004, p.1). Therefore, the concept 
of the Sufficiency Economy stressed:  
 
‘…the middle path way as the overriding principle for appropriate conduct by the 
populace at all levels. This applies to conduct at the level of the individual, families, 
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corporations, and communities, as well as to the choice of a balanced development 
strategy for the nation so as to modernise in line with the forces of globalisation while 
shielding against inevitable shocks and excesses that arise… Sufficiency means 
moderation and due consideration in all modes of conduct, as well as the need for 
sufficient protection from internal and external shocks… a balanced approach 
combining patience, perseverance, diligence, wisdom and prudence is indispensable to 
cope appropriately with critical challenges arising from extensive and rapid 
socioeconomic, environmental, and cultural changes occurring as a result of 
globalisation’ (National Economic and Social Development Board 2004, p.5). 
 
As a result, the idea of the king’s philosophy was applied to encourage people to live life in a 
balanced (humble) way within the capitalist world, by employing the three principles of 
moderation, reasonableness, and self-immunity (Piboolsravut, 2004; Chalapati, 2009; 
Pruetipibultham, 2010). The advert therefore represented the ideal Singha male citizen who is 
loyal to and honours the king, as per the king’s instructions. Also, this ad campaign reflects the 
patriarchal authority of the king who is regarded as the father and leader of the country. The 
adverts employed various social classes of people representing honour to the king such as: 
academic scholars who received the king’s scholarship to study aboard, the children from hill 
tribes in a remote part of the country where the king had built the school for them so that they 
did not have to travel to study in the city, ordinary people, and even celebrities.  
 
Within the same ad campaign, the ad portrayed a sergeant, Mr. Kean Soisom, an ordinary traffic 
policeman, a working class person who employed the king’s motto (‘Smile and keep on 
fighting’) to encourage and inspire people to keep on fighting when facing a crisis in life. The 
advert suggested that even though he was a traffic policeman with a small salary, he was 
satisfied with his poorly paid job and was proud of being a traffic policeman, serving people. 
The advert aimed to convey to everyday people that the challenges in life were incomparable 
to what the king had sacrificed to develop the country to create a higher standard of living for 
his people. It encouraged people to adopt the king’s philosophy towards self-fulfillment in order 
to be more content with their lives and their contribution to society even if it seemed relatively 
small. 
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Figure 5.4 Singha corporate campaign ‘Smiling and go on fighting’, a motto of encouragement from the king. The 
adverts applied several types of people expressing how the king’s motto encouraged them to keep on fighting 
despite several problems in their lives in 2010. This one used the people from the hill tribe that live near the border 
of Thailand and Myanmar to express how much they love the king because the king let them stay in Thailand, 
providing them places to stay and giving them jobs to survive.  
 
Within the same TV brand corporate image advertising series was the so-called ‘celebration of 
the king’s eighty-four years of age’ aired during 2011, portraying model male citizens that are 
loyal to, praise, and respect the king. The adverts demonstrated a variety of people from 
different social classes expressing their gratitude to the king for sacrificing himself in order to 
work hard for the Thai people by carrying out good deeds without ostentation. In the advert, 
Bhanu Inkawat, a celebrity from the Thai creative art industry, is represented as a successful 
professional, a middle class man, who used the king as an inspirational role model to achieve 
his goals in life. The advert illustrated why the king is regarded as the most important person 
for Thai people. For Inkawat, especially when he thought about trying to achieve something or 
carrying out social contributions for others, the king was the greatest example of doing well 
without ostentation. Immediately there is a juxtaposition embedded here between the 
ordinariness of the everyday Thai persona and the royalty of the king. It is a tension that is 
threaded through Singha advertising that we will return to later.  
 
Another interesting example of the Singha ML advert, which took aspects from Thai cultural 
values in everyday life, represented the hegemonic ideal male citizen who should not only be 
loyal to, praise and respect the king but also the queen, the Mother of the Nation (see Figure 
5.5). This advert exemplified the expectation of the queen as the cult of true womanhood, 
representing women as subordinates to men, supporting the king. In other words, this 
implication reflects the significance of the patriarchy that men and masculinity(ies) take aspects 
to empower their constructions of identity. As Connell (2002) stressed: ‘it is important to note 
that the patriarchal divide is to the benefit of men’ (Connell, 2002, p.142). So that ‘masculinity 
is shaped in relation to an overall structure of power (the subordination of women to men), and 
in relation to a general symbolism of difference (the opposition of femininity and masculinity’ 
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(Connell, 2005, p. 223). Likewise, ‘[Hegemonic] masculinity was understood as the pattern of 
practice that allowed men’s dominance over women… It embodied the currently most honored 
way of being a man, it required all other men to position themselves in relation to it, and it 
ideologically legitimated the global subordination of women to men... The dominance of men 
and the subordination of women constitute a historical process’ (Connell and Messerschmidt, 
2005, p.832 & 844). With this perspective, the Singha ML representation therefore portrayed 
the queen as a mother who supported the king, and was responsible for the family’s happiness. 
The queen’s main concerns were: the environment, nature, folk wisdom, Thai classical arts and 
culture, and the domesticated family/national happiness.  
 
The same strategies were used in the king adverts as were applied within the queen 
advertisements. This can be seen in the ad campaign that revealed the Queen’s Royal Highness 
Projects, such as the so-called ‘Growing the forests for Thailand’ campaign in 2010. The adverts 
employed a variety of groups such as kindergarten children, movies stars and singers, who all 
expressed why the queen’s projects helped nature. One of kindergarten children represented the 
younger generation’s concern for the preservation of green forests saying: ‘do not cut the trees 
for illegal selling because the queen said big trees help the natural balance, keeping water 
sources’. Furthermore, on the occasion of the queen’s 80th birthday, there was an ad campaign 
called ‘conserving Thai classical theatre’ in 2012, the height of aesthetical cultural heritage of 
Thai Royal identity called ‘Khon’. The adverts showed various people from different social 
classes expressing appreciation for what the queen had sacrificed for the Thai people: a person 
who did a thankless job as the queen. As one of the high-profile celebrities articulated: ‘we 
should be proud of the queen and her concern to preserve Thai classical arts for the next 
generation’.  
 
Figure 5.5: Singha campaigns celebrated the queen’s 80th birthday and her royal project to conserve Thai classical 
theatre ‘Khon’ (โขน)- 2012. Singha represented the queen as the godmother of the land, who preserves the arts, 
culture, the forests, folk wisdom, and domesticity. 
 
Furthermore, the television adverts represented the Singha male model of citizenship that is 
loyal and honours all members of the royal family. As can be seen during the princes’ or 
princesses’ birthdays, Singha would always produce celebrated adverts on television expressing 
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how grateful for the princes, princesses and the Dynasty of Thailand Thai citizens were, as all 
members of the royal household had made excellent social contributions to Thai society and 
people. In short, the use of Monarchy Loyalty can be seen as a major element of the Singha 
brand. This was something that I discussed further with my participants in order to further 
explore the brand masculinity of Singha.  
 
5.5 ‘Working men’: A model of Inspiration Capitalism (INS) 
 
A theme of inspiration capitalism was employed in the second largest number of adverts that 
appeared on television. The reason for naming this theme Inspiration Capitalism is because 
Singha significantly tried to represent the configurations of successful men who work hard to 
achieve goals in life in the prevalence of neoliberal commerce and a capitalist world (Connell 
and Wood, 2005). Furthermore, this kind of INS man also thinks of others to encourage or 
inspire others to follow their dreams and make it happen like them. It is therefore named 
Inspiration-Capitalism.  
 
It is evident that Singha INS has adopted aspects of transnational business masculinity(ies) and 
forms from a global perspective, creating the ideal type of successful men who work hard for 
success in life and think of others by encouraging/inspiring others to make their dreams happen. 
The prominent characteristics of Singha INS are: men who are professional, hyper-masculine, 
tolerant and ambitious in the context of a global capitalist world (Roper, 1994, Connell, 1987; 
1995; 2005, Ling, 1999, Hooper, 2000, Connell and Wood, 2005). This is because, as Connell 
and Wood (2005) argued, transnational business masculinity is regarded as the hegemonic 
masculinity on a global contemporary scale (p.362). As the prevalence of neoliberal commerce 
and capitalism socially influence the formation of gender identities, they of course also impact 
upon masculinities. Connell and Wood (2005) noted about the hegemonic form of masculinity 
that it is ‘associated with major forms of social power. Capitalism, it is widely acknowledged 
that the most powerful institutions, excepting only major states, are transnational corporations 
operating in global markets’ (Connell and Wood, 2005, p.347). More specifically, they found 
that the prominent characteristics of this transnational business masculinity include ‘tolerance, 
energy focused on work, flexibility, a certain libertarianism, certain technological skills, and 
skill in communication… But there is little of the old content of bourgeois masculinity domestic 
patriarchy, snobbery, social authority, patriotism, religion, and so on to give it point' (p.361 & 
362).  
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More specifically, the prominent characteristics of Singha INS representations are modern Thai 
men, middle class professionals, hyper masculine, highly confident, leaders, ambitious, 
tolerant, egalitarian, idealistic and highly driven to overcome crises. The INS representation has 
also added the social values of sincerity, faith, reliability, thoughtfulness and compassion. 
These are comprised in the Buddhist instructions for living life (Niffenegger et al., 2006). 
Buddhism is one of the three pillars of Thai identity that influences the formulation of Thai 
culture and social values. This is demonstrated in the grand ad campaign, ‘Singha: the brave 
hearted men’, that has been used since 2010 until present day. It represents an ideal image of 
the capitalist male who is hard working, a successful professional, a leader, sincere, faithful, 
reliable, thoughtful and compassionate. Moreover, the Singha INS depiction is a type of man 
who is willing to share their accomplishments to inspire and help others to achieve their goals, 
and overcome crises in life. The Singha INS-capitalist representation is an ideal style of 
working man who thinks about other people rather himself in the Thai context. It is almost as 
if when you drink Singha beer you are sharing your success in life and dreams with friends. 
Even when there are crises in life, Singha will be by your side to help you move forward, to 
achieve your goals in life like the leader you are.  
 
The Singha INS-capitalism representation is a reconstruction of the ‘Singha industrialised 
capitalist man’ that was studied by Louiyapong in 1996. However, some details are different 
because the state regulation on alcohol adverts changed in 2008. The ‘Singha industrialised 
capitalist man’ that Louiyapong (1996) found was an image of a more selfish male who only 
thought of himself. This represented a type of man who was looking for rewards in life after 
working hard. The adverts depicted hard parties, relaxation, or friendships that occur after 
drinking, as well as sexual references. Louiyapong (1996) noted that: ‘Singha industrialised 
capitalist man is the ideal image of men who are young adults and of course good looking… 
He works hard in life, loves challenges and looks forward to leisure activities with friends, 
parties after work… or hanging out with girls… Drinking beer is one of his relaxing activities’ 
(p.33-34). The Singha INS is an ideal image of a working masculinity that promotes good 
governance; concern for others, and a belief in karma (Buddhism), while still being driven 
towards personal achievements. Sex appeal advertising of alcohol products has totally 
disappeared in all media since 2008 as it is now against the law. So, alcohol adverts that contain 
persuasive content and associate females as sex objects have entirely vanished from all kinds 
of media in Thailand. This is in contrast to the Western examples, where alcohol adverts tend 
to embark on the transnational capitalist men, sex appeals, or male/female models in 
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fashionable pursuits (Jackson et al., 2000; Nowosenetz, 2007; Gunter et al., 2010; Towns et al., 
2012).  
 
The advertising moods and tones in the INS male capitalist adverts are associated with the core 
identities of the capitalist sensibilities such as feelings of pride, 
achievements/accomplishments, self-esteem and ambitions. Recently, the INS-capitalist 
portrayal mainly exploited MUFC and Chelsea football stars as brand endorsers (Mukherjee, 
2009; Gee, 2013), to represent a sense of victory and ambition for success for the brand image. 
Rock music was applied to reinforce manliness, building a sense of excitement, aggression and 
strength within the adverts (Cohen, 1997), see Table 5.3.  
 
Table 5.3 Types of music employed in the Singha adverts on television 
 
 
However, in comparison with the ML ad moods and tones, they are quite different. The ML 
image tended to build in association with feelings of smooth, calm and quiet in order to formally 
represent the gracefulness and excellency of the king and royal family. For brand endorsers of 
the ML image, Singha employed people from a variety of social classes to represent how much 
they loved the king and the queen. Whereas the moods and tones of the INS-capitalist 
masculinity were quite stimulating, the sense portrayed was of excitement and energy. It can be 
seen that recently the INS-capitalist masculinity model has mainly employed MUFC and 
Chelsea football stars as brand endorsers (Mukherjee, 2009; Gee, 2013), in order to build 
Singha's representation of ‘the victory of capitalist masculinity’, inspiring all men who are 
ambitious to achieve their goals in life. Those international soccer stars also benefit Singha in 
terms of building their image as a global brand.  
 
For example, the portrayal of the INS capitalist man has been significantly represented via the 
big advertising campaign: ‘Singha - the brave hearted men, the fighting men’. The various 
communication tools, were significantly employed as the key principle for building up the brand 
awareness and experiences amongst target audiences (Belch et al., 2012; O'Guinn and Semenik, 
2012). For example, Singha not only promoted the campaign of ‘Singha - the brave hearted 
men, the fighting men’ via ad campaign films through merely the TV mainstream media, but 
also promoted this campaign via several other channels at the same times such as publicity (PR 
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news) promoting the events which were sponsored to build the brand image of the fighting men, 
in order to persuade people to attend its marketing events. As can be seen, the ad campaign was 
originally promoted via the television commercial (TVC), and followed by publicity (PR news) 
promoting the music and sport marketing activity of the ‘Singha - the brave hearted men, the 
fighting men’ campaign.  
 
In terms of the advertising films, ‘Singha the brave hearted men, the fighting men’ represented 
the image of INS capitalist men aired on television between 2010 and 2011. The advert 
employed several social classes of people, talking about their inspirations of to achieve goals 
in life, how they work hard or fighting for something in life, in a capitalist world within the 
cultural context of Thailand which includes religious influences, e.g. Buddhism. It highlighted 
that marginalised people (e.g. elderly, disabled, homeless) were also part of society (See Figure 
5.8). The main idea of the advertisements was originally devised from the true battle story of 
Singha (when they were defeated in the market domination by Chang beer) reflecting its brand 
identity, confirmed by the Singha MD, Mr. C.Wiratyosin, in an in-depth interview about where 
the campaign ‘Singha the brave hearted men’ came from: 
 
‘… Singha the brave hearted men are the fighting men, is a slogan that we say every 
day at our workplace. It is the slogan that most people know and we always say that we 
are the people with Singha hearts. So it becomes the campaign “people with Singha 
hearts".’ 
 
The adverts portrayed a variety of successful professionals from various social classes revealing 
their life stories, how hard they tried to become proud and successful people and the challenges 
they had faced. The adverts tried to point out that accomplishments in life can be defined in 
several ways depending on a particular outlook on life. Moreover, it illustrated that anyone can 
be ‘professional’ and ‘successful’, depending on how we define the term. Professionals 
portrayed included retired, disabled and homeless people as well as successful musicians and 
sportsmen. They each spoke about what they have achieved and their aspirations in life. The 
adverts implied that Singha is the brand that is by your side, encouraging you to reach your 
goals in life, no matter your social class, as long as you work hard and dare to fight for what 
you love.  
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Figure 5.6 ‘Singha the brave hearted men’, portrayed the image of INS capitalist men aired on television during 
2010-2011. The advert applied Thai disabled athletes from the Paralympic team to inspire people to fight for their 
dreams to achieve their goals in life.  
  
In terms of the sport marketing activity which Singha employed for the INS capitalist image, 
football was the key dynamic for building brand experiences (Pine and Gilmore, 1999; Holt, 
2003b). The INS advert’s story linked the Singha brand with the victories of MUFC and Chelsea 
FC, representing the ideal type of man who would work hard to overcome all crises in life, as 
well as inspiring/encouraging others to achieve their goals in life. As can be seen in the Singha-
MUFC/Chelsea adverts announcements said ‘all accomplishments in life come from hard work 
and high ambition. Furthermore, the use of international soccer stars also benefits Singha, in 
terms of building the image as a global brand to impress consumers. The impact of this can be 
seen from the ad campaign ‘two legends, one pride’ which was applied to the MUFC ad. This 
aimed to represent both Singha and MUFC, two brands that have been working hard to build 
up pride and become legendary, to inspire people. Along the same lines, the Singha-Chelsea 
FC advertisement: ‘two lions, one pride’, which exploited the significance of the lion symbol 
to represent the pride of longevity to impress consumers. The advertising moods & tones also 
built emotions of prides, ambition and achievements, to reinforce the image of capitalist 
masculinity.  
 
 
 
Figure 5.7 Singha represented their sponsorship of MUFC as the official global partnership. The advert applied 
MUFC to inspire and encourage people to achieve their goals in life, by representing MUFC and Singha as the 
ideal type of real leader. The advert aired during 2010.  
 
165 
On the other hand, it can be seen that Singha tended to create brand experiences in association 
with ‘men’s interests in mind, these included: sport, fighting, competition, and emotional 
control, in order to build a sense of manliness’ (Connell, 2008, p.132 & 140). More specifically, 
Gee (2013) emphasised that the use of football stars as brand endorsers promoting products was 
‘the focal point of this advertisement is a battle (with the inclusion of sports stars), the 
advertisement itself is a direct representation and illustration of the ideology linking sport with 
war and physicality. It also draws on the connection between war and the definition of a 
dominant masculinity. The element of war or battle articulates notions of power, strength, and 
dominance exemplifying the act of war in its entirety as a gender-determining activity, which, 
as with sport, is one of Western society’s few remaining exclusively male experiences or 
bastions of masculinity’ (Gee, 2013, p.923-924). In this case, football (which is conventionally 
perceived as a masculine pursuit), was incorporated into the Singha advertising and branding 
approach, providing brand experiences of the INS capitalist masculinity, by endorsing the 
MUFC and Chelsea football celebrities as the presenters. These reveal a particular masculine 
construction that focuses on the physical use of the body (Bryson, 1987; Llopis Goig, 2008; 
Gee, 2013). Goig stressed that: ‘sport [football] was one of these settings. Its practice allowed 
them to build a body, some motor skills and a character that reflected the competitiveness of 
modern society. In this context, some sports appeared, like boxing or rugby, which contained 
strong doses of violence and exalted masculinity. Sports thus became a ‘laboratory of 
masculinity’ (Goig, 2008 p.686). This physical use of the body dovetails with traditional notions 
of working masculinity that relied on the body, that have developed towards a masculinity that 
is now premised on how the body looks (Mac anGhaill and Haywood, 2012). Thus, in football, 
the shift towards the celebrity footballer and how the team ‘looks’ in terms of success, appears 
to have increasing importance as opposed to the physicality of the game.  
 
Furthermore, the Singha-INS Capitalist Masculinity model utilised several local and 
international celebrities to build the brand in terms of experiences and promotions. It can be 
seen in the successful ‘Singha: the brave hearted men’ advertising campaign, which also used 
music for brand promotions. Singha sponsored Thai artists such as Asanee-Wasan, Dee 
Nitipong Hornark, and international artists such as Sting, Santana and Eric Clapton (as can be 
seen in Figure 5.10). Only male artists were employed to represent the construction of Singha 
masculinity. The reason for the use of these global artists is to capture the outward global facing 
nature of the company and maybe to emphasise the importance of achieving, reaching the stars 
or in fact being stars.  
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Figure 5.8 The advert that promoted the upcoming concerts of several Thai, international artists which Singha 
sponsored, supporting the 'Singha the brave hearted men’ campaign such as Asanee-Wasan, Dee Nitipong Hornark 
& Boyd, Eric Clapton, the Eagles, Santana and so forth.  
 
The Singha INS-capitalist operates alongside the ML image (the residual forms/culture), as an 
alternative element. This is a soft capitalism, a caring capitalism that is infused with Buddhism 
(Benedict, 1952, Jorgensen, 1995, Jory, 1999, Jackson, 2004a; b). The INS-Capitalist model 
reflects Buddhist values and norms such as: compassion, thoughtfulness, sincerity, and 
friendliness. It can be seen in the sense of being generous, selfless, caring and encouraging 
others to reach/achieve their goals in life, which the advert demonstrated. These values mixed 
with the Singha INS-capitalist image reflect the spiritualism which is based on the Buddhist 
notion of ‘karma’, where one should give more than one takes (Niffenegger et al., 2006). From 
a Western perspective, this version of a working masculinity appears to hold contradictory 
elements and themes such as ambition and compassion. However, another element of Buddhism 
is the concept of balance and harmony. Therefore, it is not the either/or scenario that is often 
depicted in Western logic; instead Buddhism tolerates antithetical elements working together 
in tandem.  
 
5.6 ‘Caring Men’: The use of Social Responsibility (SR) 
 
Figure 5.9 Singha SR men advert, ‘the greatest part of the giving is to learn to give endlessly, in order to enhance 
the quality of people and society’ aired during 2009. The SR advert represented the ideal Singha men as generous, 
kind, and caring about other people in society.  
 
The third representation that emerged in Singha advertising is that of men who care about 
society. Singha appears to be using the Corporate Social Responsibility approach (CSR) to 
develop a third theme (the social responsibility brand image) within its Singha brand 
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masculinity. The Corporate Social Responsibility approach is a global marketing trend that 
Singha applied to associate with the significance of masculinity to strengthen and distinguish 
the brand image as being concerned about society. The Corporate Social Responsibility practice 
is related to the public expectations of the business community (Bowen, 1953; Carroll, 1999; 
Shuili Du et al., 2011). Shuili Du et al (2011) noted:  
 
‘...today, corporate social responsibility (CSR), a firm’s commitment to maximise long-
term economic, societal and environmental well-being through business practices, 
policies and resources, is a strategic imperative… most forward-thinking firms across 
the globe are approaching CSR as not merely their ethical responsibility to society and 
the environment, but instead a way to achieve their strategic objectives while at the same 
time bettering the world (i.e. creating joint value for the firm and society). In line with 
this emerging perspective, more and more companies are engaging in initiatives that try 
to improve public health, safety, the environment or community well-being through the 
active participation of key stakeholder groups such as consumers… [So that CSR 
marketing] initiatives in terms of ability to improve consumer well-being, while at the 
same time, [CSR practice] helps to achieve strategic goals such as market development 
and increased sales’ (Shuili Du et al, 2011, p.3).  
 
It is, therefore, more than simply corporate beneficence; it is also about the contribution to 
society in both an environmental and economic context by influencing key factors, supply 
chains, political policy and so on. CSR practice is not only held to account by shareholders but 
also everyone in the society. As a result, Singha has portrayed the ideal male image of the Thai 
citizen who has a social conscience, who cares and is concerned about the local Thai 
community, society, environment, culture, religion, nation, the Thai dynasty, as well as the 
craftsmanship that represents Thai identities. Therefore, the brand cold be suggesting that when 
you consume Singha beer, you are proud of and willing to protect Thai cultural heritage.  
 
The prominent characteristics of the Singha SR masculinity portrayed are, of course, a modern 
Thai man, middle class, professional, leader, with a strong sense of good governance, caring, 
collectivist, compassionate, keen on preserving Thai craftsmanship (folk wisdom, arts and 
culture), the environment, interested in a collective community and proud of being Thai. 
Generally, the Singha SR portrayal shares the same personalities, which mix with the same 
capitalist masculinity as the INS, and ML image. Also, this SR image reflects an embedded 
sense of femininity (such as a sense of caring/compassion that looks emotionally expressive), 
but is heterogeneously flexible, and emotionally expressive as found in a kind of ‘new man 
role’ (Pleck, 1981; Richmond-Abbott, 1992, p.9-10). It is well documented in literature that the 
Singha SR masculine image is a reconstructed image of the new aged male, which was found 
in a study of Singha advertisements by Louiyapong in 1996. It was the first time that Singha 
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had introduced the concerns of SR such as: the environment, local communities, arts, culture, 
society, and social contributions in association with masculinity, in order to build the ‘brand 
corporate image’. Thus, Singha had firstly applied a kind of brand corporate image advertising 
during this period.  
 
The advertising moods and tones used in the SR representation are similar to those INS and ML 
masculine representations: feel-good advertising. The SR male image is the brand corporate 
advertising that emotionally builds a sense of understanding of the overall Singha corporate 
image. The adverts portray a picture of Singha making an outstanding social contribution to the 
society and community. The uses of Singha masculine identity were applied in the feel-good 
ads portraying the emotions of pride and pleasure within the adverts. Furthermore, the adverts 
indirectly raised the positive social value attributed to Singha, encouraging Thai people to be 
more concerned about making social contributions in the areas of Social Responsibility. The 
mood and tones of the music used in the background of the adverts were rock and theatrical 
(Whiteley, 1997), the male announcers (Fejes, 1992), and the male celebrities used (Gee, 2013), 
symbolically represent and reinforce the masculinity.  
 
 
Figure 5.10 One of the ‘Ton Thai’- spot-series about conserving Thai culture, society, environment and Royal 
Dynasty aired during 2009 to 2010. The adverts employed the famous Thai artist, talking about the beauty of Thai 
classical art, folk wisdom arts, as well as the influence of Buddhism on the art of Thai temples.  
 
For example, ‘Ton Thai’, the TV brand corporate advertising series that aired during 2009- 
2010, merged the concerns of collectivism in association with masculinity, constructing ‘the 
Singha SR male image’ (as can be seen in Figure 5.14). The ‘Ton Thai’ ad series encouraged 
social concerns regarding the preservation of Thai craftsmanship, folk wisdom, Thai classical 
arts, and culture, representing Thai heritage as a treasury that Thai people should be concerned 
about or proud of, and kept for the next generation. Then, the ‘Ton Thai’ ad series moved on to 
a discussion, encouraging people to preserve the environment, nature, forests and society. 
Finally, it ended with a social concern in association with the nation, cultural values and norms 
of Buddhism, and a respect for the Royal Dynasty, encouraging people to be proud of being 
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Thai. For instance, the ‘Ton Thai’ ad series employed experts or scholars who specialised in 
each social concern. For instance, Thai-Lanna-Buddhist temple’s architecture represented the 
importance and history of the temple, encouraging people to be considerate of Thai folk wisdom 
and craftsmanship. The moods and tones of the background music reinforced the belief that 
audiences should feel proud of their Thainess. A voiceover by a male announcer was inserted 
at the end of the advert, emphasising ‘incorporation with the pride and greatness of Thai culture 
by the Singha Corporation’. Therefore, Singha is not only being associated with men who 
participate in cultural and environmental projects, but also constructing an ideal type of male 
citizen who is concerned about the social responsibility.  
 
5.7 Conclusion 
 
In order to achieve market dominance in Thailand, Singha exploited representations of 
masculinity(ies) to increase its brand appeal for selling its products. More specifically, Singha 
created three forms of masculinity(ies) that consisted of Thai social values in everyday life, 
promoting its brand to sustain its hegemonic position in Thai society. By which, Singha applied 
the ideology of Thai culture - Thainess - and incorporated it into the advertising and branding 
of Singha, all of which are fundamentally formulated from the Thai Holy Trinity (Chad Sassana 
Pramahakasat in Thai) (Jorgensen, 1995a; Jory, 1999). This in turn reinforces and creates new 
forms of masculinity that can be lived out. The three masculine representations were 
symbolically conflated with the social values of Thai citizens – Monarchy, Inspirational 
Capitalism and Social Responsibility. These substantial features were therefore hybridised and 
formulated, so that Singha could exploit them to generate and increase its consumer base. As 
can be seen from the Singha representations, there are three ways to be male leaders in Thai 
society. These are: (i) men who love to be loyal to the king and royal family, so-called 
‘Monarchy Loyalty’; (ii) men focusing on work for the success and compassionately inspiring 
others to achieve their own victories, so-called ‘Inspirational capitalist’; and (iii) men who love 
to be a collectivist within the community, so-called ‘Social Responsibility’. 
Alongside this, in terms of advertising and branding strategies, it has found that the various 
marketing communications, such as the emotional advertising, and music and sport marketing 
activities were significantly applied as the key strategies for building up Singha brand 
masculinity’s experiences and brand awareness. This can be seen that Singha tried to create the 
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brand experiences to build the sense of Singha masculinities via rock music concerts and 
especially sport activities like football.  
 
Significantly, the images of lived masculinities that were significantly represented in the Singha 
advertising had an underlying content of patriarchy (Connell, 1987; 1995; 2005; Haywood and 
Mac an Ghaill, 2003). When considering the popularity of Singha, and its dominance in 
alcohol/beer sales, the product culturally reflects the forms of hegemonic masculinities that are 
the ideal images that the majority of the population relate to and are susceptible to. This 
therefore symbolically generates desire in the alcohol consumer culture and thus increases the 
overall popularity and strength of the brand image. This mirrors the domination of masculinity 
that had an underlying content of patriarchy in Thai society (Connell, 1987: 1995: 2005; 
Haywood and Mac an Ghaill, 2003). Additionally, it illustrates the traditional male and the 
patriarchy, as seen in the Monarchy Loyalty image, representing the king as the leader, whereas 
the queen is obedient and subordinate to the king.  
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Chapter 6 Interpretation of Singha masculine representations 
 
6.1 Introduction 
 
This chapter discusses the implications of the focus group exploring how consumer perceived 
understand the Singha adverts, in relation to those forms of Singha masculinities that found 
from the content analysis and interview with the Singha Marketing Director. Importantly, by 
basing on an interpretivist/constructivist approach, the focus groups’ interpretation is therefore 
relied on the subjectivistic epistemology. Specifically, the implications of the focus groups 
reflect how to make sense of the formulations of Thai hegemonic masculinities, in terms of for 
which the cultural dynamics influencing the Singha masculinities. The chapter highlights how 
these Singha masculine representations do not cohere, how they contradict, and how they 
primarily construct through the significance of the Thai conventional norms [Thainess]. In other 
words, these contradictions enable us to understand that the significance of the Thai 
conventional norms playing as the key principle impacting the Singha masculinities. The 
chapter argues that Singha exploited the significance of masculinities extracting from Thai 
everyday life, building up positive attitudes and lifestyles persuading targets for selling its 
products (Schroeder and Zwick, 2004; Schroeder and Salzer-Mörling, 2006) 
 
However, in order to explore how consumers, understanding each Singha brand image, the 
following section begins with monarchy loyalty, then the inspirational capitalist, and the social 
responsibility.  
 
6.2 Interpretation of the loyal monarchy brand image: a loyal man?  
 
This section directed the focus groups to explore how consumers interpreted the Singha ML 
representation. Two samples of Singha ML television adverts were shown, those that can be 
seen in Figures 6.1 and 6.2. As a result, two themes were found from the focus groups decoding 
the Singha ML representation. They are: (i) the preferred reading is the respondents who were 
susceptible to the message and (ii) the negotiated readings is the respondents who were 
ambivalent to the message 
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Figure 6.1 The example of Singha ML advert that was employed in the focus groups. The advert is about ‘a 
celebration of the king’s 84 years’, celebrating the king who sacrificed himself to work hard to develop the nation 
for the Thai people and aired during 2011.  
 
Figure 6.2 This example of Singha ML advert was employed in the focus groups. The advert applied ‘Dome’, a 
Thai movie and music star to express how he loved the king and as a representative of a new generation who still 
respect and love the king because the king has been working hard and sacrificing himself to develop the nation to 
raise the living standards of Thai people. The avert aired during 2011.  
 
The first theme is the people who were susceptible to the message, so called the preferred code. 
The focus groups found that most of the participants in the sample groups were susceptible to 
the Singha ML image, especially those aged 18-27 and 28-37 from both areas (Bangkok and 
the surrounding/rural areas). Most respondents regarded the Singha ML along the same lines, 
recognising the association of the Singha brand to the ML masculine representation, and 
relating it to the social values of being respectful and loyal to the king/monarchy. Ken's 
interpretations of the ML advert, for instance, demonstrated that he was susceptible to the 
message, which meant he regarded the advert within the preferred code. As can be seen, he 
could understand the key significance of the Singha ML image:  
 
‘The story of His Majesty, the King touches the hearts of all Thai people. Singha 
emphasises that we love the king. This creates a good image for the company. It is a 
story about working, sacrifice, concentrated on His Majesty, the King.’ 
(Ken, aged 26, male, from the group aged 18-27 from Bangkok)  
 
Along the same lines, Imm also shows his comprehensive understanding of the ML image. This 
was demonstrated by the fact that he could explain the significance of the king that Singha 
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represented in the advert. In which, Imm showed that he could identify the links of Singha brand 
and the ML image.  
 
‘Singha describes their respect of the king… at the same time Singha shows what Thai 
men should do… according to the king… And I am impressed by this Singha ad too… 
Because Singha shows that the king has done many good things for the Thai people, 
therefore we respect and appreciate what he has done. I think His Majesty, the King 
sacrifices a lot for the Thai people. I have never seen anyone who works hard as him…. 
It is like he serves the people and never acts as the king. He gains many benefits for 
people. It might begin in his heart that there is no division of class... His projects are for 
the benefit of all the Thai people. It is a great sacrifice that he has made…’ (Imm, aged 
20, male, 18-27, from the surrounding and rural areas) 
  
Imm could also identify the ideal type of Singha men according to the advert; men who must 
work hard, be nice, generous, and thoughtful like the king. These are the characteristic of the 
ML image that Singha created, reflecting their strong understanding of the Singha ML image: 
 
‘The advertising presents one of His Majesty’s activities for the Thai people to think 
and review. No matter who you are, you should think and do in a good way… Singha 
emphasised the type of Singha men… must work hard for success and be nice, generous 
and think of others… not thinking too much about benefits… That is the solution for 
making peace for our Thai society… following in the footsteps of our beloved king.’ 
(Imm, 20, male, 18-27, from the surrounding and rural areas) 
 
Meaw’s interpretations of the advert also demonstrated a preferred code as she was susceptible 
to the message, explaining the associations of Singha brand and the ML image precisely. This 
implication suggested that to understand the dynamic of the masculinities that represented in 
Singha adverts do not have only the male audiences’ interpretations, but also the female 
consumers. At this point, the relevance of reflecting the quotations from the female’s point of 
view on Singha ML could not only confirm how the Singha advert impressed them, it could 
also reflect the significance of women as the subordinates to men, empowering the 
configurations of men and masculinity. Since, ‘they [men/masculinities] benefit from the 
patriarchal dividend, the advantage men in general gain from the overall subordination of 
women… Masculinity is shaped in relation to an overall structure of power (the subordination 
of women to men), and in relation to a general symbolism of difference (the opposition of 
femininity and masculinity)’ (Connell, 2005, p. 79 & 223). So Meaw’s perceptions reflect the 
interpretation of the majority regarding the Singha ML male image. These perceptions include: 
attractive appearance, successful, demonstrates leadership qualities, educated, determined, 
cool, compassionate, calm, humble, faithful, thoughtful, and respectful of the king and the royal 
hierarchy:  
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‘…I see a Singha man: styled, aged around 25-35, looking cool, handsome, nice, calm, 
faithful, thoughtful, and love… respect the king and the royal family… It is a type of 
man that Thai women admire… From the advertising, I acknowledge various activities 
His Majesty, the King has done for the Thai people...’ (Meaw, female, aged 28 from the 
group aged 28-37 from the surrounding and rural areas)  
 
Furthermore, Meaw and Krit’s interpretations of the advert also reflect the interpretation of the 
majority about the significance of the cultural social values and norms regarding the monarchy 
that influences Thai people and society. This was reinforced when Meaw suddenly cried while 
expressing how the king (in the advert) had influenced her life. It reflects how the ML adverts 
appealed to her emotions:  
 
‘…I feel that he (the king) always supports and protects us (suddenly cried as she was 
so grateful to the king)…It is delightful to see that His Majesty, the King does so many 
activities for the good of the Thai people. We can earn our living sufficiently without 
depending on others. For example, if you want rice you can grow it; if you want pork 
you can feed pigs. The king teaches us not to be obsessed with materialism…. The king 
does everything for us…’ (Meaw, female, aged 28 from the group aged 28-37 from the 
surrounding and rural areas)  
 
Along the same lines, Krit showed his impressions toward the significance of the king relating 
to Singha brand: 
 
‘This Singha advert reminds us of His Majesty the King’s activities. I think Thai people 
know very well what and to whom the king has done, but some people may forget as 
time goes by. I am so proud and I think Thai people are very lucky that we have His 
Majesty, the King… Thank you Singha for reminding us about our beloved king.’ (Krit, 
aged 34, male from the group aged 28-37 from Bangkok)  
 
Indeed, these expressions show how the king/monarchy impacts on Thai social values, norms, 
and society and the Thai people. It reflects that Thai people regard the king as the Godfather of 
the Nation (Loos, 2006; Fong 2009 ). Fong (2009) stressed that: ‘…the king is father of the 
nation, a patron of Buddhism and one who has saved the country when the aforementioned 
trajectories turned anomalous for Thai society’ (p.693). Singha and the king reinforce the same 
rules for life. As demonstrated through the king’s instructions for living life alongside the 
Singha brand image, Thai people are expected to live life humbly and sufficiently in a Buddhist 
way, not overly dependent on materialism (Fong, 2009). Therefore, to respect and demonstrate 
loyalty to the king and the monarchy are things that the Thai population have grown up with 
(McCargo, 2005). Everyone, from all ages and all areas, have grown up with their family 
(father, mother, grandmother, or society in general) teaching them to respect and be loyal to the 
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king and the monarchy, the most superordinate institution in Thai society that is associated with 
every significant Thai institution, as well as the everyday life of the Thai people.  
 
In the meantime, the interpretations of participants’ perceptions that were susceptible to the 
Singha ML image not only reflected the significance of the cultural norms and values of 
respecting the king, but also capitalist masculinity. This can be seen from the implications of 
Imm’s interpretations of the Singha ML representation, which explained the significance of 
capitalist masculinity combine with the ML such as the characteristic of men working hard in 
order to achieve success in life.  
 
‘I can understand that the Singha men must work hard for success in life… As can be 
seen from the Singha advert that employed the King as an idol who has been working 
hard for the country… Singha emphasised that Singha men must work hard for success 
and think of others, be kind… Singha encourages me to work hard to live my life and 
think about helping other people, and to be kind as our beloved king… This can be seen 
from the kindness of the king who has never stopped developing his country for his 
people… we should follow in his footsteps…’ (Imm, 20, male, 18-27, from the 
surrounding and rural areas) 
 
Obviously, the interpretations of Imm reflects the significance of the capitalist masculine 
characteristics such as the type of men who are focused on a working hard in order to be 
successful in life (Connell and Wood; 2005). Indeed, as can be seen from the implication of 
Imm’s perspective explaining how the king has become his ideal man who worked hard and 
sacrificed for the country. By which, this implies that if one want to be Singha men, one should 
work hard like the king, and also think of others, by sacrificing and being kind and generous 
like the king.  
  
Besides, the way that Krit talked, Singha encouraged them to be like the representations in the 
advert. He expressed that:  
 
‘…And this Singha story makes me want to be a good person…working hard for life 
and being good like the king.’ (Krit, aged 34, male from the group aged 28-37 from 
Bangkok)  
 
This implication reflects the societal values of consumers’ obligations relating to the notion of 
ideal self/extended self, in association with the Singha ideal male image (Belk, 1988, 
Wattanasuwan, 2005). They emphasised that promotions of brands such as images or symbolic 
meanings attached to the brands are applied to make consumers want to be like/possess 
something, in order to encourage a positive change in their purchasing choice. As Belk (1998) 
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stated: ‘Possessions can also symbolically extend self… allows us to convince ourselves (and 
perhaps others) that we can be a different person than we would be without them’ (p.145). For 
this reason, the implications of Krit impression seemed to suggest that this Singha ML image 
would be their ideal male type and therefore appealing to them and encouraging them to 
experience the Singha brand later on. 
 
The second theme is the negotiated code, the understandings of participants who were 
ambivalent the Singha ML representation. Some of the respondents in the age group 38 and 
upwards from surrounding/rural areas were uncertain about the message. Pojana, for instance, 
demonstrates that he understood the overall ML image, reflecting consumers’ perspectives on 
the Thai norms and social values regarding the king/monarchy:  
 
‘…Generally, the story about the Royal Family, especially our beloved king’s story, 
always impresses most Thai people.’ (Pojana, male, aged 52 from group 38 upwards 
from the surrounding/rural areas)  
 
The participants referred to one advert in particular. This advert employed a Thai celebrity, 
‘Dome’ as a representative of the young people which involved talking about how the king’s 
project enhanced the nation’s development. Due to his reputation as a bad boy, the presenter 
Dome did not impress the respondents aged 38 upwards and from the surrounding/rural areas. 
They would have not employed this male celebrity to represent an honour to the king as, in their 
opinion, only a well-behaved person is suitable. However, Pojana suggested that the male 
presenter (Dome) that was employed in the ML advert as a Singha brand endorser, a 
representative of the young adult who loved the king, was not appropriate to represent or 
associate with the king in the ML adverts. That is because of his misbehaviour which has 
brought about an unfavourable public image. 
 
‘…Although this ad did not use this presenter (Dome) to engage with the king’s story, 
we are still impressed by the king. This Singha ad would be more impressive if it used 
a proper male presenter with a good personality and good behaviour. But I know that 
Singha would like to use this guy to talk to young people about the king…’(Pojana, 
male, aged 52 from group 38 upwards from the surrounding/rural areas)  
 
Furthermore, Ood demonstrated that he could even identify the target audiences and the overall 
implications of the adverts. However, Ood suggested that it would be better to employ an 
appropriate presenter when representing the king’s story.  
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‘…Generally I agree with the advert… I see the point that Singha tries to make, 
employing this guy to talk young generations. For me, everything is generally ok, but I 
think this guy is inappropriate… my point is that Dome (the presenter) looks a bit fake 
in the advert. Celebrities used are not suit to the king’s content. I don’t think they are 
appropriate to represent the king’s story.’  
(Ood, male, aged 46 from group 38 upwards from the surrounding/rural areas)  
 
Ood and Pojana reflect a negotiated reading to the ML image, even though they could 
understand the overall message. They suggested that it would be better if Singha employed 
someone respected with a good public image since the king/monarchy is the Royal Highness, 
meaning only upstanding people would be appropriate.  
 
Consequently, focus groups of the Singha ML image found a tension between young and old 
people had emerged due to disparities in age. In general, it can be seen that most people could 
successfully express the significance of the king, relating to the ML image. However, it can be 
noted that Singha tried to focus on young people by employing young celebrities, using younger 
generations, as brand endorsers to talk about how they were impressed by the king, promoting 
its brand. As Singha tried to draw the attention of young people, by reformulating content about 
the king and the royalty for young people. Whereas, adults or old people who are quite 
conservative and have a strong respect for the king and the monarchy, might not admire them 
using inappropriate brand endorsers, representing the loyalty to the king. Moreover, the focus 
groups reveal an emerging tension within the Singha branding, one that draws upon a more 
progressive capitalist masculinity. As can be seen, most participants can understand 
associations with the capitalist masculinity’s characteristics such as to be a leader like the king, 
men must work hard to achieve the success. At the same time, men should learn how to sacrifice 
themselves for others and society following the cultural norms, as mentioned in earlier 
discussions. It is the representation of a particular kind of male worker in the Singha brand that 
we now explore.  
 
6.3 Working Men: Brand working 
 
This section examines how the consumers’ understandings toward the masculine representations 
of the Singha INS capitalist by using focus groups. The two sample adverts that follow were 
projected as ad samples in the focus groups as examples of the Singha Inspirational Capitalist 
masculinity in order to decode the audiences’ perceptions, as can be seen in Figures 6.3 and 
6.4. Both adverts inspired people to work hard to achieve their goals in life. Figure 6.3 employed 
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the Thai professional golfer, Thongchai Jaidee, to talk about his life, how he practiced hard in 
order to reach his level of achievement today. Figure 6.4 applied MUFC to represent the 
achievement in life, inspiring people to work hard for it. Both adverts implied that Singha is the 
one who will always be by your side to encourage you to work hard and fight for your dreams 
and achievements in life. Hence, regarding the exploration in the focus groups, three themes 
were identified: (i) the preferred reading is the respondents who were susceptible to the 
message; (ii) the negotiated reading is the respondents who were ambivalent to the message; 
and (iii) the respondents who could not understand the message at all. 
 
 
Firgure 6.3 Singha Inspirational Capitalist advert ‘Continuing to walk’- inspired by the professional Thai 
golfer Mr Thongchai Jaidee aired during 2010. 
 
Figure 6.4 Singha Inspirational capitalist masculinity advert, represented Singha is an official global partner of 
‘Manchester United’ football team, aired during 2010.  
 
The first theme is the participants who were susceptible to the Singha INS-capitalist image. 
They were able to identify the key features, contents, and visuality of the Singha INS-capitalist 
masculinity. Pann, for instance said:  
 
‘…I think of a type of Singha man… looks smart, handsome, cool, trendy, highly 
educated, successful, tolerant, executive, and talented, gentleman, aged around 25-35 or 
40 who loves to inspire other people to fight for their achievements in life… I think it’s 
trying to tell people who are looking for their goals of lives to fight hard for it.' 
 (Pann, male, aged 25 groups 18-27 from Bangkok)  
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Pann’s projections demonstrate the characteristics of the capitalist male that were mixed within 
the Singha INS-capitalist masculinity. It can be seen that he could identify the feelings of 
striving, tolerance, focusing on work, pride, ambition, hyper-masculinity, determined, flexible, 
egalitarian and achieving which the INS-capitalist masculinity intentionally builds (Nandy, 
1983, Roper, 1994, Connell, 1998, Ling, 1999).  
 
‘…I feel a sense of leadership, very proud. Singha man would like to share and inspire 
others with his success’  
(Pann, male, aged 25 groups 18-27 from Bangkok)  
 
Furthermore, Pann’s perspectives suggest that the male archetype of Singha is associated with 
the Buddhism norm (such as being kind and generous), which is one of the three pillars of 
Thainess (Jorgensen, 1995, Jackson, 2004a). As can be seen from the senses of compassion and 
thoughtfulness that attached within the Singha INS advert. As Pann expressed: 
 
 ‘… This ad represents the Singha identity, a type of Singha man…who is not only 
thinking about himself [such as his success] … but also a man who think of other people 
[not selfish] … As can be seen from the way Singha wants to share its success stories, 
inspiring people linking with the MUFC or Thongchai Jaidee story…This make me feel 
like Singha man is a kind and generous person, apart from being such a hardworking 
and successful person’. 
 (Pann, male, aged 25 groups 18-27 from Bangkok)  
 
This example of Pann’s interpretations represented an effective transmission of the Singha INS-
capitalist identity within the brand. The majority of participants could identify the distinctions 
of the Singha INS-capitalist men; for instance, the idea of inspiring, guiding and sharing 
successes in life to help others achieve their dreams like the Singha-INS capitalist men have 
achieved. In addition, most respondents’ perceptions demonstrated the cultural values and 
norms of Thainess as well as Buddhism’s instructions which were hybridised within the forms 
of capitalist masculinity (Pieterse, 1995; Robertson, 1995; Hannerz, 2002). Furthermore, the 
implications of Pann’s perspective suggested the Singha INS-capitalist masculinity would be 
one of the ideal male types of men:  
 
‘…I think Thai women and myself… like this kind of guy…yes it encourages me’ 
(Pann, male, aged 25 groups 18-27 from Bangkok)  
Similar to Krit; 
‘…I do feel inspiring by this image…I feel wanting to do something good for my 
life…the ideal type of guy’ 
(Krit, male, aged 34 groups 28-37 from Bangkok) 
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These perspectives demonstrated that the advertising have the ability to convince consumers to 
possess the image of Singha INS-capitalist that was represented. As Belk (1988, p.145) and 
Wattanasuwan (2005, p.197) argued that promotions of brands such as brand images and 
symbolic meanings attached in advertising could construct images of lifestyles, that consumers 
wanted, in order to encourage a positive change in their purchasing choice.  
 
However, the adverts were beginning to show a different emphasis from the masculine 
representations of the monarchy. More specifically, the moods and tones in the advert were 
viewed as too dark, too depressing, uncomfortable, and the storytelling too fast. These elements 
confused the participants’ interpretations of the image. Some participants from the age group 
38 and above from surrounding/rural areas were ambivalent or negotiated the code towards 
Singha INS-capitalist masculinity. Witwal, for instance: 
 
‘… It is quite dark in the advert. I do not feel fresh. It is quite depressing / shows the 
struggle for one person when they try to do something. The moods and tones make it 
look so blue which is uncomfortable, despite being supposed to provoke or stimulate 
people to fight for their goals in life. Only the music and the motto ‘Singha the fighting 
men, the brave hearted men’ at the end helped me understand it overall. Before that… 
no… yes, a man fights hard for success’ (Witwal, female, aged 45 from group 38 
upwards from the surrounding/rural areas) 
 
Her perspectives suggested that in the INS advert, the lighting was too dark, and looked 
depressing and uncomfortable. It would have impressed her if the light and sound were milder. 
The reason demonstrated is that it obstructed her interpretation. Moreover, Pojana’s 
perspectives suggested that the story telling was too fast to allow him to make sense of it:  
 
‘…The advert was quite quick. The story was not clear. All I know is it is dark and says 
Singha. However, with the motto and some pictures I have seen, it must mean that men 
have to fight to achieve. I think the advert talks to someone young, not my age. I don’t 
feel it much’ (Pojana, male, aged 52 from group 38 upwards from the surrounding/rural 
areas) 
 
The last theme is the participant that could not interpret the message at all. Research found that 
only Art could not interpret the key characteristics and the main contents of the Singha INS-
capitalist masculinity. When he was asked to describe what he perceived after being shown the 
INS-capitalist advert, he said:  
 
‘…Just see a man… it was too dark… the rest I don’t know...’  
(Art, male, aged 38 from group 38 upwards from the surrounding/rural areas) 
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The association of Art’s impression of the advert with darkness, creates a binary opposition 
with the lightness of the masculine representations of the monarchy. This juxtaposition between 
dark and light almost aligns itself across class and status borders. This means that the 
representations of the monarchy projects notions of tradition, older men, respect and loyalty. 
The masculine representations from men’s working lives offered a different sense of 
masculinity: one that had to be worked at and achieved. Thus, the two representations carry the 
different ways Thai masculinities can be achieved and Singha takes representations from these 
Thai masculinities and inserts them into its brand. The result is that, at times there is a conflict, 
a tension within and between the masculine representations, a tension that we return to at the 
end of the chapter.  
 
Consequently, the focus groups exploring the understanding of consumers on the masculine 
representation of Singha INS capitalist, found that most participants can express the key 
elements of the INS capitalist, especially young people from all areas. However, participants 
aged 38 upwards from the surrounding and rural areas seemed unable to understand the key 
significance of the message, such as the light, sound, mood and tone in the INS adverts. This 
seems to suggest that the INS image seems to reach young people, more than old people, 
possibly because old people seem to appreciate images related to traditional Thainess, as 
represented in the Singha ML image.  
 
6.4 Social Responsibility: Authentic Men?  
 
This section examines how consumers’ understand the Singha SR image by using the focus 
groups. The two sample adverts that follow were projected as ad samples of the Singha SR 
masculinity in the focus groups in order to decode the audiences’ perceptions, as can be seen in 
Figures 6.5 and 6.6. Both adverts that were shown talk about the Singha caring men, building 
positive attitudes, inspiring people to be nice with each other, as well as concerned about Thai 
culture, arts, Buddhism and so on. Hence, regarding to the focus groups’ exploration, three 
themes were found; these were: (i) the preferred reading which is the respondents who were 
susceptible to the message, (ii) the negotiated reading in which the respondents were ambivalent 
to the message, and (iii) the respondents who opposed to the message.  
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Figure 6.5 The ‘Ton Thai’- spot-series on conserving Thai culture, societ, environment and the Royal Dynasty 
aired during 2009 and 2010. This advert talked about how the importance for Thai society to be concerned with 
Buddshim and behave, be religious, in order to create a peaceful society. More specifically, the advert tried to 
encourage young people to follow Thai Buddshit instuctions for living their lives. By employing the famous monk 
in Thailand, the advert aimed to talk to young people. As they seem to be focused on material things, thinking 
about themselves, ignoring being nice to other people, rather than behaving, and thinking of doing nice things for 
others and the society.  
 
 
Figure 6.6 Singha represented a caring man, ‘the greatest part of the giving is to learn to give endlessly, in order 
to enhance the quality of people and society’. The advert employed various stories of men who have done good 
things for other people in society. It could just be simple things, such as if we see someone who has lost their 
belongings on the street, we can try to retrieve it, or giving up our seat for an old person in the metro and so forth. 
This advert encouraged people to think of giving back to other people, rather than taking in order to make a 
peaceful society.  
  
The first theme is the audiences who were susceptible to the message. Respondents’ appeared 
to understand the way in which Singha was drawing upon Social Responsibility. Peck for 
example: 
 
‘…I see a kind of Singha man type, looks cool, aged around 27-35 to 40, very mature, 
professional and caring, compassionate about local societies and the environments. He 
is a very nice guy, Thai men, religious… Buddhist.’  
(Peck, male, aged 22, in the age group 18-27 from the surrounding/rural areas)   
 
The implication of Peck’s interpretation showed that he was susceptible to the SR image as they 
could interpret the key characteristics and content associated with the Singha SR image. These 
included: male, good looking, successful, leader, educated, determined, cool, compassionate, 
calm, humble, faithful, thoughtful and caring of others. Peck and Champ’s perspectives not 
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only demonstrate the mood and tones of the advert regarding the SR image, which encouraged 
people to feel good and be proud of being Thai, but also reflects the men who are concerned 
with collectivism, other human beings and the environment. As Peck expressed:  
 
 ‘…I feel the advert supports collaboration in society. It suggests that we should do good 
things and care about other people. It is like sharing happiness. We should not be selfish. 
For me, it is kind of impressive. It tries to be emotional and appreciates people who do 
good things.’ 
(Peck, male, aged 22, in the age group 18-27 from the surrounding/rural areas)   
 
Champ’s expression also showed the positive emotions associated with the SR image: 
 
‘...I feel so proud of what the advert is saying… And it is a good image for Singha. 
Actually, I think Singha have made lots of ads like this.’ 
(Champ, male, aged 34 groups 28-37 from Bangkok) 
 
The viewpoints of Champ and Peck reflect Singha’s concern with the local/global aspects of 
Social Responsibility (SR) that are represented in this image. Furthermore, their perspectives 
also suggest the cultural norms and values of Thainess. This can be seen from their perceptions 
referring to the aspect of a collectivist-community man, such as: proud of and preserving Thai 
identities, arts and culture, folk wisdom, a collective community, Thai Holy Trinity.  
 
Furthermore, Peck and Champ’s perspectives also suggested the type of man that they 
appreciated. Peck suggested:  
 
‘…It’s like Singha is doing an advertisement to promote a good image. The presenter 
seems to be proud that he can help society. He is happy and proud to achieve the goal 
of helping people and society. This advert is talking to everyone in society.’  
(Peck, male, aged 22, in the age group 18-27 from the surrounding/rural areas) 
 
Additionally, Champ showed how he wanted to engage with the contents in the SR image 
regarding the collectivist-community: 
 
‘…It makes me think that if I have the opportunity, I want to help society as I much as 
can. However, I am pleased to support people who like helping others like the Singha 
ads. It is a very small part, but it can help society’  
 
Champ and Peck’s perspectives reflect how consumers associate with the Singha SR 
experiences such as the collectivist concern about the local community (Bowen, 1953, Carroll, 
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1999, Pine and Gilmore, 1999). In addition, it demonstrated that the Singha SR image is the 
ideal image that they admire and aspired to be like (Belk, 1988; Wattanasuwan, 2005). 
 
In contrast, some participants aged 38 upwards from Bangkok and the surrounding/rural areas 
were ambivalent towards the SR portrayal. Patchara, for example: 
 
‘…This is a kind of ad style from Singha again… trying to encourage people to do 
something for society… encouraging people to admire Singha... as Singha helps 
preserve society.’  
(Patchara, female, aged 41 from group 38 upwards from Bangkok) 
 
Patchara’s perspectives reflect the understanding of Singha brand characteristics and the key 
message that Singha wanted to convey. Moreover, her perceptions also demonstrated the 
involvement with the Singha SR image that represented. She expressed: 
 
‘…If you ask me what I perceive about the image, I think I have seen lots of adverts 
like this from Singha. A man helps other people in society. I think of a middle aged 
man, who looks smart, cool, and not selfish. When I watch this advertising, it reminds 
me of what I have done. I ask myself what I will do for society.’ 
 
Her point of view showed an ambivalence to the messages she received from the SR image. 
However, the production techniques of this SR advert, which were made to look like reality or 
a candid situation, might also affect her interpretations. As she suggested, the contents used in 
the SR advert were too dramatic. She wondered whether it was a true or fictional story. 
Moreover, Patchara pointed out that the production techniques such as: lighting, mood and 
tones were too much to build the intended emotions. 
 
‘… I feel it is quite fake, a bit dramatic with the advert... The lights in the adverts and 
moods and tones made it a little bit exaggerated. I feel they try to provoke emotions too 
much. Anyway, I know this is the image that Singha want to make, that they do 
something good for society. I know it’s kind of marketing… I like it but the advert 
makes it feel a little bit exaggerated.’  
 
Therefore, the viewpoint of Patchara demonstrated that she has a negotiated reading. As can be 
seen from her suggestions about the production techniques in the adverts, they were made too 
dramatic to convince people, as the SR image and story should be able to sell itself effectively 
without the need for dramatic production techniques. Again, this suggests how the masculine 
representations are beginning to break down in terms of how far the Singha’s representations 
mirror real life.  
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The contradictory elements of Singha’s SR strategy are clearly contextualised by Ooy. Ooy’s 
interpretation, which was opposed to the SR image. He suggested that if Singha wanted to help 
to preserve society, why sell alcohol which is against Buddhist principles? He expressed:  
 
‘…Yes… I know... I see a good looking man, a stereotype of men that people like… helping 
people and society for a reason, to make him look good. I feel this is fake. If Singha wants 
to help society and culture, and people, why do they sell beer? ... It is against what I believe 
as we are a Buddhist country. I don’t believe in this.’  
(Ooy, male, aged 45 from group 38 years and upwards from the suburban/rural areas) 
 
This perspective of Ooy reflects the cultural conflicts of Buddhism in Thai culture, when 
considering the consumption of alcohol (Benedict, 1952; Niffenegger et al., 2006). Ooy’s 
reading demonstrates that Thai Buddhist norms and values influence his interpretation 
regarding alcohol consumption, and the Singha SR image. Furthermore, regarding the style in 
which the SR advert was made – to look like reality or a candid movie, from a real situation - 
might also affect Ooy’s interpretation Ooy. He suggested that: 
 
‘… However, it is like a made up story to make them look good. I feel like all the 
costumes and make up, like they are set up too. They are so good, good production, like 
a short film drama. I don’t think it’s made me believe. Like… hidden agenda… Sorry I 
don’t like it but I know what it’s trying to say.’  
 
It can be seen that the factors of the story-telling style and the production techniques, lighting, 
and the presenter’s clothes within the advert, were rather like a made up story than producing a 
sense of reality or a real situation. These issues also affected Ooy’s interpretation of the 
commercial as well as the cultural norms and values of Buddhism. Therefore, his reading was 
opposed to the SR image. 
 
It could be argued that Singha’s strategy of using representations of men’s real lives to inform 
their brand is challenged by the participants. In many ways, their challenge of the ‘fiction’ of 
the advert may also be a means of questioning the existence of men who work in a socially 
caring manner. The question here is whether the representation of men through SR is part of 
the company developing an imaginary masculinity or cultivating what Raymond Williams 
identifies as an emergent masculinity. This thesis is not concerned with establishing what is real 
or what is fiction in terms of the actual lived nature of masculinity in Thai society, rather it is 
concerned with the representations that are used and how these are configured into brand 
masculinity.  
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6.5 Conclusion  
 
As an overall trend, the findings of the focus groups revealed that most respondents were 
susceptible to those three Singha images, especially respondents in the age groups 18-27 and 
28-37 from both Bangkok and the surrounding/rural areas. (The data of informants’ 
demographic and preferences can be seen in the appendix). In comparing all three images’ 
decoding, the evidence showed that participants were most susceptible to the ML portrayal, 
followed by the SR and the INS male representations of masculinity, (see a comparison table 
in Table 6.1).  
 
Table 6.1 a comparison of decoding results of the Singha hegemonic masculinities 
 
As suggested in the earlier chapter, it can be argued that Singha extracts representations from 
lived masculinities and forges them into a brand masculinity. This in turn reinforces and creates 
new forms of masculinity that can be lived out. However, across the representations, people 
older than 38, from both areas (Bangkok and the surrounding/rural areas), did not actively agree 
with the advertising message. For example; for the ML image, the male presenter (Dome) was 
employed to represent loyalty to the king and the royal family but he was deemed unsuitable. 
That is because Dome (the presenter) is socially recognised as a ‘bad boy’. It is inappropriate 
to employ him to be a representative of ‘the young Thai adults’ who are loyal to the king. It is 
a prerequisite that the representative must be of good standing and moral integrity if 
representing the king. Furthermore, in the INS and the SR portrayals, the moods and tones in 
the adverts were too dramatic and exaggerated, showing excessive darkness in the adverts in an 
attempt to build emotions. For this reason, one respondent could not even interpret the INS 
image, and one was against the SR image. When comparing all portrayals, the evidence reveals 
that the ML image was the most appealing image to the consumers/respondents. This was 
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followed by the SR and INS-capitalism representations. Notably, the study revealed that people 
older than 38, from Bangkok and the surrounding/rural areas, did not actively agree with any 
of the three masculinities.  
However, the exploration of audience perceptions found a contradiction amongst the three 
images. The conflict occurred between the Monarchy Loyalty (ML) and the SR image that 
tended to associate with the traditional social values of Thainess (Jorgensen, 1995). Whereas 
the Inspirational Capitalist (INS) image follows the society of a global capitalist world that 
encourages people to work hard, be tolerant, assertive, ambitious, etc. seems to be related with 
modern capitalist world (Roper, 1994, Connell, 1987; 1995; 2005, Connell and Wood, 2005). 
It can be seen that audiences aged over 38 years old were not actively in agreement with the 
INS image. In contrast, they were quite susceptible to the ML and the SR that were associated 
with conventional values. Hence, theses tensions reveal the significance of Thai traditional 
norms and values of love Thai or Thainess plays the key dynamic in Singha masculinities.  
 
At some points, the implication of focus groups seemed to demonstrate that the adverts failed 
as due to its internal contradictions and its exaggerated nature of advertising. For example, the 
implications of internal contradiction can be seen in the images that symbolically contain the 
Thai conventional value and the characteristics or senses of a more progressive capitalist 
masculinity. As can be seen from the 38 year-old participants from rural/upcountry areas that 
were ambivalent or opposed to the messages were confused between Thai conventional and 
capitalist men. Alongside this, implications of focus groups also demonstrated that participants 
failed in interpreting the Singha images as due to the exaggerated nature of advertising such as 
its the storytelling, scripts, moods and tones’ techniques that applied.  
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Chapter 7 Chang the challenger brand 
 
 
Figure.7.1 The Chang trademark 
 
7.1 Introduction 
This chapter tells the story of the Chang brand and how they work to create an appealing brand 
masculinity. This thesis argues that Chang is the challenger brand in the Thai alcohol market. 
Evidence presented in this thesis suggests that Chang is ranked the second most dominant 
brand, measured by sales and the amount of adverts aired on TV (Euromonitor International, 
2012). Three key themes emerge from this study of the Chang brand and the representation of 
masculinity. These themes are: Thai Nationalism; Cosmopolitanism; and Chang caring for 
youths by means of education for those living in rural areas. This chapter interrogates these 
forms of masculinity and how they are embedded into the Chang brand for selling the product. 
Alongside this, the focus groups exploring the consumers’ perceptions towards Chang brand 
images reveal the disparities within each Chang masculine representation. By which, these 
contradictions enable us to understand how Chang brings these different masculine 
representations together, primarily through the significance of the Thai traditional norms (see 
the chapter 8: Interpreting Chang brand images).  
 
By basing on the subjectivistic epistemology (Guba and Lincoln, 1994: 2005: 2011; Silverman, 
2000), this study is therefore an interpretivist/constructivist approach. As the key idea of this 
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research aimed to investigate how the masculinities with the Thai leading alcohol brand 
promotion. For this reason, this Chang discussion chapter is built up from three different 
qualitative methods including a qualitative content analysis of television advertising, in-depth 
interviews with the Singha Marketing Director (MD) and focus groups with consumers. These 
three key qualitative methods cover all communication model, such as the messages, message 
senders, and audience, which could enhance an in-depth understanding of masculinities using 
in the alcohol promotions. More specifically, the qualitative content analysis was firstly applied 
to identify the codes and themes of masculinities that Chang represented in the television 
advertising. Secondly, an in-depth interview with Chang Marketing Director (MD) was 
employed to reaffirm and narrow down the themes from the content analysis’ findings, as well 
as explore specific themes. And, lastly, the focus groups with consumers were applied to 
explore how they understand those Chang masculine themes that represented on for brand 
promotions (see the chapter 8). The followings are the discussions from the content analysis 
and in-depth interview, reflecting how Chang engaging with the masculinities, building its 
brand masculinity to compete Singha and other competitors in Thai alcohol market.  
 
Chang is a beer brand which was designed to reflect the unique, authentic culture and heritage 
of the Thai nation (Siripai, 2007; The Manager News, 2011a). Chang means ‘elephant’ in Thai. 
‘Chang beer’ is a representative of the ‘beer brand portfolio’ from ‘the Thai Beverages Public 
Company’, which is their parent company. Currently, ‘Chang’ owns around 30% of the Thai 
beer market share, while around 70% of the Thai beer market share is owned by the Singha 
Corporation Company, the lead brand in the Thai alcohol/beer market. Chang is therefore 
regarded as the challenger beer brand of the Thai alcohol/beer market. Apart from the core 
Chang brand identity of authentic Thai nationality, love/pride of the nation/country that was 
found in this thesis, Chang beer also tries to claim itself as a high-quality drink that meets world-
class standards, after gaining awards such as: two gold medals in the 2008 USA World Beer 
Championships and Monde Selection in 2009, and a gold medal at the 2010 World Beers and 
Drinks Selection. These awards are shown on the bottles’ labels as indicators of the beer’s 
quality. This can be seen from the testimony of the Creative Director of Amex, Mr. Pansoon 
Sugandhapatibhaga, who designed the advert for the Chang brand. He stressed that the issue of 
world class quality is the value added to the Chang brand identity, making consumers feel proud 
of the Chang brand when consuming it:  
 
‘…the Chang product’s quality…the pride of an authentic Thai brand receiving 
international awards guaranteeing its quality is the other added value [that] we are 
concerned with when promoting the Chang brand…As we also wanted to make Thai 
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people feel proud when drinking the product [Chang beer], like being proud as Thais of 
drinking Thai beer [Chang]’ 
(Mr. Pansoon Sugandhapatibhaga, Creative Director of Amex)  
 
 
Arguably, according to evidence in this thesis, Chang is regarded as the brand masculinity, 
which culturally uses a range of masculinities extracted from everyday Thai life to create 
appealing brand masculinity for selling the product. Schroeder and Zwick (2004, p. 21 & 22) 
stressed that, in today’s cultural consumptions, the masculinities are significantly employed as 
‘a central role’, constructing market segmentations, promoting brands/products’ imageries, and 
creating positive attitudes, desires, passions, lifestyles or experiences orientated to appeal to 
male consumers. By which, this can be seen that Chang has extracted three forms of masculinity 
from the everyday life of Thai men and forges them into a brand masculinity for selling its 
product. The major masculine representation of the Chang brand is that of the pride of being 
authentically Thai, in other words ‘Thai nationalism’. The other two, which are less prevalent, 
are the Social responsibility of helping children living in rural areas and the new image of the 
cosmopolitan that is involved in the process of brand communications. These three types of 
masculine representation are embedded within Chang brand masculinity, building up its brand 
appeals for sales, through various marketing communication tools.  
 
Alongside this, according to the overall Chang finding, in terms of the projections of men’s 
body and physicality, it has found that there were absent from Chang brand promotions. So that, 
the portrayals of men’s bodies as resources of self-expressions of individuality like in the 
Western context were not found (Gill et al., 2005; Nowosenetz, 2007; Alison J. Towns et al., 
2012). This is because the changing of the state’s regulations that no longer allow the 
advertisements utilising sex appeal contents in the alcohol brand promotions in Thailand. 
However, this implication seems to suggest that the good acts of men and masculinities are far 
more important to become masculine: a good act is far more than you do for yourself. As can 
be seen from the implication, men and masculinities tended to project involving with the ideal 
forms of good Thai men that link to the collectivist values such as Thai nationalism, caring 
family, and community that links to the local values of Thainess.  
 
Back to the glorious period, a fast rise of the Chang brand that used to dominate the beer market 
share in Thailand with a leading brand position between 1998 and 2006, before losing the 
overall market share to Singha in 2007 until the present (2016) (Treerat, 2007; Sankrusme, 
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2008). Chang used to have its peak position in 2003 with almost 70% of the market share. 
Chang was promoted as a source of hope for the future of grassroots or people in rural areas, 
which was a mass market - a low but prestigious image with a cheap price (Cayla and Eckhardt, 
2008, p.222). Again, Singha beer was the leading brand during that period with high class men 
(Siripai, 2007). Considering the evidence in this thesis, it could be argued that the Chang’s 
nationalist brand image was the original masculine representation, which Chang created for 
brand promotion since its launch. The reason that the nationalist Chang brand image overcame 
Singha (which retained its association with high class men), was because during that period 
(1997-1998) Thailand faced economic recessions, so that people were wary of spending too 
much money, which encouraged new products which could be sold at a lower price to be 
introduced to the Thai alcohol-beer market, beating Singha off the leading brand position 
(Treerat, 2007). Sankrusme (2013) noted that: ‘because of the Thai economic crisis of 1997, 
consumers’ purchasing power had decreased, which prompted them to turn to drinking less 
expensive beer, such as Chang’ (p.1668). With this turn of events, Chang beer, a newcomer, 
had become the leading brand in the Thai alcohol-beer market between 1998 and 2006. 
Nevertheless, after 2006, Chang gradually lost its market share and its hegemonic beer brand 
position to the prior brand leader, a state of affairs that has continued until the present (2016). 
To recover its market share, this thesis found that Chang has established its brand-new image 
relating to cosmopolitan masculinity as the hope of its future. However, the original 
representation of nationalist masculinity, the authentic Thai nationalist man, has been 
suspended since 2012, and priority goes to the new brand image.  
 
According to the evidence presented in this thesis, Chang and Singha are competing in one 
market for the dominant brand position. In doing so, they are attempting to promote a particular 
way of being a man to construct its market-winning representation of masculinity, increasing 
their appeal for the sake of sales. This chapter therefore explores the elements that make up the 
Chang brand. Regarding the evidence in this thesis, there are three forms of masculinity that 
are embedded into Chang brand masculinity, which enables brand promotion and competition 
with other players in the market, especially a beer from the Singha corporation company label.  
 
The scope of Chang needs to be contextualised. ‘Chang’ refers to a product beer brand name, a 
representative brand name of the beers in the brand portfolio of the Thai Beverages Public 
company, and also covering the sales volume term for the entire beer brand portfolio from the 
Thai Beverages Public company (which include Chang, Federbrau and Archa) (Chaitrakulchai, 
2010; Euromonitor International, 2012; 2013a; 2013b). The case study of the Chang brand is 
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drawn upon from three main sources, which are: qualitative content analysis; in-depth 
interviews with Chang executives; and focus groups with consumers. To explore how Chang 
extracts the lived masculinities from everyday life to build up its brand masculinity, the next 
section begins to map out the historical brand background until the present day (past success, 
market decline, new challenges) to inform the Chang brand masculinity’s developments.  
 
7.2  Chang history and its past success  
 
Figure 7.2 The ad campaign ‘we are Thai as we have the same Thai heart’, represented the image of authentic Thai 
men who love being Thai and are proud of their nation. The advert employed Carabao as the key brand ambassador, 
since Carabao was the Thai rock brand that was popular among labourers, farmers and people in rural areas. The 
campaign was a huge success between 1997 and2003 before Chang’s market growth declined in 2004 and 
subsequently. Finally, in 2007 Chang obviously lost its hegemonic brand position to Singha, as has remained the 
case until the present day.  
 
Chang was first introduced into the Thai beer market in 1995, and made a success in 1998 to 
overcome Singha (Cayla and Eckhardt, 2008). Chang was promoted as a cheap beer, as ‘the 
hope of the future’ during Thailand’s economic crisis (1997-1998), with the ‘brand positioned 
as an authentically Thai beer: ‘the real Thai draft, and [the brand image] is centered on a sense 
of Thainess, with some cultural influences and elephants and all that stuff, but much more 
authentically corresponding to what Thais see as Thai’ (Cayla and Eckhardt, 2008, p.222). This 
can be seen from the characteristics that are represented, for example: collectivist, friendly Thai 
people who love their friends, family, being concern with the cultural norms of love of Thainess. 
These are the authentic Thai values that Chang tried to represent within the original brand image 
as Thai nationalist masculinity. This can be seen from the ad campaign [see Figure 6.2] ‘we are 
Thai as we have the same Thai heart’ using the Carabao rock band to represent the national 
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pride of being Thai, associated with the pride of drinking quality Thai beer, and appealing 
particularly to the working class people living in rural areas (the majority of people in Thailand). 
As Cayla and Eckhardt (2008, p.222) emphasised, ‘Chang appeared during the economic crisis 
of 1998 [launched into the market since 1995] and it signified the hope of the future. [While] 
Singha was destroyed almost overnight because it signified the past, almost what was wrong 
with the country…Chang had been heavily promoted as “the authentic Thailand of rural areas” 
using the Thai rock band Carabao as the key brand ambassador, persuading farmers [or 
laborers] to reinforce its position as the truly Thai beer’.  
 
More specifically, after Chang officially was launched on the Thai alcohol market on 2nd March 
1995 (Thai Beverages, 2012), within a few years Chang beer had a rapid market growth and 
then became the leading beer brand in Thai society for a short period of time between 1998 and 
2006 (Sankrusme, 2011) (See Figure 6.3). During those times, Chang had huge success in the 
Thai beer market beating Singha, the one and only original Thai beer brand (since 1933) 
monopolising the market for several decades. As Sankrusme (2011) stressed, ‘Chang beer was 
reasonably successful at an early stage. The economy [due to an economic crisis in Thailand in 
1997-1998] was extremely depressed and the purchasing power of people diminished… 
consequently, selling at a low price, Chang beer played a more important role in the beer 
market…This took advantage over other competitors resulting in a reduced sales volume of 
Singha beer’ (p.490). Likewise, Treerat (2007, p.47) emphasised that: ‘Chang beer was 
launched into the Thai alcohol market during an economic recession. Consumers’ purchasing 
power was low. A new cheap beer, ‘Chang’, was introduced to replace [Singha beer with the 
premium/expensive look], due to Singha’s brand image looking quite premium and more 
expensive more than Chang. Singha could not use the strategy of reducing the price to compete 
with Chang, since it might ruin Singha’s overall brand image as the original premium Thai beer. 
[For this reason] Chang had successfully penetrated into the market beating Singha beer to 
become the leading beer brand [during 1998-2006 before it lost market domination back to 
Singha again in 2007 until now]’. Consequently, this implication enables us to understand that 
Chang beer was promoted with an authentic nationalist male image, with a cheap price, 
persuading working class people who mainly live in the rural areas of Thailand buy Chang 
instead of the Singha beer, which had monopolised Thai beer market for over six decades. 
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Figure 7.3 The development of Chang and Singha market share, 1995-2009 
Source by: Singha Corporation Co, Ltd. 
 
For Chang’s market growth timeline, see figure 6.3, running from after Chang had an official 
market launch in 1995. Chang had a market share lower than 20% of the alcohol-beer market. 
However, within a few years, by around 1997-1998, due to the changes of people’s economic 
life and consumers’ lifestyles that advantaged the Chang promotion as mentioned earlier, 
Chang’s popularity and its sales rapidly increased to about  51% market share. By 1998, Chang 
had become a market leader in the Thai alcohol-beer market, replacing Singha beer. With this 
consequence, Singha’s market share reduced to around 44%. However, the popularity of Chang 
still continuously increased until 2003. Chang’s sale volumes had peaked to almost 70% of the 
market share, before gradually decreasing a year after and until 2007, when Chang had officially 
lost the superior overall market share back to Singha again with a few market shares differences. 
By which time, Chang had fallen to 44% of the market share, while Singha had increased to 
around 46% of the market share. Eventually, from 2007 until the present, Chang beer still have 
a market share lower than Singha, and ranked the second most dominant brand in sales and 
consumers’ popularity, following Singha. As a consequence of this, the introduction of Chang 
and its market impact created a battle between Chang and Singha, (which is discussed again in 
the comparison chapter 9). According to the evidence presented in this thesis, it is therefore 
arguing that this battle is like a competition between two Thai men, fighting for the hegemonic 
brand masculinity position in Thai society. The next section discusses the way that Chang is 
looking forward to being in the future, after losing its hegemonic brand position and the 
decrease of its old brand image appealing to Thai nationalist men.  
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7.3 Transforming Chang to the new look  
 
The research for this thesis found that at the present Chang is in a process of transforming its 
brand image and company’s management following the changing socio-economic 
circumstances, and changes in consumers’ lifestyles that have happened in Thai society and the 
global markets, especially commerce within the South East Asia region. Chang has been facing 
market decline and lost the overall market shares to Singha in 2007. Chang has become a 
challenger brand in the market again. So that, according to the evidence presented in this thesis, 
it is argued that Chang is in the process of transforming, re-establishing its business capacity 
featuring a brand-new image of men looking fresher and younger, appealing to young people. 
Arguably, the brand-new image is quite far away from the old brand image concept and prior 
target consumers that Chang used to focus on in the past. Alongside this challenge, Chang also 
has to prepare itself for another big challenge, which is the opening of a free trade market 
occurring within the region in 2015, called the ASEAN Economic Community (AEC). As the 
Chang Marketing Director, Mr. Vorarat Charoonsmith, pointed out, there are several problems 
for Chang that must be solved relating to the AEC market: 
 
‘…we are setting up new systems for the competition… we do not have official 
distribution agencies in some countries… The basic methods we will employ include 
the setting up of a distribution system and the route to markets’ 
 
This perspective suggested that product distribution management for the Chang brand is in 
progress. Furthermore, the Chang MD stressed that the brand building approach is essential for 
the Chang brand for both the domestic and international markets;  
 
‘…We need to re-construct the brand. I think our branding method is rather hollow for 
the Thai market and the AEC… People know the brand because of its popularity, but 
they do not know the values of the brand or the standpoint of the brand. Therefore, we 
have to begin the construction of the brand for AEC countries as well’  
 
This viewpoint demonstrates that the concerns for the brand promotional approach include 
building brand awareness and loyalty when marketing in a global context. However, to examine 
Chang’s achievement in the global marketplace is conjecture and beyond the scope of this 
thesis; more research is needed to examine the progression from a local to a global brand. The 
difficulty is how Chang moves away from marketing that is highly dependent on Thai symbols 
of masculinity towards a more international market where such symbols might not have 
symbolic purchase with the audience.
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More specific to the problem that Chang is struggling with at the moment is the brand image 
that has been operated since their launch in the market two decades ago. Consumers still have 
attitudes towards Chang beer, regarding it as a cheap beer for lower/labouring class people (The 
Manager News, 2011a). As it was promoted as the hope for the future to impress the majority 
of the country during an economic recession, Chang became a market leader in a very short 
period of time, and people commonly perceived it as a cheap beer brand that everyone can 
access (Cayla and Eckhardt, 2008). The Chang MD revealed:  
 
‘…in the last decade, Chang was made as a mass product. We wanted lots of people to 
be impressed by our brand. We made beer at an approachable price because, at that time, 
Thai people thought beer was an expensive product… [Drinking beer] looks classy in 
Thai society… Therefore we built Chang as a mass product for everyone. We used to 
use famous artists like Carabao (the popular rock band among people in rural/up country 
areas) as brand endorsers to communicate with the majority’ 
 
This perspective enables us to understand the market in which Chang was viewed as a 
challenger during that time. As a consequence, Chang produced beer at an affordable price for 
a mass audience across the country especially in the rural areas and for the working class, with 
an ad campaign - ‘Thai Nationalism’ - promoting the beer as the hope for the future. This can 
be seen in the ad campaign ‘we are Thai as we have the same Thai heart’, that was employed 
to create the image of authentic Thai men who are proud of being Thai and love Thai nationhood 
(see Figure 6.2). Chang had become the market leader within a few years. However, this implied 
that consumers regarded Chang as ‘a cheap beer with low prestige’ which worked as a 
disadvantage for the Chang brand image, in terms of market competition and brand promotions. 
This can be seen in the implication of the focus groups exploring the consumers’ perceptions 
about the Chang nationalist image in chapter 8, and the interview with the Chang MD.  
 
As a result, at present (2012 – 2015) Chang is in a period of transition, re-establishing its brand 
image, in order to take advantage of promotions to gain a higher market share of Thai 
alcohol/beer consumption. The Chang MD admitted that currently the brand image is perceived 
as ‘an old man, looks cheap, rural, labour class, low educated and low prestige’, which are 
unlikely attributes for building the brand image:  
 
 ‘…We [Chang beer] were projected as an adult, rather old… low education and a 
labourer… That is what people think about us…. Yes, we would like to rebrand to be 
more modern, cool and smart because at present… people perceive us as old fashioned, 
just like Carabao (the rock band popular among people in rural/surrounding areas)… So 
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we need to adapt towards this brand perception… we’re in the process to changing from 
Person A to Person B’  
 
The perspective of the Chang MD revealed the weakness of the old brand image, namely that 
consumers perceived Chang in a particular way, influencing the market directions that Chang 
wants to take. Therefore, a transformation of the Chang brand to a new image is required to 
create a different kind of masculinity. It is argued that the new brand image is shifting from the 
old understanding of Thai nationalism, rural lifestyles, and looking like an old man, to the more 
modern Thai man associated with urban and cosmopolitan life. 
 
Chang had an explicit gender target, which focused on men and their masculinities when 
creating advertising to sell their products. Noticeably, females and femininities are not 
considered in association with Chang advertising. As the Chang MD stressed, Chang does not 
target female audiences at all when advertising the brand:  
 
‘…I will say frankly that Chang does not target females when advertising. We may have 
female customers but women are not the main group of alcohol drinkers…females may 
drink beer on some occasions, but females are not our target audience’  
 
Obviously, this comment enables us to see that men are the core target customer, which 
encourages Chang to apply masculinities as the key in its advertising representations appealing 
targets. 
 
Affirmably, men are the main target audience and are the most significant for Chang brand 
communication. The Chang MD confirmed:  
 
‘…The brand, Chang Beer, has a high masculinity factor. It is the image of 
Chang…Thailand is unique in alcohol drinking which begins in groups of males’  
 
Furthermore, he admitted that males are the target audience and consumers for Chang: 
 
‘Thai people generally order beer/alcohol following opinions of the groups, which are 
mainly males… Males are the decision-makers, and they are maybe a heavy drinker… 
They love sharing drinks … because drinking is sharing in Thai culture… thus, our 
advertising targets males because they are the key consumers’  
 
This demonstrates the uses of masculinity that are not only significant for the Chang advertising 
and brand promotion, but also reflects Thailand’s patriarchal society, where males are often 
dominant in many contexts (Peleggi, 2007; Reynolds, 2014). As Peleggi (2007) argued, ‘Thai 
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folklore and popular wisdom are notorious for emphasising women’s subordination to men. 
The cultural and historical roots of Thai patriarchy have been identified both within Buddhism, 
which placed women in an inferior position to men in the chain of rebirth and forbade their 
ordination, reserving for them the role of lay ascetic (maechi); and with the Sakdina social 
order, in which women were considered under the law to be male property’ (Peleggi, 2007, 
p.79). More specifically, this significance of patriarchy, regarding men over women, is applied 
in association with Thai cultural identity, as can be seen in the characteristics of Chang’s old 
brand image, with aspects such as: the cultural norms/values of men’s pride in being Thai, love 
of Thai [or Thainess], love of friends/family, respect for old/senior people and so forth. This 
significance aims to show the authentic Thai men who are friendly, and who love the Thai 
nation, friends and family. This, for example, can be seen from the implication of the old ad 
campaign slogans, which said ‘we are Thai, as we have the same Thai heart’, and ‘Thai people 
are never inferior to any other nation in the world’ that provoked national pride. However, as 
mentioned earlier in this brand image, consumers perceived it as old and out of date, unlikely 
to be of benefit if it was continued for brand promotion in the present time. Chang therefore 
look forward to a new image, which is the hope of the future. 
 
The new look that Chang aims to adopt is that of a modern Thai man, middle class, outgoing, 
new graduates and young professionals, first jobbers, well-rounded, smart, charming, educated 
in Western countries, enjoys life, loves challenges. And some attributions from the significance 
from brand image such as being friendly, kind, being aware of Thai norms. As the Chang MD 
asserted, [they are looking for]: 
‘….male, young people….newly graduates till young professionals…They may be 
outgoing men, graduated from abroad, sporty guys, charming, well rounded [good at 
working and hobbies such as music and sports], smart, high education graduating from 
Western countries, living in the country or overseas … love challenging and…like to 
work hard and play hard… in the meantime they’re still Thai, relying on Thai cultural 
norms…love Thailand, nation or country and they can be modern…cool…what we 
created are based on the consumers’ lifestyles that happen now… These are the 
characteristics of the new target that we reach for’  
 
This ideal of Chang masculine characteristics reflects the representations of different kinds of 
Thai male identity, which have emerged due to the social influences of transnational capitalism, 
such as the idea that men should work hard to achieve success in life in the representation of 
Singha inspirational capitalist masculinity (discussed in chapter 5). As a consequence of this, 
Thai male identities are able to be more modern/urban, cool, with men enjoying living life and 
challenges as the expression of a cosmopolitan masculinity. These characteristics are mixed 
with other Thai cultural values/norms and notion of love of Thai (or Thainess) such as being 
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aware of loving nation, respecting old/senior people, being friendly, kindness/compassion as 
following Buddhist instructions (Jorgensen, 1995b; Jory, 1999; Niffenegger et al., 2006). As 
Jory (1999) emphasised, the Thai cultural identity (Thainess) is the dynamic on the Thai media 
and advertising culture: ‘official notions of Thai cultural identity [Thainess]- the foundations 
of which are the monarchy, Buddhism, and aristocratic artistic forms - remain enormously 
powerful in contemporary Thai political life…[As a consequence of the globalisation 
transformation and neoliberal commerce] It appears that, despite the influx of transnational 
advertising agencies and the world’s major marketing companies, rather than flooding the Thai 
commercial media with western images and values, advertising culture in Thailand has to some 
extent been localised [Thai cultural identity]’ (Jory, 1999, p.462). Likewise, Jorgensen (1995) 
argued that the notion of a love of Thai or Thainess is ‘codify the official Thai identity and 
provide one another with mutual support, protection, and/or legitimation’ (Jorgensen, 1995, 
p.34). This implication seems to suggest that the Thainess/love Thai is the dominant ideology 
of Thai society in everyday life that Thai media and advertising culture often applied for 
constructing the meanings, identities or values for brand promotions (Mulder, 1985; Jorgensen, 
1995; Jory, 1999). As a result, these norms/values are partly mixed within Chang masculine 
representations.  
 
Alongside this, during the re-establishing period, Chang still employed television as the key 
medium for brand communication with target audiences, even though there is a strict state 
regulation on alcohol advertising in Thailand. Using television is more accessible to the 
majority, more so than other media tools. This was confirmed by three executives who work 
for Chang advertising and branding. The Chang MD admitted, when asked about whether TV 
still remains as an important media, that several factors were considered, such as the state 
regulations on alcohol advertising:  
 
‘…TV is still one of the main media channels for Chang to communicate with the target 
audiences… We have to accept that TV is the most accessible medium and that it 
reaches people nationwide. However, in the past, we may have spent a budget of 1 Baht 
[Thai currency] on TV and only had 0.50 Baht in return. At present, we put 1 Baht into 
TV and have only 0.25 Baht in return, but we do still need it’  
 
This implication seems to be that nowadays the Thai alcohol industry is highly competitive, 
and a lot of money is spent for brand promotion as there are several players emerging into the 
market. Furthermore, due to the social changes and technological advances that might affect 
Thai alcohol consumer behaviours, several brands try to apply variations of media channels to 
reach their targets the most for provoking sales. For this reason, the Chang MD mentioned that 
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the benefit of television media might reduce, compared with the benefits in the past, but that it 
is still important since it can reach the largest number of people. In the meantime, it is evident 
that Chang also employed TV integrated with several media communication tools promoting 
its brand to reach most consumers’ activities in everyday life, such as radio, events, sale 
promotions, etc.  
 
Along the same lines, the Group Account Executive of AMEX advertising agency, Ms. 
Monapat Wongsawat, confirmed that TV remains one of the important media for Chang brand 
communication with the target audience: ‘…Of course, TV advertising is still the main channel 
of communication for Chang. We have to accept that TV is a real mass media in Thailand’. The 
reason that Ms. Wongsawat was reluctant to accept that TV is a key medium for Chang is that 
Chang might still want to keep its core target consumers, which are the labours and people in 
the rural areas. This was the customer-base when the product was originally launched. Even 
though the Chang brand wanted to develop a new brand image, capturing young people, using 
TV for the core target customers still remains their approach. Furthermore, the Group Account 
Executive of AMEX advertising agency pointed out that the internet in Thailand is not as 
popular as in Western countries: 
 
‘…in foreign countries, the internet might be number one medium and TV comes later. 
But in Thailand, TV is still the most accessible medium, especially in the areas that have 
difficulty accessing the internet. Therefore, TV is the most suitable channel for the 
Chang brand because it is a mass brand’  
 
Similarly, the Creative Art Director of AMEX advertising agency confirmed that in Thailand 
TV is more widely available than the internet:  
 
‘…TV is the most important mass medium, compared to the national population. TV 
reaches the masses better than the internet. Some people do not have access to the 
internet, but 100 per cent of people can watch TV. Therefore, TV is still important and 
has a major influence on consumers’  
 
The implication seems to be that TV is a very common medium that everyone could access, 
especially the majority of people in Thailand (Siriyuvasak, 2007). Whereas new media, like the 
internet, are not the best choice for Chang to contact the mass of people in the context of 
Thailand, since the internet is used mostly by some groups of people, such as ‘the business 
community, education institutions and student’ (Siriyuvasak, 2007, p.1). Thus, this implication 
seems to suggest that TV is applied for promoting the Chang brand with its [mass] target 
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audiences. Since, most Thai people can be reached by TV more than other kinds of medium, 
according to Chang executives’perspectives.  
 
In terms of brand communication strategy, it is evident that Chang employed various 
communication tools (Integrated Marketing Communications-IMC technique) for its brand 
promotion for building brand awareness and experience (Belch et al., 2012; O'Guinn and 
Semenik, 2012). For example, Chang exploited music and sport activities to let consumers 
access the Chang brand experience, building its brand awareness among its communication 
target market. In the meantime, Chang also employed TV commercials, promotional activities 
and public relations (which are called above the line media or paid media) promoting its 
upcoming music and sport activities. This was confirmed by the Chang MD:  
 
‘…below the line media such as marketing activity is the other way for building brand 
awareness for Chang to integrate with the above the line media…however state 
regulations are another concern’  
 
This perspective suggested that ‘the below the line media’ such as sport and music activities, 
are a solution for the Chang brand, producing brand experiences and awareness, which can be 
associated with a range of social themes including masculinity. The Chang MD admitted: 
 
‘…It costs about 2 billion Baht per year for branding… This is for everything such as… 
sales promotion, trading and brand construction... and so on…’  
 
This perspective of the Chang MD enables us to understand that Chang places a huge 
importance on brand promotion for building its brand image in order to sell its products. For 
example, the recent ad campaign – with the slogan ‘live life as you mean it’ - promotes the 
Chang brand’s new image of a young man who loves challenging himself and enjoys life, 
targeting young people. It can be seen that Chang employed music and sport as the key activities 
promoting the campaign, integrating with various media communication tools (such as 
television, PR, marketing events and so forth) building up the brand-new character and 
experience though these activities. For instance, Chang sponsored such as Barcelona and Real 
Madrid Football Clubs as brand endorsers, promoting the Chang brand through the image of 
men who enjoying living their life (who enjoy playing football). This activity was promoted via 
various media (such as ad & PR techniques) building up the brand awareness about the new 
brand image. Along the same way, Chang also sponsored young Thai rock star concerts by 
creating music events, building the brand experience and awareness of men who enjoy living 
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their life with music, encouraging men to life their life as they mean it, promoting its new brand 
image.  
 
Consequently, regarding the evidence presented in this thesis, it is clear that Chang employed 
these various modes of communication tools building up the positive attitudes and brand 
experiences of Chang brand masculinity amongst the targets for selling its products (Pine and 
Gilmore, 1998; Holt, 2003b;). It is evident that Chang tries to create its brand awareness and 
experience via several activities and media, increasing its brand’s appeal amongst its target 
consumers. The next section explores the three masculine representations that are embedded 
within Chang brand masculinity, building up the masculine Chang brand’s experiences for 
selling its products.  
 
7.4  Chang Representations of Men 
 
According to my qualitative content analysis, Chang aired 70 TV adverts. By reviewing all of 
the adverts and drawing upon several elements, such as emotional appeals, music and sport 
events, music used in the background, male voiceovers, images of male/female celebrities or 
brand endorsers used, etc., it has been found that three representations of masculinity emerged 
in Chang’s branding. These are: 1) the masculine representation of Thai Nationalism, regarding 
those who are proud of being Thai, love their country, friends, family. This image ranked as the 
first (23 adverts). 2) the masculine representation of cosmopolitanism involving men who enjoy 
life, love challenging themselves in life, who are friendly, and still proud of being Thai. The 
cosmopolitan men image ranked second (15 adverts). And lastly the masculine representation 
through the Social responsibility (SR) approach, involving men who care for children living in 
rural areas, giving them free scholarships (5 adverts). Nevertheless, the rest of the overall 
adverts (70) were a kind of Value Added Advertising (VAA) (27 adverts). The VAA did not 
account for any particular themes of masculine representations, although VAA were enhancing 
the senses of masculinity. Since the VAA were applied to inform customers that Chang did co-
branding events with other brands, relating Chang to some other activities. In other words, these 
VAA did not relate to any Chang key ad campaigns, so that the VAA did not account for any 
themes of masculinity. For example; VAA was applied to inform people that Chang was co-
sponsoring, along with ISUZU or MCOT, the hosting of the Thai boxing competition called 
‘Thai Fight’ in 2010. Thus, VAA did not account for any particular forms of Chang masculine 
representations.  
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Significantly, these three forms of Chang masculinities are extracted from how Thai men lived 
everyday life. Evidence presented in this thesis found that three cultural influences are blended 
formulating these three brand images embedded within Chang brand masculinity. These are, 
namely: (i) the global aspect of transnational business masculinities such as the characteristics 
of focusing on work, tolerance, hyper-masculinity, and so forth (Connell and Wood, 2005 p.361 
& 362), (ii) the global concern of organisations’ ‘Corporate Social Responsibility(CSR)’ 
(Bowen, 1953; Carroll, 1999), and (iii) the cultural influences of Thainess that formulate Thai 
culture identity (Jorgensen, 1995a; Jory, 1999; Jirattikorn, 2003). As a consequence of these 
factors, there are three diverse masculine representations, listed in order of significance; (i) Thai 
Nationalism is the oldest image that has applied since the first market launch; (ii) 
Cosmopolitanism is the image that Chang is re-modernising; and (iii) Social Responsibility is 
the brand corporate image that is associated with people in rural areas/labour class.  
 
In other words, these three brand images that are embedded within Chang brand could be 
regarded as a hybridised masculinity formed through a range of representations (Pieterse, 1995; 
Robertson, 1995; Hannerz, 2002). The globalisation impact ‘overrides locality [a particular 
country’s cultural demographics], including large-scale locality such as is exhibited in the 
various ethnic nationalisms which have seemingly arisen in various parts of the world in recent 
years’ (Robertson, 1995, p.26). There could be no globalisation without considering the locality 
factors related to homogeneity and heterogeneity. Robertson therefore proposed the 
glocalisation concept. It is the term that ties globalisation to the influences selected, processed 
and consumed according to the needs, tastes and social structure of the local culture. Robertson 
argued that glocalisation ‘is closely related to the frequently addressed theme of global 
hybridisation' (ibid, p.40). In other words, this process of local mixing with global is regarded 
as hybridisation. He stressed that ‘the idea of glocalisation in its business sense is closely related 
to what in some contexts is called, in more straightforwardly economic terms, micro-marketing: 
the tailoring and advertising of goods and services on a global or near-global basis to 
increasingly differentiated local and particular markets… To a considerable extent 
micromarketing - or, in the more comprehensive phrase, glocalisation - involves the 
construction of increasingly differentiated consumers, the 'invention' of 'consumer traditions' 
(Robertson, 1995, p.28). Likewise, Hannerz explained the hybridisation concept by stating that 
it is a process of ‘cultural confluence within a more or less open continuum of diversity 
(Hannerz, 2002, p.14). Consequently, from this implication, it could be argued that the Chang 
masculinities are the hybridised forms. As can be seen that the forms of Chang masculinities 
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are mixed between the characteristics of transnational capitalist masculinity (such as hard 
working, being focus, tolerant) and the Thai conventional values (such as Thainess, respect old 
people, love family and so forth).  
 
According to the evidence presented in this thesis, the overall outstanding characteristics of 
Chang brand masculinity are: friendliness, collectivism, heavy gratitude towards the 
country/nation, love of Thailand, love of family (brotherhood), love of friends, concern for Thai 
cultural norms (such as respecting older/senior people, people who used to help them, Karma 
and etc.), being determined, working hard when wanting to achieve something, and being 
concerned with social contributions, doing good things for the society/people in rural areas. 
These characteristics are at the forefront of re-establishing the Chang brand image. As the 
Creative Director of AMEX advertising agency, Mr. Pansoon Sugandhapatibhaga, who created 
the latest Chang ad campaign, explained about the ideal form of Chang men: 
 
‘In the past, Chang talked about this as a Thai brand…trying to say it was a brand of 
Thai people and Thai people drank Chang beer…being as Thai, kindness and friendship 
among brothers, family, friends or Thai people, then develop to the love of our nations, 
the love of Thai people among Thai people, love our country and nation, be serious and 
focus when wanting to achieve something…Therefore, Carabao was chosen to be the 
presenter to represent the love and pride of being as Thai people. Later on, Chang added 
more to convey a new message that this Thai brand received an international gold medal 
to guarantee its quality’. 
 
However, in the future, Chang is anticipating being more modern, up-to-date and well-educated 
in a western country, as can be seen in the new brand image of cosmopolitan men that is being 
processed at the moment. As Mr. Pansoon Sugandhapatibhaga added, the current focus that 
Chang wants to represent relates to its new brand image: 
 
‘At present, Chang has another message to convey [brand new image]. It is also about 
the quality in the sense that we are quality Thai people. It is talking about a young male 
who begins the career life… We want to focus on the younger people, a new generation, 
positive thinking. They are highly educated people. Some of them graduate from aboard. 
They have interesting lifestyles… They’d like to drink and have fun. At the same time, 
they can work hard, play hard and still are concerned with Thai culture and norms, still 
being as Thai, loving Thailand, nation, country… They love listening to music, enjoy 
playing sports, hanging out with friends, flirting with women, but they also can 
concentrate in every activity they want to do… It is about the young people, fun, modern 
as Thai style, new trend’ 
 
This implication seems to be that the new Chang brand image seems to build on the significance 
of the old brand image, to be more modern, up to date, fresh, young, well-educated version 
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from Western countries, that is well-rounded, work hard and play hard, following the global 
trend of men’s lifestyles. In the meantime, the new brand characteristics of the new brand image 
still has some of the significance of the original brand image, such as being concerned about 
Thai traditions, the love of Thailand, love of country, love of friends/family, and kindness.  
 
At some points, the characteristics of the Chang brand such as working hard and playing hard 
(from the brand new image), being serious and focused when wanting to achieve something 
(from the original brand image), or some of the significance of the love of Thailand/nation 
(patriotism) and being aware of Thai Buddhist norms (being religious), reflect the prominent 
personalities of the transnational business masculinity (Connell and Wood, 2005). These are, 
for example, ‘tolerance, energy focused on work, flexibility, a certain libertarianism, certain 
technological skills, and skill in communication… [Also] little of the old content of bourgeois 
masculinity, domestic patriarchy, snobbery, social authority, patriotism, religion, and so on to 
give it point (Connell and wood, 2005, p.361 & 362)’. It can be seen that some of these 
personalities are also reflected in the three images that are embedded within Chang brand 
masculinity. The next section explores the three representations of masculinities that create an 
appealing Chang brand masculinity.  
 
7.5 Thai Nationalism masculinity 
 
According to evidence presented in this thesis, the ‘Thai Nationalism masculinity’ is the 
original brand image that Chang represented for brand promotions since its beginning. It is the 
major representation found in the Chang brand. This masculine representation created a huge 
success for Chang’s brand promotions and sales especially between 1997 and 2003 (Cayla and 
Eckhardt, 2008), before the decline of sales and the brand image in Thailand from after 2004 
until the present.  
 
According to the evidence presented in this thesis, the representation of Thai nationalist 
masculinity was created centring on a concept of Thainess or love of Thailand. Thainess or love 
of Thailand (nation, religion, and the king) is the ideology cultivating Thai people to love the 
nation, Buddhism, and the king/monarchy (the three so-called pillars or the holy trinity of Thai 
national identity) (Benedict, 1952; Mulder, 1985; Jorgensen, 1995b; Jory, 1999). As Jorgensen 
(1995) argued, Thainess or love of Thailand is the key articulating principle of Thai national 
identity; he noted that: ‘[the] Thai national identity is based upon the holy trinity of Nation, 
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Religion, and King (Chad Sassana Pramahakasat in Thai). These principles are ‘a mutually 
reinforcing triad known as Lak Thai (love Thai) codify the official Thai identity and provide 
one another with mutual support, protection, and/or legitimation’ (Jorgensen, 1995, p.34). 
Likewise, Mulder (1985) argued about the Thai national identity occurring in everyday life in 
Thailand: ‘in the Thai national “civic” ideology of Nation (the encompassing ritual 
community), Religion (common ritual and beliefs), and the King (uniting prakhun, or moral 
goodness, and pradecha, or righteous power) the national community celebrates itself and is 
seen as the “safe” home in an unruly wider world’ (Mulder, 1985, p.180-181). Consequently, 
by basing on the significance of Thainess, such as the sense of love for Thailand, or to be 
grateful and respect to those three pillars that make Thais become Thai, Chang has applied these 
conventional values creating the form of Thai nationalist masculinity appealing its target 
consumers across Thailand.  
 
By drawing upon the concept of Thainess, Chang has differentiated its brand image as another 
way that Thai men can be proud of being Thais. By contrast, the Singha brand image articulates 
the concept of Thainess with the focus on loyalty to the king and the royal family as the 
authentic form of Thai male citizenship. Uniquely, Chang applied the sense of loving the nation 
to define Chang’s brand image identity of loving Thailand, representing the ideal form of Chang 
male citizenship (nationalist masculinity) for selling its product. The significance of this can be 
seen from two of the slogans that were applied to represent the brand image of Thai nationalist 
masculinity, for instance: ‘we are Thai, as we have the same Thai heart’ and ‘Thai people are 
never inferior to any other nations in the world’. The implications of these two slogans 
demonstrate the importance of provoking senses of national pride about being Thai, in relation 
to the pride of a customer consuming Chang beer. More specifically, the characteristics of the 
Chang Thai nationalist image are based on the ideology of Thainess or love of Thailand, for 
example: friendly men, love of friends/family, as well as love of the Thai people as if they were 
family members, kindness/sincerity, also being determined and serious when wanting to do or 
achieve something, and being proud of being Thais (in terms of culture, norms, Buddhism, 
country, nation and so on). Cayla and Eckhardt (2008) argued Chang brand promotion (Thai 
nationalism masculinity) is significantly ‘centred on a sense of Thainess, with some cultural 
influences and elephants and all that stuff, but much more authentically corresponding to what 
Thais see as Thai’ (p.222). By contrast, Singha paid most attention to loving and honoring the 
king to define the authentic type of the ideal Thai male citizen.  
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At some point, it could be argued that the emergence of a particular form of Thai national 
masculinity that draws upon Thainess was led by the development of Thai national identity. 
Historically, this implication could be explained from two key incidences from the development 
of the Thai nation state, where the origins of notions of being Thai arise from: (i) during the 
reign of King Rama VI (1910-1925), and (ii) Field Marshal Phibun Songkhram, the Prime 
Minister (1940-1960). The first instance looks back to the colonial era when powerful Western 
counties such as Britain and France came to South East Asia, which was at the time of the King 
Rama VI (also known as King Vajiravudh) who originally constructed the principle of Thainess, 
thus building up Thai national identity (Thananithichot, 2011; Reynolds, 2014). As one area 
specialist phrases it: ‘Siam [Thailand] attempted to resurrect itself as a nation-state to preserve 
its independence. [Arguably] the nation constructed by this process was under the supervision 
of the king and his royal family’ (Thananithichot, 2011, p.257). To achieve this, King 
Vajiravudh originally created the political ‘Nationalism’ (Thainess) campaign, in order to 
provoke Thai citizens to be proud of being Thai by creating loyalty oaths (themed on the love 
of nation, of Buddhism, and of the king). As Reynolds (2014) stressed, King Vajiravudh 
‘advanced Siamese nationalism by debating advocates of the populist nationalism rising up in 
the public sphere, authorising a model of male behaviour’ (Reynolds, 2014, p. 274). For 
example, ‘soldiers entered into a pact with the king, pledging their fealty and vowing to lay 
down their lives not only for the nation but also for the king…The willingness to die is proof 
of loyalty to the king’ (Reynolds, 2014, p. 274 & 275). Also, King Vajiravudh ‘wrote plays, 
literature and essays, and [therefore] he used his works to popularise his ideas about patriotism, 
the virtue of hard work, and the willingness to die for king and country… to awaken nationalism 
based on the king’s ideas about the Thai nation, chat Thai (a phrase that he was the first to 
popularise)’ (Thananithichot, 2011, p.258). From this implication, it seems to suggest that King 
Vajiravudh originally helped to fashion the version of Thainess that was premised on a 
politicised national identity, regional power and an effective military. Correspondingly, this can 
be seen in the articulation of Thainess, creating the Chang brand image by drawing on Thai 
nationalist masculinity. By this approach to branding, Chang articulates the principle of 
Thainess to focus with a sense of love and pride about being Thais, love and gratitude towards 
friends/family/nation, tolerance and hard work for the sake of friends/family/nation.  
 
A second incident that centred on the Thainess principle and led to the emergence of Thai 
national masculinity occurred during the leadership of Field Marshal Phibun Songkhram, Prime 
Minister around 1940-1960, who ‘promoted a jingoistic version of Thai nationalism, sought to 
militarise the nation’ (Reynolds 2004, p.99). During this period, there were a lot of peoples 
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immigrating from several places, especially China and Malaysia. This migration led to a 
number of troubles because the immigrants could not so easily identify as Thais, due to an 
inability to communicate in the Thai language. FM Phibun Songkhram therefore modernised 
the country by changing the name of the country from ‘Siam’ to ‘Thailand’, in order to make 
the country appear more unified, which gives a sense of national pride for Thais (Reynolds, 
2004). As Reynolds (2004) argued, ‘the National Assembly had accepted Phibun’s proposal to 
change the country’s official name from Siam to Thailand, [since it’s] ostensibly a more 
accurate translation of the Thai-language name Muang Thai. It was well understood, however, 
that this change reflected Phibun’s aspiration to reclaim the nation’s ‘lost territories’ and bring 
ethnically related peoples in neighbouring territories under Bangkok’s rule’ (Reynolds, 2004, 
p119). Furthermore, FM Phibun Songkhram also pressured the immigrants to speak Thai and 
learn about Thai culture, in order to affirm that they are Thais, and nationally campaign for 
people to love the Thai nation, Buddhism and the king (just like in the King Vajiravudh era), 
as Thananithichot (2011) noted: ‘…Phibun’s government established a National Culture 
Commission in 1942 to define and disseminate Thai culture. The main reason for this was to 
apply pressure on, and facilitation for, Chinese and other non-Thai to speak and act in ways that 
confirmed their membership of the national community. Everyone was encouraged to learn and 
speak the Thai dialect of the central region (it would be better to say, the dialect of people living 
in Bangkok)… [as well as] preserving the monarchy as one of the most important pillars (nation, 
Buddhism, the king) of the Thai nation, the construction (and reconstruction) of Thai national 
identity’ (Thananithichot, 2011, p. 259). From this incident, it could be argued that FM Phibun 
Songkhram had re-articulated the significance of Thainess to build up the nation’s unity by 
pressuring the immigrants to affirm being Thais. Likewise, the process of making people 
confirm that they are Thais, and take pride in being Thai, is arguably similar to a process of 
Chang promoting its brand image of Thai nationalist masculinity. This, for example, can be 
seen in the ad campaign ‘we are Thai as we have the same Thai heart’. The campaign tried to 
exploit a sense of a love of Thailand persuading consumers to confirm their Thai national 
identity by drinking Chang beer. The idea was to make Chang beer become almost like the 
national drink to confirm the Thai nationality, a drink for Thais, all those who have the same 
Thai heart.  
 
Consequently, according to the evidence presented in this thesis it is noticed that although Thai 
nationalist masculinity that Chang created draws upon the Thainess concept (like Singha). 
Chang tried to emphasise the significance of pride of the nation to define the significance of 
being Thai, showing the Chang authentic ideal type of male citizenship, persuading ordinary 
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working class people. For Singha the emphasis seems to be on being loyal to the king and the 
royal family as the major form of Thai male citizenship, signifying the sense of Thainess, with 
an approach oriented to a premium brand image appealing to middle class Thai men. 
 
Evidence in this thesis found that the unique characteristics of Thai nationalist masculinity were 
Thai men, friendly, outgoing, being strongly grateful and loving Thailand (nations, friends, 
family, country), determined, tolerant, hardworking, and being intensely aware of Thai cultural 
values and norms (such as Karma, respect for old people or seniorities). It is the ideal type of 
ordinary authentic men that everyone can be. Arguably, this Chang brand image of Thai 
nationalist masculinity corresponds to Belk (1988) and Wattanasuwan’s (2005) conclusions 
that the promotion of brands such as ideal images or symbolic meanings attached to the brands 
are applied to make consumers want to be like/possess something, in order to encourage a 
positive change in their purchasing choice. Nevertheless, recently due to the decline of the 
market share and consumers’ brand image perceptions, Chang wanted to re-establish in order 
to catch up with consumers’ changing lifestyles and the related development of the market. The 
Chang MD admitted;  
 
‘these characteristics have been used since 1997… Due to the changing nature of the 
market and consumers’ lifestyles…it used to be very successful …now consumers do 
not appreciate this image like before… people perceive it as old …tired…not a good 
image for us’  
 
Then, the Chang MD revealed the image that Chang wanted to replace the old one with; 
‘….now we want to target younger people, new graduates from Western countries, 
living in the country or overseas …love challenging, first jobbers, young blood, 
outgoing, well rounded, aged 25-35, quite sporty men… in the meantime they are still 
being aware of Thai cultural norms…love of Thailand, nationality, country, friends, 
family [partly relying onthe original brand image of Thai nationalist masculinity: love 
of friends, family, country but outstandingly focusing on a good education from 
Western countries]’ 
 
The implication seems to be that Chang has primarily focussed on the new brand image of 
Cosmopolitanism, and left the old image of Thai nationalism behind. In addition, Chang has 
attributed some significance from the old brand image’s identity to the new one. The time 
sequence of the images applied in Chang marketing are represented below (see Figure 7.4).  
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Figure 7.4 Time sequences of the Chang images that applied 
 
Furthermore, the Thai nationalist masculinity is not only influenced by the Thai cultural norms 
and values of love of Thailand, but also hybridising with the global aspect of transnational 
business masculinity such as the forms of hard-working men, focusing on work and tolerance 
(Connell and Wood, 2005 p.361 & 362). As Hannerz (1996) argued, nowadays the market 
competition promotes cultural commodities in a mixed form, to ensure a better affinity; as he 
stressed: ‘the successful cultural commodities imported from the periphery to the center are 
hardly the “authentic,” “pure” products of the most distant periphery, freshly commoditized out 
of the form-of-life free flow of any bush village. It is much more likely to be something already 
creolized, a mixed form out of the encounter between center and periphery, and thus already 
something with a rather greater cultural affinity to the center’ (Hannerz,1996, p.78).  
 
 
Figure 7.5 The campaign, ‘We are Thai people, as we have the same Thai heart’, represented three different types 
of son in one family. Each has different characters, hobbies, and jobs. The advert tries to say that although each 
son has different hobbies, characters or lifestyles, when going back home they have the same parents, and the same 
family. It is as if, although Thai people are different, we all have the same Thai heart. This advert aired during 
2009.  
 
For instance, this could be seen in the advert airing in 2009, ‘we are Thai people as we have the 
same Thai heart’ (see Figure 7.5). The advert tried to represent each son’s characteristics, being 
serious/tolerant, hardworking, focused on their jobs or hobbies. For example, the oldest son 
loves animals such as elephants. The advert tried to illustrate that he heavily dedicated himself 
to working hard as a zoologist to take care of Thai elephants for the nation. Likewise, the second 
son loved nature such as the seas and beaches. He dedicated himself to working hard as an 
ecologist to preserving the southern beach of Thailand, working for love of the country. Lastly, 
the youngest son loves playing sports, especially football. He also dedicated himself, after hard-
work as a business officer in the big city, to teaching the children to play football in his spare 
211 
time on a voluntary basis. The implication seems to be that all of three sons are working hard 
for what they love (jobs and hobbies) integrating with the key contents of being proud as Thais, 
with love of family/parents.  
 
More specifically, the adverts that promoted Thai nationalist masculinity, airing on television 
in the ad campaign ‘We are Thai people as we have the same Thai heart’ aired during 2009, as 
shown in figure 6.5. The ad story portrayed different characters based on three brothers from 
the same family, representing three different types of men, who have different lifestyles and 
hobbies, hard workers, as mentioned earlier. The advert attempted to tell audiences that even 
though we are different in some ways such as lifestyles, hobbies and so forth, we have one thing 
in common and that is the same Thai heart, encouraging the sense of a love of Thailand. We 
should be proud of being Thais, almost like being proud to invite friends or for everyone to 
drink Chang beer. The adverts tried to imply that to be a good Thai person you should behave 
well, love and respect your parents, family, old people or seniorities are the significant things 
to say that you are Thai, being proud as Thais. Alongside all that, you can be yourself, do 
whatever you like to do, as long as you behave, being aware of Thai norms. By doing these 
things, you can be the Chang ideal type of Thai man, one of those who are proud being Thai. 
In other words, it was almost as though the advert was trying to encourage target customers to 
be proud to drink Chang beer like being proud to be Thais, inviting Thais to drink Chang beer 
together.  
 
At this point, it can be reflected that the brand image of Thai nationalism draws upon the 
concept of Thainess or love of Thailand (nation, religion, and the king as well as traditional 
Thai norms) to create a type of Thai male citizenship. This concept of Thainess or love of 
Thailand was similarly exploited by Singha to create the ideal type of Thai men who love and 
are loyal to the king and monarchy, as discussed regarding the Singha monarchy loyalty in an 
earlier chapter. However, in the case of Chang the marketing gave priority to the significance 
of loving the nation to create its type of men as Thai nationalist men who are proud as Thais 
holding Thai nationality, battling with Singha. The form of Thai nationalist masculinity that 
Chang created has characteristics such as: ordinary men who are friendly, collectivist, 
loving/proud of being Thai. The advert is tied up with the story of three ordinary brothers from 
who have different lifestyles, hobbies, and jobs. Furthermore, they are aware of Thai norms 
such as behaving well, respecting parents/old people and seniorities, love for their family, and 
love of nation/country. These kinds of behaviours are what are called being proud and loving 
being Thai.  
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In terms of the brand promotion strategy, it was found that Chang employed various 
communication tools promoting this Thai nationalist masculine brand image. Significantly, it 
is evident that the music marketing activities (such as the use of rock music) was significantly 
applied for building brand awareness and experiences of brand masculinity amongst consumers. 
Since, using ‘rock music’ could reinforce ‘senses of manliness, excitement, aggression and 
strength’ (Cohen, 1997, p.28-29). Cohen (1997) argued that: 
 
‘…Rock music is a source of status and prestige, involving instruments, images, pose, 
etc. that have come to symbolise male sexuality and power, and it is a powerful 
emotional resource in that through rock music men can express ideas and sentiments in 
manner that is discouraged in other public settings… [Hence] rock music [such as its 
sounds, structures, styles, performace and so forth] has commonly symbolised 
masculinity…’ (Cohen, 1997, p.28&30). 
 
Likewise, Coates (1997) also affirmed rock music constructs the form of masculinity as 
considered from the discursive and stylistic segregation:  
 
‘…Rock’s role [regards] as a technology of gender, one which constructs ‘masculinity’ 
in and by the rock formation…Consider, for example, the discursive and stylistic 
segregation of ‘rock’ and ‘pop’. In this schema, ‘rock’ is metonymic with ‘authenticity’ 
while ‘pop’ is metonymic with ‘artifice’. Sliding even further down the metonymic 
slope, ‘authentic’ becomes ‘masculine’ while ‘artifice’ becomes ‘feminine’. ‘Rock’, 
therefore, is ‘masculine’, ‘pop’ is ‘feminine’, and the two are set in a binary relation to 
each other, with the ‘masculine’, of course, on top. The common sense meaning of 
‘rock’ becomes ‘male’, while ‘pop’ is naturalised as ‘female’. Real men aren’t pop, and 
women, real or otherwise, don’t rock’. (Coates, 1997, p.52) 
 
These observations about the gendered quality of rock music demonstrate that it is relevant to 
the construction of the senses of masculinity with its sounds, structures, styles, performance 
and so forth. Correspondingly, the qualitative content analysis found that the Thai rock band 
‘Carabao’ and the ‘SekLoso’ Thai rock star were significantly used as brand endorsers 
promoting the image of Thai nationalist masculinity. Several adverts airing on television were 
promoted to persuade targets to attend the upcoming Chang rock music events such as the ‘we 
are Thai as we have the same Thai heart’ concert (presented by Carabao) and the ‘rock Thai 
with the same Thai heart’ concert (presented by SekLoso). These concerts helped to build up 
the brand awareness and experience of the Chang brand image, involving Thai nationalist 
masculinity and the love and pride of being Thai.  
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Interestingly, in short, Carabao and SekLoso are commonly known as the popular band amongst 
farmers and labourers living in rural areas especially. Carabao and SekLoso have outstanding 
masculine characters; laidback, friendly men, genuine, down to earth as a countryman; Chang 
tried to exploit these characteristics promoting this brand image. Carabao and SekLoso often 
wore jeans with leather jackets and sunglasses, as shown in figure 6.2 (an image of Carabao). 
Their music styles are based on rock with a leading sound of electric guitar. Their music lyrics 
mostly talked about the country men who had a tough life, come to work in the industrial 
factories in Bangkok, how they miserably missed and loved their family, parents, love/miss 
their hometown (encouraging the sense of love of Thailand/country), and wanted to go back 
home when they succeed from working in Bangkok to take care of their family. Hence, Chang 
has tied up these significances with its brand image representing the form of Thai men who 
love and are proud of being Thais, persuading the working class to buy Chang beer. As Cayla 
and Eckhardt (2008) also argued, ‘in the past 10 years, [Chang] has relied heavily on the Thai 
rock band Carabao singing about the “authentic Thailand” of rural areas and farmers to 
reinforce its position as the truly Thai beer’ (Cayla and Eckhardt, 2008 p.222).  
 
At some points, the use of rock music in this Chang case study, targeting farmers, labourers 
who live in rural areas of Thailand, seems to suggest that rock music is applied to reach such 
working-class people, who are ordinary proletarian people, as literatures in the western context 
mentioned rock music is originally made as a working-class music serving working class people 
(Frith,1981:1990:1996 and Davies; 2001). As Frith (1981) argued, ‘…rock is, a mass-produced, 
mass-consumed, commodity… Rock is taken to express (or reflect) a way of life; rock is used 
by its listeners as a folk music - it articulates communal values, comments on shared social 
problems’ (Frith, 1981,p.159). More specifically, Frith (1981) gave an example of the original 
type of rock music that is rock 'n' roll. He explained that rock 'n' roll was created as a working-
class music by proletarians, in order to display their mastery over their lives, as well as to 
express an experience of loneliness, which is rooted in the working-class experience of work - 
in alienation. Frith noted that:  
 
‘…Rock 'n' roll started as a working-class music not just in terms of its form and content, 
but also in terms of its use. It was rooted in the music of travelling black and white dance 
bands, in a style of pleasure that was defined not by the criteria of professional 
entertainment, but by the urgencies of the proletarian weekend…They were, more 
importantly, displaying their mastery over their lives; [since] they were workers whose 
efforts were subsumed in excitement and grace, who achieved… This paradox - leisure 
as an experience of freedom so intense that it becomes, simultaneously, an experience 
of loneliness - is rooted in working-class experience of work - in alienation. Leisure has 
become the only setting for the experience of self, for the exploration of one's own skills 
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and capacities, of the creative possibilities of relations with other people’ (Frith, 1981, 
p.164 & 165).  
 
From this implication, it can be seen that the emergence of rock music was originally related 
with the working class people, as rock music was created to be as a working-class leisure, 
expressing the loneliness of their working-class experience. It could be argued that rock music 
was not only exploited to create the sense of masculinity promoting the image of Thai 
nationalist men, but it was also employed to penetrate the working-class people’s market. This 
can be seen that Chang tried to make use of those rock stars engaging with its brand for selling 
its products. For example, Chang exploited the characteristics of the Carabao rock stars (such 
as the sense of manliness, friendliness, being outgoing); music (excitement & aggression), and 
songs’ contents (that relate to the sense of loving/missing their home town, parents, or family 
as they have a hard working life in big cities); there is a tie up with the content about men who 
love and are proud of being Thais and want to do something good for family and nation, 
building up the brand image of Thai nationalist men. The implication of Chang using rock music 
activity promoting the campaign ‘we are Thai as we have the same Thai heart’ building up the 
Thai nationalist brand image, could be seen from the TV event sponsorship advertising of the 
rock concerts (Carabao & SekLoso, see Figure 7.6).  
 
Figure 7.6 The ad sample of the rock concert that Chang sponsored promoting the form of Thai nationalist men 
who love and are proud of being Thais aired during 2010.  
 
Alongside this, the general ad moods and tones of the Thai nationalist adverts promoting the 
slogan ‘we are Thai as we have the same Thai heart’, can be seen from the categorising of the 
adverting executions (or the ad presentation’s formats), as shown in Table 7.1. For instance, (i) 
Chang emotionally created the feel-good ads that related to everyday life or slice of life based 
on the cultural values of love of Thailand or Thainess (by making up the as the story of the 
three brothers that mentioned earlier) building up its brand image of Thai nationalism; (ii) 
making a brand recall by often repeating its slogan ‘We are Thai people as we have the same 
Thai heart’ or ‘when Thai people want to achieve things in life, the result would never be 
inferior to any other nations in the world’ with the ending of the adverts with a friendly voice 
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of a young male announcer provoking the feeling of manliness, pride, excitement and challenge; 
and (iii) in the meantime Chang also created the ad spots promoting its upcoming activities as 
an infomercial about its rock music events that sponsored building its brand awareness and 
experiences (promoting the ‘we are Thai people as we have the same Thai heart’ campaign) 
among the targets, especially farmers, workers in rural areas of Thailand as explained earlier.  
 
Table. 7.1 The Advertising Executions Of Chang adverts  
 
 
In conclusion, by basing its marketing on the notion of Thainess or love of Thailand and Thai 
traditional norms/values from everyday life, Chang has created the form of Thai male 
citizenship who love being Thais, are proud of the nation, love family/friends/hometown, 
building up the brand image of the Thai nationalist men. Furthermore, the Thai nationalism 
brand image also incorporated some significant characteristics of transnational business 
masculinity such as hard-working men into the Thai nationalism image. The impression given 
is that the ideal citizenship of Thai nationalist men are friendly men, genuine, aware of Thai 
norms (such as love of parents, respect for old/senior people, love of Thailand/country, and 
hometown), focusing on work/jobs or hobbies that they enjoy. The implication can be seen from 
the key ad campaign - ‘we are Thai people, as we have the same Thai heart’ - that was applied 
as the dynamic promoted via various marketing communication tools [IMC] such as 
advertising, publicity (PR), and music events. Alongside this, the rock brand ‘Carabao’ was the 
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key brand endorser applied to building the brand awareness and experiences of the authentic 
Thai nationalist men, amongst their target customers. 
 
7.6  The representation of Cosmopolitan masculinity (COS) 
 
According to evidence presented in this thesis, it is argued that the cosmopolitan masculinity is 
the brand new image that could be regarded as the hope of Chang future, its hope to regain its 
popularity. My qualitative content analysis affirms that the cosmopolitan masculinity theme is 
the second most prominent in Chang advertising that appeared on television. At the moment 
(2012-2015), Chang is in the process of re-establishing from its collectivist brand image of 
authentic Thai men to the cosmopolitan man, targeting young people who look for challenging 
in life. Thus, this cosmopolitan masculinity is the image that Chang wants to replace the former 
one, which is slightly attributed from its original brand image of Thai nationalism (authentic 
Thais), in the sense of being aware of Thai norms collaborating with global men’s lifestyles. 
This strategy was confirmed by the Chang MD (as mentioned earlier in section 6.3). As he 
emphasised, the new characteristics of the Chang cosmopolitan image are: Thai, modern, a 
young generation, new graduates or young professionals, successful, well-educated from 
Western countries (representing people from an elite class in Thailand), liberal, smart, cool, 
working hard and playing hard, sporty, friendly, easy-going, kind, well rounded, but also aware 
of Thai norms and social contributions. In other words, it is a combination of the modern men’s 
lifestyles and authentic Thai, in a Thai context. As the Chang MD stressed, these kind of new 
brand image’s personalities are based on the contemporary (male) consumers’ lifestyles in the 
present time. He noted that: 
 
‘…What we created is based on the consumers’ lifestyles that are happen now based on 
global and Thai market trends… These are the characteristics that we wanted to have’  
 
This perspective of the Chang MD demonstrates that the creation of the new Chang brand image 
pays attention to the significance of consumers’ orientations, which is following up the 
contemporary market trend of the cosmopolitan consumers’ behaviours and lifestyles. As 
Cannon and Yaprak (2002) emphasised, ‘…the continuing globalisation of marketing activites 
to the [significance] of cosmopolitanism as a consumer construct…focusing on normative 
activities of cosmopolites, as consumers who seek to broaden their cultural horizons by 
immersing themselves in a breadth of local cultural experiences… a consumer whose 
orientation transcends any particular culture or setting’ (p.30). For this reason, it can be seen 
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that Chang’s new brand image seems to rely on subjectification, encouraging male targets to 
decide their lifestyles/leisure, folloing the cosmopolitanism norms/values. However, this is 
quite in constrst with the former brand image that tended to rely on the collectivst values.  
 
More specifically, this new Chang brand image has a unique form associated with 
cosmopolitanism, which is also known as ‘the cosmopolitan masculinity’. The characteristics 
of the new Chang brand image that the Chang MD described correspond with three key 
dynamics that interlink. Firstly, the cosmopolitanism concept which is the uniqueness 
understood as world citizenship, having universal aspirations, which individuals standardise to 
the global trends of socio-economic mobility (Yeĝenoĝlu, 2005; Cheng et al., 2014; Goh, 
2015). As Yeĝenoĝlu (2005) noted, the cosmopolitan is about: 
 
‘the changing nature of citizenship under the pressure of globalising forces has led some 
to reconcile the claims for pluralism with cosmopolitan ideals. It is believed that 
cosmopolitan consciousness is the answer to the emerging necessity of post-national 
forms of inclusion as it can function to enhance the interconnectivity of cultures. 
Cosmopolitanism is defended on the ground that nationality is receding its importance 
and therefore cosmopolitanism best matches up with the growing reality of cultural 
pluralism…[Hence] To be a cosmopolitan, understood as being a citizen of the world, 
was identified with having universal aspirations and not being defined by one’s local 
origins…having no allegiance or loyalty to any particular community, being capable of 
renouncing identity, being motivated by universal values’ (Yeĝenoĝlu, 2005, p.116 & 
118).  
 
This account of the cosmopolitan concept seems to suggest that the formulation of the 
cosmopolitan masculinity could emerge when the dominant masculine form recedes in 
importance, then reforming itself by mixing with the encounter of contemporary growing reality 
of cultures that are being motivated by universal aspirations, generating a form of cosmopolitan 
masculinity, which has no loyalty to any particular community, and being capable of 
renouncing identity. Likewise, this implication is similar to the case of the form of Singaporean 
elite men that are being transformed into the cosmopolitan masculinity through neoliberal 
globalising forces, especially the western education’s adaptability (Goh, 2012: 2015). As Goh 
(2015) argued: ‘the masculinity [in the case of Singapore] is being transformed into a 
cosmopolitan masculinity co-opting maternal femininity, as the elites turn to engage neoliberal 
globalisation. The case of Singapore shows the postcolonial adaptability of elite masculinities 
formed in the imperial era, achieved through the gender dynamics of resolving ethnic and class 
contradictions in elite schooling’ (Goh, 2015, p.137). Affirmably, Cheng et al. (2014) also 
noted that ‘this kind of “cosmopolitan masculinity [Goh 2012:2015]” surfaced to become the 
latest trend of ‘manliness’, and which valorises the transcultural, transnational individual who 
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is attuned to global trends and is at ease with border-crossing and navigating the ‘turbulent sea’ 
of global competition’ (Cheng et al., 2014, p.5).  
 
So that, according to these two implications of Goh (2012:2015) and Cheng and colleagues 
(2014), it seems that to be the cosmopolitan masculinity could be encouraged through the 
significance of western education’s influences or perhaps through being graduated from 
educational institutions in Western countries, which allow them to obtain or experience the 
western cultures, manners, lived experiences in everyday life and so forth, becoming more 
cosmopolitan. Hence, according to the case of the new Chang beer brand image occurring in 
the context of Thailand, it is undeniable that the ideas of creating the new Chang image as the 
cosmopolitan masculinity, being motivated by the universal aspirations [graduated from 
western continuities], could be influenced by the globalising forces, reforming the ideas of what 
Thai masculinity should be in Chang’s perspective increasing its brand appeal for selling its 
product. As the Chang MD stressed, the new characteristics of the new brand image that Chang 
wants to be more related to ‘men graduated from abroad, charming, well rounded, smart, highly 
educated graduating from Western countries, living in the country or overseas’. This 
implication suggests that the ideas of Chang cosmopolitan masculinity are applied and expected 
to be the new trend or lifestyles of elite men in Thai society in the future (see Figure 6.8). 
 
The second significance embedded within the new Chang brand image is the prominent 
contemporary characteristics of transnational business masculinity, which have been driven 
though the impact of neoliberal globalising forces such as focusing on work, tolerance, 
independence (Connell and Wood, 2005,p.361 & 362). It can be seen that, at some points, the 
Chang cosmopolitan personalities are also related with these forms of professional men, 
working hard and playing hard, focusing on work or doing something, being assertive, and 
enjoying looking for challenges in life. 
 
Lastly, those two values are slightly mixed with some values of Thai conventional norms, which 
were attributed from the original brand image, to show the core brand identity of Chang, such 
the characters of love friends, being friendly, kind, and fun. As can be seen from the emphasis 
of a Creative Director of the AMEX team advertising agency, Mr. Pansoon, affirming the key 
ideas of creating a new Chang brand image (a cosmopolitan image), who stated:  
‘we want to focus on the younger people, the new generation, who are positive thinking. 
They are highly educated people… graduated from aboard… have interesting 
lifestyles… drink and have fun… work hard, play hard…at the same time they’re still 
being aware of Thai norms, be friendly and kind among friends [Chang key 
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characteristic] …But not too much like we used to be [former brand image] …At some 
points, it is about the young people, friendly, fun, modern in Thai style… it’s a new 
trend that happens now’.  
 
 
Figure 7.7 An example of a Chang TV ad campaign, ‘it’s our lives, live life as you mean it’ (ชีวติของเราใชซ้ะ), 
represented the Cosmopolitan masculinity aired during 2010. A type of men who are well-rounded, enjoy sports, 
like challenges, are well-educated with universal aspirations.  
 
For an example, the Chang cosmopolitan advert can be seen in the ad campaign ‘live life as you 
mean it’ airing between 2010 and 2012 (see Figure 7.7). The advert employed the story of a 
group of men who enjoy surfing to represent the ideal form of men who enjoy living their life 
as they mean it. The ad storytelling was about men talking about the fun of surfing, encouraging 
each other to try new positions when surfing with a very friendly conversation amongst male 
friends. The implication of the advert seemed to encourage people to choose what they 
enjoy/like in their lives and try to do it, work hard on it, by linking with the 
excitement/challenging of men surfing. Men who dare to choose their own lives/ways are the 
new ideal men for Chang. As Lewis (2003) stressed that: 
 
‘… [Surfing] is politically shaped through the mobilisation of specific elements - 
masculine, hedonistic and risk-taking… the intense individualism and competitiveness 
of board ridding creates preconditions for a strident masculinity… [More specifically] 
in the commodity image [from a postmodern perspective], the surfer represents 
freedom, transgression, masculine allure, and a pleasure/risk nexus designed to arouse 
a libidinal interest and the need to buy…’ (Lewis, 2003, p.64, 66 & 72) 
 
For this reason, images of men surfing were applied to represented in Chang cosmopolitan 
advert, building the new ideal image of men who look for fun, challenging in lives, working 
hard on what they love/enjoy. At some points, it can be noticed that the advert tried to represent 
the core Chang brand characteristic (that is the Thai friendly males attributing from the original 
brand image). This can be seen from the atmosphere of those men having a friendly 
conversation, laid back, as Thais which reflects Chang brand personality. As the Creative 
Director, affirmed in earlier discussion that even though Chang tries to represent the new ideal 
of men’s lifestyles, still slight remains some key brand identity of Thai friendly men. ‘… but 
it’s not too much like we used to be’, - Mr. Pansoon emphasised.  
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For the moods and tones in the adverts, these cosmopolitan adverts tend to build up the 
feelings/moods of chilled out/smooth, cool, independent, hedonist by using Electronic Dance 
Music (EDM), which is regarded as the new popular leisure/lifestyles from Western young 
people persuading young people, constructing an image of Chang cosmopolitan men, cool, 
modern and liberal. This is in contrast with Thai nationalism advertising that tended to build on 
the feelings of triumphalism, elation and excitement from using rock music (Cohen, 1997), 
provoking the senses of national pride. This implication was affirmed by Ms. Monapat 
Wongswat, Group Account Director of AMEX Team Advertising Agency, who made the advert 
for Chang beer. She admitted that:  
 
‘…For the new brand image’s advert, we have applied Electronic Dance Music (EDM) 
as the key music background in the advertising… As we wanted to reflect that we are 
up to date and modern…Moreover we have successfully created our own EDM for 
Thailand using this ad… as our signature for Chang by sharing the experiences with 
consumers [as consumer oriented] … This style of music is very popular in western 
countries especially among young people… So it is best to apply this kind of music to 
communicate with young people to build up the new attitudes about our new brand 
image’ 
 
Likewise, this implication corresponds with the implication of St John’s (2006) study, which 
stressed that ‘…the role of the Electronic Dance Music Culture (EDMC) [from disco, through 
house, to post-rave forms] in the life of young people… [Since EDMC provides] the embodied 
expressivity, the transcendence and empowerment of self, a feeling of connectedness, 
synchronicity, inner peace, liberation…. this dance music culture contextualised transcendence, 
communion and salvation, packaged into a popular global leisure phenomenon... [The 
development of EDMC is] accelerated by consumer capitalism (and communication and 
information technologies) enabling the global flow of new spiritual lifestyles [of young people] 
… [EDM and clubbing music] represents a freedom from the embodied straightjacket of the 
modern habitus’ (St John, 2006, p.8-15). This therefore seems to suggest that Chang tried to 
exploit the EDM for developing its new brand image, for instance by using the ad music 
background creating the brand experiences/perceptions of liberal, modern, cool, promoting the 
form of the cosmopolitan man, by using of EDM, the popular music trend amongst young 
people in the west.  
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Figure 7.8 An example of a Chang TV advert ‘it’s our lives, live lives you mean it’, promoted an official 
sponsorship the Barcelona and Real Madrid FC. 
 
Alongside this, to promote this cosmopolitan image encouraging targets to choose/enjoy their 
own way of life, Chang also employed music and sport marketing activities promoting its 
campaign ‘live life as you mean it’. As can be seen from the TV ad spot promoting a football 
activity building up the brand awareness and experience of the cosmopolitan men who enjoy 
living life as they mean it (see Figure 7.8). More specifically, the sport event endorsed Real 
Madrid and Barcelona Football Clubs as the brand endorsers promoting the campaign 
(Mukherjee, 2009; Gee, 2013). These show a particular masculine construction that focuses on 
the physical use of the body (Bryson, 1987; Llopis Goig, 2008; Gee, 2013). As Goig 
emphasised that: 
 
 ‘sport [football] was one of the settings. Its practice allowed them to build a body, some 
skills and a character that reflected the competitiveness of modern society. In this 
context, football appeared, like rugby or boxing, which contained strong doses of 
violence and exalted masculinity. Football thus became a ‘laboratory of masculinity’ 
(Goig, 2008 p.686).  
 
This physical use of the body dovetails with traditional notions of working masculinity that 
relied on the body that have developed towards a masculinity that is now premised on how the 
body looks (Mac an Ghaill and Haywood, 2012). Thus, in football, the shift towards the 
celebrity footballer and how the team ‘looks’ in terms of men’s challenges, success, and 
fighting, appear to have increasing importance as opposed to the physicality of the game, 
constructing the image of men who enjoy living life as they mean it.  
 
Figure 7.9 Chang campaign ‘live life as you mean it’ employed ‘ToonBodyslam’, a popular young rock group 
appealing to young people. 
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Alongside this, Chang also employed the young rock star ‘Toon Bodyslam’, to appeal the young 
people, building up the Chang brand experiences of young men who enjoy choosing their lives 
to have fun with rock music (see Figure 7.9). Whereas, in the past Chang employed the old 
fashion Thai rock music brand ‘Carabao’, to appeal farmers, labourers and rural/grassroots, 
promoting the brand image of nationalist man - the real authentic Thais. Noticeably, it can be 
seen that Chang’s new image tries to appeal young target, encouraging targets to enjoy/choose 
their own way of lives, for fun or work or whatever they like, following the cosmopolitan 
norms/values, representing the new ideal image of cosmopolitan men. By which, music and 
sport marketing activities are applied as the key to appeal to young targets. Whereas, the former 
brand image that looks old fashioned, high collectivist, appealing to farmers, labourers, rural 
people seems to be suspended.  
 
7.7 Chang social responsible man: caring youths in remote areas 
 
The last masculine representation that emerged in the Chang brand is that of men who are 
concerned about making a social contribution, caring about society, showing kindness and 
generosity as Thais. Chang attributes the approach of Corporate Social responsibility to develop 
a third brand image that is embedded within the Chang brand masculinity. However, according 
to the evidence presented in this thesis Chang appears to be specifically focusing on caring for 
the working class people who live in remote areas, by trying to exploit a concern with youths’ 
education (such as giving free scholarships). For example, Chang gave out free scholarships to 
intelligent or talented children who are keen on study but lack money or opportunities in life 
(Figure 7.10-11). This was almost like Chang were parents, and almost being like teachers who 
encouraged and guided children towards the right way for living life, a better future if they had 
a good education. Arguably, at some points this significance is related to the earlier brand image 
of cosmopolitanism that Chang appeared to have shifted from being the teacher to being the 
cosmopolitan student. Whereas Singha’s social responsibility image represented a portrayal of 
a father/parent associating with the nation’s art, folk wisdom, culture, Buddhism, history, royal 
dynasty, and environments, but in the context of the future nation.  
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Figure 7.10 Chang represented the social responsible image of men who cared about society, especially people in 
rural areas or remote part of the country. Chang gave scholarships for intelligent students who lack money and live 
in a remote part of the country. Chang demonstrated the pride of supporting them and doing good things for the 
country, especially for people from remote areas who lack opportunity in life. 
 
The CSR concept is a global marketing trend (Bowen, 1953; Carroll, 1999; Shuili Du et al., 
2011). Chang has applied this concept associating with the significance of masculinity to build 
up its image of men as being Chang men who must be concerned about society, caring about 
youths’ educations. The CSR practice is related to the public expectations of the business 
community. As Shuili Du et al (2011) argued:  
 
‘...today, corporate social responsibility (CSR), a firm’s commitment to maximise long-
term economic, societal and environmental well-being through business practices, 
policies and resources, is a strategic imperative… most forward-thinking firms across 
the globe are approaching CSR as not merely their ethical responsibility to society and 
the environment, but instead a way to achieve their strategic objectives while at the same 
time bettering the world (i.e. creating joint value for the firm and society)… [So that 
CSR marketing] initiatives in terms of ability to improve consumer well-being, while at 
the same time [CSR practice] helps to achieve strategic goals such as market 
development and increased sales’ (p.3).  
 
It seems that CSR is not only corporate beneficence, but it is also the contribution to society in 
both an environmental and economic context by influencing key factors, supply chains, and 
political policies. They are not only held to account by their shareholders but also by everyone 
in society. With this significance, Chang has therefore applied to build up the masculine 
representation that cares and concerns about people living in rural or remote areas, showing a 
concern with the society. More specifically, it is evident that Chang tended to focus on helping 
children or juveniles in rural/up country areas that lack of opportunities and education in life. 
So that it is suggested that when you consume Chang beer, you are proud of helping children 
living in remote areas to have a better life from Chang caring about youths’ educations (See 
Figure 7.11).  
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Figure 7.11 Chang represented the social responsible image, who cared about the society and children education 
on sport. Chang portrayed the social responsible image as organising the special sport class, teaching children who 
are talented on football. Moreover Chang had employed the Everton football team to train the children. At the end, 
Chang stressed that Chang was proud of providing the opportunity for talented children as Chang care about 
society. 
 
This Chang representation of masculine attributes through the CSR approach also reflects Thai 
cultural norms of Buddhist instructions (one of three principles of Thainess/love of Thailand). 
For example, being kind (called in Thai: kwam met ta) or compassionate (karuna) to others and 
helping others with no purpose, and being magnanimous or generous (kwameuafeuapeuapae). 
As a result, the significances therefore can be seen from the characteristics of caring, sympathy, 
kindness and generosity of the Chang brand, towards society. In other words, Chang is like 
parents taking care of family members, or a teacher who always supports their students to study 
hard for a better future.  
 
Consider the example of the Chang social responsible adverts (shown in Figure 7.10); the advert 
was about Chang giving a scholarship to intelligent and talented art students who lacked money 
or opportunity in life, and lived in remote areas. The advert tried to show how Chang was like 
a kind person, compassionate, and generous to the juveniles who might be of national 
significance for the country’s future development and growth. Along the same lines, figure 7.11 
was about providing a special football course for children who are keen on football, by 
cooperating with Everton Football Club in 2009. This demonstrated how Chang are caring for 
children, by giving the very special class from Everton Football Club for children. This 
association revealed that the Chang social responsible image relates to appealing to working 
class people, who are the main target audience of the brand.  
 
Alongside this, in terms of the advertising moods and tones of the Chang social responsible 
adverts, they tended to make feel-good ads, in order to make people appreciate how much 
Chang has done for society. Also, with the social responsible adverts Chang applied the smooth 
and theatrical music playing in the background of the advert, building up the senses of joy and 
delight when those children received assistance from the Chang brand, giving them 
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opportunities in life. Alongside this, the voice of the male announcers in the adverts, were also 
applied built up the ‘connotations of [masculine] authority’ (Fejes, 1992, p14). This can be seen 
from the male announcer who calmly said at the end of the advert: ‘Chang is genuinely proud 
to help Thai children who lack of educational opportunities in life’. This implication showed 
that the male voice announcer has reinforced the sense of masculinity embedded in Chang brand 
masculinity from the tender and authoritative voice. Consequently, regarding all ad 
compositions Chang tried to build up the atmosphere of men in real life who care for Thai 
working class people in rural areas, by raising the significance of children and juvenile 
education, showing how the Chang brand is concerned with social contributions.  
 
7.8 Conclusion 
 
Chang created three forms of masculinities that based on Thai conventional values in everyday 
life, to build up its brand appeal for selling its product. More specifically, the ideology of 
Thainess/love of Thailand that features love of nation, Buddhism, and the King, plays as the 
key dynamic for creating the three forms of Chang masculinities. However, Chang attributed 
the most significance to loving nation/country, and Thai Buddhist norms of being nice, kind, 
friendly, compassionate to others, building up its core brand characteristics. For instance, it is 
seen as valuable to be a friendly man, kind, compassionate, generous, love/respect for old 
people and being grateful to the nation, country, in the masculine representation of love of the 
Thai nation/country (the Thai nationalist masculinity), or the caring men helping children in 
rural areas (the social responsible masculinity), and the friendly cosmopolitan men who enjoy 
challenging in life (the cosmopolitan masculinity).  
 
However, due to Chang facing its market decline between 2003 and 2015, Chang is regarded 
as a brand challenger, following Singha, the leading brand. Now Chang is trying to re-establish 
its new brand image in the form of a cosmopolitan masculinity re-gaining new positive attitudes 
towards its brand. Based on the original brand image (Thai nationalist) some people seemed to 
have negative associations with Chang, such as an old-fashioned man, poorly educated, and 
being the laborers’ drinking brand. However, cosmopolitan masculinity is the hope of the future 
for Chang, building the new particular form of masculinity that seems to involve the 
cosmopolitan norms/values, rather than Thai traditions.  
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In terms of the brand strategies used, Chang applied the Integrated Marketing Communication 
approach and feel good ads as the key marketing techniques, building its masculine brand 
experiences and awareness. Alongside this, Chang also engaged in marketing activities such as 
rock music concerts and football building up its brand experiences of masculinities. This can 
be seen from Chang employing the rock brand Carabao as the key brand endorsers in its past 
history. For the present, rock music still remains employing as one of the key marketing 
activities, but replacing by the young rock stars to appeal young targets. Furthermore, 
sport/football activities, by sponsoring Barcelona and Real Madrid FC as brand presenters, are 
also significantly employed increasing its brand masculine appeal for selling the product.  
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8.1  Introduction 
 
Following the Chang brand images in earlier chapter, this chapter explores how consumers 
perceived those three representations of Chang brand. Significantly, this investigation is relied 
on the subjectivistic epistemology, interpreting how consumers understand the adverts, as well 
as, exploring for which the cultural dynamics formulating the Chang masculinities. In other 
words, the implications of this Chang’s focus groups enhance how to make sense of Thai 
masculinities. Significantly, this chapter highlights how the three Chang masculine 
representations, primarily construct through the significance of the Thai traditional norms and 
values of love Thai or Thainess. More specifically, the chapter reveals how these Chang 
masculine representations are inconsistent, and how they contradict one another and ultimately 
create fragility in the brand. These tensions enable us to understand that Chang ideal 
masculinities are constituted through the significance of Thainess. The chapter argues that 
Chang used of the significance of masculinities extracting from Thai everyday life, building up 
positive attitudes and lifestyles persuading targets for selling its products (Schroeder and Zwick, 
2004; Schroeder and Salzer-Mörling, 2006).  
 
To explore how consumers understand the Chang masculine representations, the next section 
will explore the Thai nationalist, followed by the cosmopolitan, and the social responsibility.  
 
8.2  Interpreting: Thai Nationalism masculinity 
This section examines the consumers’ perceptions about the representations of the Thai 
nationalist masculinity by using focus groups. The advert (see Figures 8.1) was projected in the 
focus groups as the sample ad of the Chang Thai nationalist masculinity in order to explore the 
audience’s perceptions. According to the exploration in the focus groups, two themes were 
identified: (i) the preferred reading is the respondents who were susceptible to the message, and 
(ii) the opposed reading is the respondents who were against the message. The implication of 
the focus groups exploring this Thai nationalist image reveals that the significance of Thai 
Chapter 8  Interpretation of Chang masculine representations  
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conventional norms [Thainess: love of Thai nation] plays the dynamic values, formulating this 
representation for promoting its product. 
 
Figure 8.1 The advertising film ‘We are Thai people, as we have the same Thai heart’, represented the Chang ideal 
type of men who love and pride of Thai national identity. The advert was projected as the ad sample while 
conducting the focus groups. 
Overall, the focus groups explored the audience’s perceptions of the Thai nationalist 
masculinity and found that most respondents agree with the Thai Nationalist image, especially 
the participants’ aged between 18 and 37 from both areas (Bangkok and surrounding/rural 
areas). Most of them could identify the key ideas, contents and characteristics of the Thai 
nationalist theme, which aimed to provoke Thai people to be proud of being Thai people, for 
instance by being aware of Thai cultural norms of love for Thailand (national, religious, and 
the king), love/respecting parents/old or senior people and so forth. However, some participants 
aged 38 upwards from Bangkok and surrounding/rural areas, were opposed to this image, 
finding the advert’s image of Thai Nationalism too surreal, almost exaggerated from the reality. 
Some participants mentioned that men in reality are not concerned about those cultural 
norms/values of love of Thailand/nation. By contrast, they just wanted to have some fun/drink 
after work. Alongside this, the participant mentioned that the men who drink Chang beer are 
the labourers, workers, which created a low-prestige image and did not impress them. Another 
issue was about the pride and love of being Thais that was represented in the Thai Nationalism 
image, which were found incomparable to the pride, royalty and love of being Thais felt by the 
Thai soldiers, who were on duty in the South border of Thailand, fighting terrorism. For these 
reasons, therefore they had an opposed reaction to the Thai nationalism of the advert. 
 
Regarding the first theme, respondents from the age groups of 18-27 and 28-37 (from Bangkok 
and rural/surrounding areas) mostly could identify the key characteristics and contents of Thai 
national masculinity’s themes. Most of them read the Thai Nationalism image along the same 
lines. Peck, for instance, could explain the key ideas of this Thai nationalism theme: 
 
The adverts told the audience that although we might be different, we have one thing in 
common…that is the same Thai heart… we love being Thais…Love and respect father 
and mother…As can be seen from the advertising that represented three brothers in a 
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family who have different personalities and lifestyles, but when they go home, they have 
the family, the same parents…the same centre…This is what we call the authentic Thais 
[Kon Thai]. The advert represented Thai people who love family, love nation/country… 
this is showing the real Thai heart… real Thai nationality… love and respect for our 
ancestors who built up our country, our Nation, Buddhism, and the King as we have 
been taught’ (Peck, aged 22, from the age group 18-27 from the surrounding/rural areas) 
 
The implication of Peck perspectives demonstrated that he could identify the key ideas and 
contents that relate to the form of Thai nationalist masculinity. More specifically, he could also 
explain the Thai cultural norms of love/respect for parents, brothers/sisters, old/senior people, 
which are in relation to the Thai cultural norms of being thankful to the ancestors who built up 
the country or Nation who made Thais become Thais as they are today. Furthermore, this 
significance also reflects the ideology of Thainess (or love of Thailand) that formulates Thai 
national identity and was represented embedded within the Thai nationalist masculinity 
provoking the prides of being Thai (Mulder, 1985, Jorgensen, 1995; Jory, 1999). Noticeably, 
Chang paid attention to the significance of love/pride of nation when building up this brand 
image of Thai nationalist men, who love and are proud of being Thais for selling its products.  
 
Along the same line, Che expressed the preferred meaning: 
 
‘…It’s impressive, I think. The advert is unique… I can tell that it’s Chang… the story 
is quite touching for Thai people… encouraging Thai people to behave… do good 
things… love the country… love family… It is a perfect conclusion… unity of nation… 
and this is Chang’ Che, male, aged 27 from group 18-27 from Bangkok)  
 
Che’s viewpoint enables us to understand the impressions that were incited in order to persuade 
target audiences to feel enamoured towards the brand. Consequently, it is regarded as the 
advertising appeal strategy employed to build or provide the emotions/experiences by creating 
an association with the Chang brand identity (Belch et al., 2012; O'Guinn and Semenik, 2012). 
As Pine and Gilmore (1998) argued, the significance of exploiting the brand/products’ 
experiences (such as ad emotions) in brand promotions in today’s economy is: ‘[proving] an 
experience is not an amorphous construct; it is as real an offering as any service, good, or 
commodity… experiences are not exclusively about entertainment; companies [or brands] stage 
an experience whenever they engage customers in a personal, memorable way…’ (Pine and 
Gilmore, 1998, p.98& 99). In this context, Chang provided the brand experiences of Thai 
Nationalism, such as feeling proud of being Thais, proud of the Thai norms cultivating Thais 
to respect old/senior people showing the way to become Thai male citizens who are proud of 
the country/nation.  
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The other examples of participants who agreed with the Thai nationalism image were from the 
age group 28-37 and from Bangkok. Champ, for instance, has a preferred reading toward the 
key characteristics and contents of the Thai nationalist image clearly.  
 
‘…the advert implies that Thai people might be different, like having different 
perspectives... but we can compromise … live together in the same country, as we have 
Thai heart… Just like each brother has different lifestyles and hobbies, but they have 
the same mother… the same father… the centre of the family… so that being good Thais 
we should love and be proud of the nation…love family’ (Champ, aged 34, from 
Bangkok) 
 
Also, he expressed the impression and could identify the style of the brand: 
 
‘… I have seen this advert many years ago… Good ideas… I did like it... This is Chang 
style…men in the advert look down to earth…it’s the ordinary Thai guys that we can 
see in real life…good at work, loving family, love of the nation…I like this brand 
because of this idea’ (Champ, aged 34, from Bangkok) 
 
The impression of this Chang brand image on Champ seems to suggest that it would be his ideal 
image, and that he wanted to have or possess the same lifestyle that the advert represented 
(Belk, 1988; Wattanasuwan, 2005). As Belk (1998) stated: ‘possessions can also symbolically 
extend self… allows us to convince ourselves (and perhaps others) that we can be a different 
person than we would be without them’ (p.145). This also can be seen from the emotions that 
he expressed when relating with the advert. In terms of the advertising emotions, Champ 
expressed the feeling that he associated with the Thai nationalist image: 
 
‘…I feel proud of being Thai when watching this Chang advert … happy…’ (Champ, 
aged group 28-37, from Bangkok)  
 
This implication of Champ’s perspectives enables us to understand that he was susceptible to 
the Chang nationalist message. As can be seen from his understanding of ‘being different but 
not being divided’ that the advert wanted to represent, showing how he had a positive attitude 
towards Chang nationalist brand image.  
 
Similarly, participants from the age group 28-37 from rural/surrounding areas were also 
susceptible to the preferred reading to the Thai nationalist masculinity message. For example, 
Muay could identify the key ideas of the Thai Nationalist theme that was intended:  
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‘…It represented the forms of Chang men…Thai men…friendly…handsome…what 
Thai men should be…The advert exploited the concept that people might have 
differences in life to represent the differentiation and similarity of life linking with the 
feeling of pride being Thais… love of nation… As you can see each son’s characteristics 
is different…different jobs, hobbies, likes, dislikes… good at work, hardworking 
people… have good jobs, modern… at the same times… they are still Thais… being 
concerned with Thai traditions to respect/love parents, senior people… This is our Thai 
way… it’s the way to represent that we are Thais’ (Muay, aged 28, from age group 28-
37 from rural/surrounding areas). 
 
Muay’s descriptions seemed to reflect how well she engaged with the Thai nationalist image’s 
interpretations. It can be seen that she could link the ideas of Thai cultural norms, such as 
respecting parents, old/senior people as the ways to represent the pride of being Thai, according 
to the Thai nationalist image. Alongside this, this implication seems to be that she could explain 
the combination of the Chang Thai nationalist masculinity, which was mixed between Thai 
norms and the global aspect of transnational business masculinity such as [Muay said]… being 
good at work, hardworking people… who have good jobs. The implication of Muay’s 
perspective here suggests that she could identify the hybridised form of Chang Thai masculinity 
(Robertson, 1995; Hannerz, 2002; Pieterse, 2003). As Hannerz (1996) argued, at the present 
time the market competition promoting the cultural commodities tend to be a mixed form, to 
ensure a better affinity: ‘the successful cultural commodities imported from the periphery to the 
center are hardly the “authentic,” “pure” products of the most distant periphery, freshly 
commoditised out of the form-of-life free flow of any bush village. It is much more likely to be 
something already creolized, a mixed form out of the encounter between center and periphery, 
and thus already something with a rather greater cultural affinity to the center’ (Hannerz, 1996, 
p.78). For this reason, according to the implication of Muay’s perspective, it seemed to suggest 
that she could identify the hybridised form of this Thai nationalist man  
 
In contrast with those preferred readings, the second theme that found is the opposed reading. 
It was found that participants from the age groups 38 upwards, both those from Bangkok and 
those from surrounding areas, were against the Thai nationalist image. For example, Tu was 
against this image:  
 
‘…It is quite surreal…All of them are too good to be true... I know this is the advert... 
they wanted to show… these are the ideal guys of Chang beer… Chang stereotype… I 
know… I don’t think it’s related to love of Thailand… or make me feel proud of it… 
They just want to invite us to drink together… and I don’t think people who drink Chang 
are nice and kind like what they show us… too surreal from reality’ (Tu, female, aged 
50, from the age group 38 upwards, Bangkok). 
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Tu’s perspective showed that she did not agree with the advert portrayed because the advert 
was too far from reality. As she could tell it was just made up advertising to convince people to 
admire Chang. Hers is therefore an opposed interpretation. Along the same lines, Witwal 
disagreed with the Thai nationalism advert: 
 
 ‘… I don’t like it much… men in reality are not like that… it’s too idealistic… too 
traditional … today men are looking for some fun… party… music… men drinking 
Chang mostly are labourers … rural… Carabao fans’ (Witwal, aged 45, from the age 
group 38 upwards, Bangkok). 
 
Witwal’s perspective seemed to suggest that Chang Thai nationalist men do not correspond to 
reality. The image created was too traditional, implying it to be quite out of date. Furthermore, 
he considered that men who drink Chang look low prestige, as ‘labourers and looking rural’, 
which did not impress him (Cayla and Eckhardt 2008, p.222). In contrast, he suggested that 
men are supposed to be fun and looking for party. Witwal was not impressed by the Chang Thai 
nationalism image, showing a traditional type of Chang men. He seemed to suggest that men in 
reality are to likely be men who look for some fun (parties) or rewards after work (work hard, 
play hard) or challenges, rather than being aware of Thai traditional norms and values. Witwal 
was therefore against the Thai nationalism advert.  
 
Art was also opposed to the Thai nationalism advert, as he thought that the three men portrayed 
in the advert did not represent diversity and the pride of being Thai;  
 
‘…too exaggerated… actually they just wanted to persuade people to drink… selling 
their products… it’s like Thai people invite their friends to eat food together… hey come 
and drink… are you Thai? Ok Let’s drink together… So?... I don’t think that those three 
men show the pride and love of the Thai nation… Are they really thinking of loving the 
country?... I don’t think so…’ (Art, aged 38, from the aged group 38 upwards from 
rural/surrounding areas). 
 
This perspective demonstrated that Art did not agree with the content of Chang Thai nationalist 
men. The advert was too exaggerated to represent these types of men as the true picture of Thai 
male citizenship, since the aim of the advert was to convince people to buy their products. It 
was incomparable to the significance of authentic love of being Thai. Alongside this, he also 
suggested that those three men in the advert representing the love and pride of Thai nationalism 
were incomparable to the love and loyalty of the Thai soldiers at the Southern border of 
Thailand, fighting terrorism. During the time of conducting the focus groups, there was a 
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bombing near the Southern border. It was a tragedy, and many soldiers died due to the conflict. 
Coincidentally, Art had raised this issue in comparison with the content of the advert;  
 
‘Only those three men that were represented defining the love and pride of our nation?… 
Are they the real types of Thai men who love the country?...I don’t think  
so... just a persuasion to drink… I think… these Chang men cannot compare to those 
Thai soldiers at the border in the south of Thailand, who sacrifice themselves fighting 
terrorism for everyone? ...They are the real type of Thai men who love our country… 
our Thai nation… more appropriate to say “we are Thai as the same Thai heart”… I 
know that it’s just an advert’ (Art, aged 38, from the aged group 38 upwards from 
rural/surrounding areas). 
 
The perspective of Art suggested an opposed reading. Since the images of three brothers are 
incomparable to the portrayals of the soldiers in the Southern border of Thailand fighting 
against terrorists, who are the real Thai male citizens, loving the nation, country, and being 
proud of being Thais. For this reason, Art was opposed to the nationalist image, as he had the 
ideas of men who love or fight for the country should be a solider/military, rather than those 
image of three normal men.  
 
Consequently, according to the implications of focus groups decoding the Thai nationalist 
image, it was found that, on the one hand, the Thai traditional norms/values, and the influence 
of transnational capitalist masculinity’s characteristics are the key significance formulating this 
Chang nationalist representation. On the other hands, these significances seemed to make the 
image of Thai nationalist men too idealistic compared to the reality of men who drink Chang 
beer. Since men who drink Chang beer in some consumers’ perspectives are quite different 
from men who love being Thai, as represented in the advert. They were just men looking for 
some fun after work. At some points, with these negative perceptions, and the decline of the 
market and brand’s popularity among target customers, Chang beer therefore has had to re-
establish its brand image to a more up-to-date strategy following new market trends and 
challenging its competitors. This was confirmed by the Chang MD. Therefore, there was an 
emergence of a new Chang image, the Cosmopolitan masculine image, targeting young people 
who are more modern, and more related to urbanisation, in order to compensate for the negative 
attitudes that consumers had.  
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8.3  Interpreting: the Cosmopolitan masculinity 
Figure 8.2 An example of a Chang TV ad campaign, ‘it’s our lives, live life as you mean it’ (ชีวติของเราใชซ้ะ), 
represented the Cosmopolitan masculinity aired during 2010. A type of men who are well-rounded, enjoy sports, 
like challenges, are well-educated with universal aspirations. 
Figure 8.3 Chang campaign ‘live life as you mean it’ employed ‘ToonBodyslam’, a popular young rock group 
appealing to young people. 
 
This section directed the focus groups to explore how consumers interpreted the Chang 
cosmopolitan representation. Two samples of Chang cosmopolitan TV adverts were shown, 
those that can be seen in Figures 8.3 and 8.4. The adverts promoted the form of cosmopolitan 
men who are friendly and aware of Thai norms/values. The adverts aimed to represent the new 
ideal type of men, replacing the old brand image of the authentic Thai nationalist men. This 
brand-new image of cosmopolitan men is the hope for Chang’s future, to build up the brand 
popularity amongst targets, especially young people. Hence, three themes were found from the 
focus groups, decoding the cosmopolitan image: (i) the preferred reading is the respondents 
who were susceptible to the message; (ii) the negotiated reading is the respondents who were 
ambivalent to the message; and (iii) the opposed reading is the respondents who were against 
the message. 
 
The overall results revealed that audiences interpret the new Chang brand image in various 
ways. Sample audiences from Bangkok aged between 18 and 37 seemed to be most susceptible 
to the message, as they can explain the key content of the advert. By contrast, people from the 
surrounding and rural areas aged between 18and 37 negotiated with the new brand image, since 
they seemed to be confused about the new Chang brand identity and the old one. Even worse, 
people aged 38 upwards from both areas (Bangkok and the surrounding/rural areas) were 
opposed to the message. They had a very strong brand perception about the old Chang brand 
image (authentic Thai nationalist men). The implication of findings from these sample 
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audiences suggested that since Chang’s cosmopolitan image is in the processing of being 
communicated with target audiences, it might need more time and efforts for the brand to be 
perceived the way the company wants it to be. 
 
The first theme is the people who were susceptible to the message, which is the preferred 
reading. The focus groups found that most of the participants in the sample groups were 
susceptible to the cosmopolitan image, especially those aged between 18 and 37 from Bangkok. 
Most respondents interpret along the same lines, recognising the association of the Chang brand 
with the cosmopolitan masculine representation, and relating it to the old image of Thai 
nationalist masculinity. Che and Krit’s understandings of the cosmopolitan advert, for example, 
demonstrated that they were susceptible to the message, which meant they regarded the advert 
within the preferred code. It can be seen that Che could explain the key contents of the new 
Chang brand image of cosmopolitan masculinity’s characteristics:  
 
‘…This Chang advert wanted to talk about men...you should live your life as you mean 
it…men in the advert look fun, cool, up to dated, liberal, confident, socialising, and 
friendly… at the same time… [they] look quite attractive… at some points… they also 
look serious, focusing when doing something… like the advert presented… those guys 
enjoy playing jet ski or surf board right?... extreme sports… so they concentrate working 
on that… yes… it looks fun… challenging… I wanted to play like them… I like the 
idea of the advert too’ 
(Che, male, aged 27 from the age group 18-27 from Bangkok) 
 
The implication of Che’s impressions of the new Chang brand image reflect the societal values 
of consumers’ obligations relating to the notion of an ideal self/extended self, in association 
with the Chang brand image (Belk, 1988, Wattanasuwan, 2005). They emphasised that 
promotions of brands, such as images or symbolic meanings attached to the brands are applied 
to make consumers want to be like/possess something, in order to encourage a positive change 
in their purchasing choice.  
 
Along the same lines, Krit’s perspective of the new Chang brand image also reflects he had a 
well understanding on cosmopolitan consumers’ lifestyles:  
 
‘…[according to the advert] I think it’s what’s happening now in our society for young 
people or what the next generation wants to be, or maybe they are already being like 
that… So… new type of men should be… fun, work hard and play hard, outgoing, 
friendly, nice, smart, sophisticated, feel free and confident to do anything you want like 
the western people…as long as you make no troubles to other people and society… and 
concern with our traditions too because we are still Thais… I think it’s a combination 
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of Farang [Thai slang words mean being modern like western people] and Thai [Thai 
traditional norm and values or love of Thailand] …not too much Thai, not too much 
Farang… I mean still behave like Thais…. In my opinion nowadays we are being like 
that… not too much, not too less… enjoy life’ (Krit, male, aged 34 from the age group 
28-37 from Bangkok) 
 
His statement not only reflected that he had a good understanding of the message, it also 
demonstrated a well perspective on being cosmopolitan consumers, driven by the global 
aspirations as well as being aware of local norms. As Cannon and Yaprak (2002) emphaised: 
‘the continuing globalisation of marketing activivites to the [significace] of cosmopolitanism 
as a consumer construct, they might choose to involves themselves in less efficient 
communication rituals as means of participating in what they perceive to be authentic local 
culture’ (p.30 & 43). As when he said ‘feel free and confident to do anything you want like the 
western people…as long as you make no troubles to other people and society…and [also 
optional should be] concerned with our traditions too because we are still Thais’. This 
implication can be explained that consumers in developing countries nowadays tend to obtain 
the global market trend or lifestyles (as cosmopolitan norms) due to ‘… rising consumers 
expectation and desires… fueled by global mass media, tourism, immigration, the export of 
popular culture and the market activities of transnational firms’ (neoliberal globalising forces) 
(Belk, 1996, p.271). As can be seen from Krit’s perspective seemed to susceptible to the Chang 
cosmopolitan image.  
 
The second theme found from focus groups exploring how consumers perceived the Chang 
cosmopolitan masculinity is a negotiated reading. This can be seen from audiences in the age 
group between 18 and 37 from surrounding and rural areas who had a negotiated reading of the 
message. They were reluctant to accept in terms of the key characteristics of the cosmopolitan 
men, once they knew that it was represented by Chang. They still had a perception of the Chang 
brand more relevant to the Thai Nationalism concept. This implication seemed to suggest that 
Chang brand is facing a difficulty of establishing its new brand image over the old one, as well 
as failing to identify its core brand identity, which is so-called the ‘brand image trap’ (Aaker, 
1995; Belch et al., 2012). As Aaker (1995) emphasised, this problem could occur when the 
brand is failing to give ‘knowledge of the brand image…[Poor at providing] useful and even 
necessary background information when developing brand identity… [This is so called] “the 
brand image trap”… however, the patience, resources, or expertise beyond the brand image is 
lacking, and the brand image [of the old one] becomes the [core] brand identity [interrupting 
the new brand]’ (p.69). This implication can be drawn from the contributions of Pek and Nui, 
who were reluctant to accept the new brand image of cosmopolitan men, because they still had 
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a strong perception of the old brand image. This confusion made them have a negotiated reading 
with cosmopolitan. Pek, for instance, negotiated with the understanding of the Cosmopolitan 
image: 
 
‘…I see young guys, looking fun and cool, and sporty. Like people wanted to do 
something challenging in life...the advert encourage people to look for what you and do 
it… and enjoy it…be serious with it…make it good … but I really don’t expect this is a 
Chang advert…really? …quite surprise for me… it should have told the audience since 
the beginning…that it was something about Chang’s new image… I knew it when the 
brand logo showed at the end… [However] I normally used to see Chang talking about 
“hey are you Thais…yes…we are Thai…as we have the same Thai heart” and the 
Carabao… but this Chang advert looks different…anyway it looks cool and 
modern…might be Chang new ideal image’  
(Pek, male, aged 22 from the age group 18-27 from rural/surrounding areas) 
 
Along the same way, Nui, aged 28 from the age group 28-37 from rural/surrounding areas also 
had a negotiated relationship to the new Chang brand image. Nui could explain why Chang 
promoted this new advert, due to their aim of representing the new brand image for the sake of 
selling its products. However, Nui’s perceptions seemed to suggest that he recognised the 
Chang brand using Carabao as the brand ambassador in the advert, promoting the Thai 
nationalist men: 
 
‘…I have to say I have never seen this advert before…I think this Chang advert was 
trying to target young men who love challenges in life, men who want to explore the 
world, looking for fun, cool…yes they are good looking too, up to date, friendly, laid 
back, sporty man… Is it the new Chang advert, right?... However… all I remember is 
that Chang normally make an advert something about… Thai people have the same Thai 
heart… Usually when I think of Chang it’s about Carabao… and the image of 
construction workers, laborers enjoy drinking it… Anyway… I think I get the idea of 
this new advert… They want to change the company’s direction…right?’ (Nui, male, 
aged 28 from the age group 28-37 from rural/surrounding areas) 
 
The implication of Nui and Pek’s perspectives is that some participants felt ambivalent about 
the new Chang brand image. They still remembered the association between Chang and 
Carabao, so they were still affected by the older version of the brand. This ‘insidious problem 
caused by the brand image trap is that it lets the customers dictate what you are… [when the 
brands/companies] suffer from subtle image inadequacies caused by consumers’ past brand 
experiences or by changes in their needs, however, the use of the brand image as an identity 
statement often goes unchallenged’ (Aaker, 1995, p.69). Consequently, the implications seem 
to be that Chang needed to spread more knowledge of its new brand image (the way the brand 
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wants to be perceived), and proving what is its core brand identity (the way the brand wanted 
to be) amongst the target customers, which is still in process as the Chang MD mentioned. 
 
The last theme found from decoding the cosmopolitan image, is an opposed reading. This can 
be seen from the fact that most participants from the age group 38 upwards from Bangkok and 
the surrounding/rural areas did not agree with key contents of the new brand image and slogan, 
relating to the brand identity of Chang. They tended to be more admiring of the ideas of the old 
brand image of authentic Thai nationalist men, rather than the ideas of the new brand image. 
This seems to suggest that Chang might be failing to take charge of the brand communication 
with its target customers, and needs more efforts to build up the brand awareness about its new 
brand image and brand identity amongst its target customers, in order to preventing falling into 
the brand image trap. As Schroeder and Salzer-Mörling (2006) stressed: ‘in the brand 
management literature, potential gaps between brand image and brand identity can be attributed 
to a variety of sources: poor market knowledge of the brand, poor brand communication, or 
poor understanding in the organization of the brand’s essence or core identity. Failing to take 
charge of brand identity can cause the company to fall into an image trap’ (p.111). For example, 
Saichon and Pojana had an opposed reading of the new Chang brand image, the cosmopolitan 
image. Saichon’s perspective showed a dislike of the advert: 
 
‘…The advert and the brand did not represent anything related to the things they said… 
Confusing... just say the slogan live life like you mean it… and the advert is not get 
along to the ad story... didn’t expect this is Chang… thought it’s some other brand’  
(Saichon, male, aged 38 from the age group 38 upward from Bangkok) 
 
Similarly, Pojana was unimpressed:  
 
‘… I did not realise that it’s Chang … I don’t like the idea of the advert …I don’t think 
Chang image is relevant to this type of men…Chang is the Thai beer for Thai people 
[kon Thai] …So when we see Chang it’s supposed to be about love of Thailand, friendly 
Thai men, when we meet friends or family, and nicely ask them to join to drink beer 
like asking them to join our meals following our traditions’  
 (Pojana, male, aged 52 from the age group 38 upward from rural/surrounding areas). 
 
The implications of Saichon and Pojana’s perspective suggests that some consumers were 
opposed to the Cosmopolitan image that Chang represented as the new brand image, looking 
younger and different from the old look. They might still have a strong perception of the old 
brand image. Furthermore, this implication suggests that Chang needs to make more efforts on 
brand communication about the new brand image, to replace the perception of the old brand 
image. In other words, it could be said that Chang needs to be more precise, and work hard 
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promoting its core brand identity. The ‘brand identity is a unique set of brand associations that 
the brand strategist aspires to create or maintain. These associations represent what the brand 
stands for and imply a promise to customers from the organisation members…[Thus] a key to 
developing a strong brand identity is to broaden the brand concept to include other dimensions 
and perspectives’ (Aaker, 1995, p 68).  
 
Consequently, according to the implications of focus groups exploring how consumers 
perceived the Chang cosmopolitan image, they seem to suggest that consumers are in process 
of perceiving the new Chang brand image of cosmopolitan men, replacing the old brand image 
of authentic Thai nationalist men. It can be seen that most people tended to be susceptible to 
the message, especially participants aged 18-37 from Bangkok. Moreover, people with the same 
age from surrounding and rural areas had a potential to agree with the message of the new brand 
new if they could have more knowledge, replacing the old perception of the old brand image. 
In the meantime, the implication of the focus groups is that Chang has to make more efforts on 
brand communication about the new brand image with audiences aged 38 upwards from both 
areas, as they encountered opposition to the new brand image, having a strong perception of the 
old image, as the core brand identity. More specifically, the overall implication of the focus 
groups exploring the new brand image of Chang cosmopolitan men seemed to be that Chang 
needs to continue working on brand communication promoting the new brand image to build 
up stronger perceptions, showing the new core brand identity that Chang wanted to be among 
the targets.  
 
8.4 Chang Social Responsible masculinity (SR): Men’s real lives? 
Figure 8.4 Chang represented the social responsible image of men who cared about society, especially people in 
rural areas or remote part of the country. Chang gave scholarships for intelligent students who lack money and live 
in a remote part of the country. Chang demonstrated the pride of supporting them and doing good things for the 
country, especially for people from remote areas who lack opportunity in life.  
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Figure 8.6 Chang represented the social responsible image, who cared about the society and children education on 
sport. Chang portrayed the social responsible image as organising the special sport class, teaching children who 
are talented on football. Moreover Chang had employed the Everton football team to train the children. At the end, 
Chang stressed that Chang was proud of providing the opportunity for talented children as Chang care about 
society.  
 
This section directed the focus groups to explore how consumers interpreted the Chang social 
responsible masculine representation. Two samples of Chang SR television adverts were 
presented, which can be seen in Figures 8.5 and 8.6. As mentioned earlier, the Chang social 
responsible adverts aimed to build up the corporate brand image of the Chang brand’s 
association with love and care about the people in upcountry areas, by raising the significance 
of children/juveniles who live in rural areas, lack opportunities in life such as educational 
opportunities. As a result, two themes were found from the focus groups, and these are: the 
preferred and negotiated readings.  
 
The first theme found is a preferred reading. Most participants of all ages and from all areas 
seemed to agree with the Chang SR message. Generally, they can identify the key brand 
characteristics, ad emotions and concepts of the Chang SR image. However, there were 
exceptions from two groups of participants from 28-37 (Bangkok), and 38 upwards (Bangkok), 
as they seemed to negotiate with the message. For the preferred reading, most people were 
susceptible to the message. They found that the Chang social responsible idea seemed to show 
a concern with caring for younger generations living in rural/remote areas of Thailand, 
especially children’s educations. In other words, this implication reflects the significance of the 
Thai Buddhist norms/traditions of being kind to others, such as kindness (kwammetta), 
compassion (kwamkaruna), and generosity (kwameuafeuapeuapae) as mentioned earlier. This 
shows that Chang utilised children to represent the SR image. By means of which, Chang 
appeared like a parent, and almost like a teacher who encouraged and guided young people to 
behave and study hard for a better future. It can be seen that most participants from all ages and 
areas seemed to agree with the Chang SR message in the same way. Nui, for example: 
 
 ‘… I am impressed with the things that Chang has done for kids who live in remote 
areas, who lack help. The advert encourages other people in society to think about the 
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country… not just thinking about themselves… I know this advert wanted to make a 
good impression… I appreciate that… It’s like a nice guy cares about kids’ future’ (Nui, 
male, aged, 28 from the age group 28-37 from rural/surrounding areas) 
 
His perspective demonstrated that he could describe the key features from the ad content. At 
some points, the implication seemed to be that Chang was like a parent and almost like being 
the teacher, guiding them how to behave and be like the cosmopolitan student, and also 
reflecting the development of a masculine subjectivity that puts caring at the centre of it.  
 
Furthermore, the Chang SR brand image also found that it demonstrated the significance of 
Thai cultural norms of being nice, compassionate and generously helping people. By means of 
which, this implication reflects the importance of Buddhism, which is one the three principles 
formulating Thai national identity (Thainess or love of Thailand) (Jorgensen, 1995b; Jory, 
1999). This can be seen from Art’s perspective, which demonstrated the significance of 
Buddhist instructions influencing Thai cultural norms in everyday life: 
 
‘...I feel I quite appreciate what Chang has done to our society…it showed Kwam-met-
ta [being nice and kindness], Kwam ka-ru-na [compassion], Kwam-eua-feua-peua-pae 
[generosity] that a big company has given in return to the society… They care about the 
children who might be the future empowerment of national development… I think they 
chose the right issue’ (Art, male, aged 38 from the age group 38 upward from 
rural/surrounding areas). 
 
The implication of Art’s perspective reflected the significance of Buddhist values formulating 
the caring men brand image caring following Buddhism instructions.  
 
The second theme found was the negotiated reading. This can be seen from some participants 
aged 28-37 (Bangkok), and 38 upwards (Bangkok), who were ambivalent about the Chang SR 
message. They thought that the advert might have been made on purpose to create a certain 
impression solely for advertising, or that it is too positive or even exaggerated. In other words, 
the significance seems to be there is a problem of hype advertising, which involves providing 
some flamboyant and exaggerated information to the communication audiences (Moriarty et 
al., 2012, p.7; O'Guinn and Semenik, 2012, p.10). As Moriarty et al. (2012) noted in relation to 
exaggerated advertising: ‘…advertising promotion from identification and information to a 
flamboyant version of persuasion [is] called hype - graphics and language characterised by 
exaggeration or hyperbole… The questionable ethics of hype and puffery, which is exaggerated 
promises… hype was [also] the use of powerful graphics that dramatized the sales 
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message’(Moriarty et al., 2012, p.7& 14). This, for example, can be seen from the perspectives 
of Pond and Ooy that suggest a negotiated reading of the Chang SR advert;  
 
‘… I know the advert wanted to show that Chang has helped children’s educations and 
society in rural upcountry … sometimes I feel like… how can we know what the advert 
said is true..?… whether they made it on purpose… At some points, you did a good 
thing to the people, you don’t have to show how good you are … Like our Buddhism 
norm taught us, sometimes we do good things without ostentation…[pid thong lunkpra] 
you don’t have to tell people…it’s like not from the heart…from the real sincerity… 
Don’t know whether they made it for purpose or not…. Anyway I am glad of what 
Chang did to our society… they see the importance of children’s education’  
(Pond, aged 33, from the age group 28-37 from Bangkok areas) 
 
Similarly, Ooy said: 
 
‘… I feel like the advert is sometimes too perfect… too good… to be true… at some 
points, our Buddhist norms said drinking alcohol is prohibited… Chang sells it… and 
uses the profits helping children… so that’s why it’s too good to be true… But think in 
a positive way, I feel appreciative that they think of helping others, some people they 
might really need help… this action benefits Chang’s brand image… However, it is 
good to make the brand image raise a concern about kids in rural areas’  
(Ooy, male, aged 45, from the age group 38 upwards from Bangkok areas) 
 
The perspectives of Pond and Ooy, therefore, reflected the negotiated reading to the Chang SR 
advert. These participants have questioned whether the advert of Chang helping people was 
made for a purpose or they really do it from their sincerity. Since, they had a perspective of 
drinking/selling alcohols against the Buddhism norms and ruining people’s health. So that the 
way that Chang caring people/society, seemed to be quite exaggerated, ‘too good to be true’ in 
their viewpoints. However, at the end Pond and Ooy were also appreciative of the kindness that 
Chang did to society, even though they had some hesitations to the advert. Thus, the implication 
of their perspectives demonstrated the negotiated readings to the message. At some points, this 
also reflected the type of ‘hype advertising’, which might provide ‘overstated information, 
puffery, exaggeration, or dramatised messages’ for promoting the products or brand image 
(Moriarty et al., 2012, p.7 & 14).  
 
Consequently, the implications of focus groups exploring how consumers perceive the Chang 
SR image, seems to be that most consumers were susceptible to the Chang SR message. Most 
participants can identify the key brand characteristics, ad emotions and concepts of the Chang 
SR image. However, some participants aged 28-37 (Bangkok), and 38 upwards (Bangkok), had 
a negotiated reading. They considered it too good to be true, too positive, exaggerated and made 
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on purpose solely for advertising. Importantly, the overall implication of the focus groups 
decoding the Chang SR image suggested the significance of Thai cultural Buddhist 
norms/values (one of the three pillars of Thainess/love of Thailand). These values were attached 
to the Chang SR adverts, which demonstrate how much Chang care about the consumers. On 
the other hand, the SR advert should not make it look too exaggerated, too much pitiful; 
otherwise consumers might be reluctant to agree with the message.  
 
8.5  Conclusion 
 
Chang extracts representations from lived masculinities and forged them into its masculine 
brand. This in turn reinforces and creates new forms of masculinity that can be lived out. 
However, the exploration of audience perceptions found a contradiction among the three images 
(See Table 8.1). The conflict occurred between the Thai nationalism (the original brand image) 
and the SR image that tended to be associated with the traditional social values/norms of 
Thainess or love of Thailand (Jorgensen, 1995). The implication seems to be that this 
significance is the key principle or core brand identity, representing the real authentic core of 
Chang masculinity, and therefore this could make most people recognise the Chang brand, 
regarding the evidence presented in this thesis. Whereas the new brand image of 
cosmopolitanism, which follows the global trend or universal aspirations of a global 
transnational world encouraging people to be citizens of the world, seems to have less brand 
awareness or recognition than the Thai nationalist and SR image. However, if Chang could put 
more effort on brand communications promoting its new brand image constantly, people might 
have more positive attitudes towards this cosmopolitan image.  
 
More specifically, as an overall trend, the implications of the focus groups seem to be that most 
sample audiences agreed with these three images. When comparing between these three 
portrayals, the implications reveals that the Thai nationalist image was the most appealing 
image to the consumers/respondents. This was followed by the social responsible and 
cosmopolitan representations. However, the study revealed that people older than 38, from 
Bangkok and the surrounding/rural areas, disagree with the Thai nationalist and cosmopolitan 
image, which established a contradict amongst the old and new brand image (see Figure 8.1). 
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Table 8.1 a comparison of decoding results of the Chang masculine representations 
 
More specifically than the contradiction that occurred between the Thai nationalism and 
cosmopolitan image, participants (aged 38 upward from Bangkok and the surrounding/rural 
areas) tended to oppose Thai nationalism (see Figure 6.2). It was found that the Thai 
Nationalism advert was made too surreal/exaggerated from the reality. The pride and love of 
being Thais that was represented in the Thai Nationalism image, were found incomparable to 
the pride, loyalty and love of being Thai felt by the Thai soldiers, who were on duty at the 
Southern border of Thailand, fighting terrorism. They said that men in reality are not much 
concerned about those cultural norms/values that are represented. For these reasons, they were 
against the Thai nationalism advert. The implication seems to be that participants aged 38 
upward from both areas have a very strong concern with Thai traditional norms/values of love 
of Thailand. With this consequence, it appeared to create some contradictions that emerged in 
the new brand image of cosmopolitanism among people aged 38 and upwards from both areas. 
In other words, the implication is also that people aged 18-27 (from all areas) although they had 
positive perceptions towards the Thai nationalist image (that revealed they are well aware of 
Thai cultural norms/love of Thailand or Thainess), they seemed to agree with the new brand 
image (cosmopolitanism) as well. The new brand image’s characteristics of cosmopolitan men 
following the global trend of men’s lifestyles such as being fun, laid-back, well-educated, 
enjoying life (work and hobbies), being well-rounded, and work-hard-play-hard, seemed to be 
attractive to them.  
 
Whereas, regarding the social responsible image (SR) the implication of the focus groups was 
that people from all ages and areas generally seemed to agree with the message. The SR image 
was consistent with some of the key instructions of traditional Buddhist norms, which made 
quite a positive impact on most people, such as: being nice/kind, compassionate and generous, 
helping people (kwammetta; kwankaruna; kwameuafeuapeuapae). However, only some of 
245 
them questioned whether the SR advert was made on purpose to create a certain impression 
solely for advertising, or was too positive or even too exaggerated, which made them feel 
ambivalent towards the social responsible message (see Figure 8.1). The implication, thus, 
seems to be that most people tended to be impressed, since it partly demonstrated the kindness 
of the company improving lives for people.  
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Figure 9.1A Picture from the cover of The International Brewing Industry Magazine, representing a rivalry 
between Singha and Chang beer in Thailand. 
 
9.1  Introduction 
 
This chapter highlights the effects of brand masculinities on the alcohol brand promotions in 
Thailand. The chapter tells how Singha and Chang brands articulating certain masculinities 
compete with each other for selling their products in Thailand. For this reason, it could be 
argued that the forms of masculinity are branded and being produced in new ways. Importantly, 
the emotional advertising/PR through the media, and music and sport marketing activities, are 
applied by Singha and Chang as dynamic marketing tools to build up their brand awareness, 
and experience, in order to encourage a positive change in consumers’ purchasing choices. 
Alongside this, both commonly employ the notion of Thainess in everyday life, and mix with 
other elements such as the global transnational masculinities and the approach of Corporate 
Social Responsibility (CSR), as the keys in order to create their ideal brand images for selling 
their products, competing with each other for the hegemonic brand position. Significantly, these 
elements are designed to appeal to Thai men, becoming the basis of the brand’s appeal to men 
across Thai society. According to evidence presented in this thesis, Singha and Chang brands 
have been involved in a battle for about two decades, competing to be the market leader. 
Chapter 9  Exploring Hegemony: Singha, Chang and competition  
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Metaphorically, it is like a competition between two Thai men, fighting to be the dominant 
force in Thai society.  
 
Significantly, Singha and Chang are regarded as the (cultural) brand masculinities that heavily 
make use of myths of masculinity for the sake of selling their products. This can be seen from 
the evidence presented in this thesis, which demonstrated that Singha and Chang created several 
forms of ideal men and masculinities promoted through various communication platforms for 
selling their products. The representations of brand ideal images or symbolic meanings are 
applied to make consumers want to be or possess, in order to encourage a positive change in 
their purchasing choices (Belk, 1988; Elliott and Wattanasuwan, 1998; Wattanasuwan, 2005). 
Furthermore, the way one consumes the brands can also symbolically represent who they are 
in society. In the other words, the consumption of brands can distinguish the identity of a 
person. As Elliott and Wattanasuwan (1998, p. 132) argued, the brand itself can be a marker of 
interpersonal distinctions when one consumes it. Likewise, Wattanasuwan (2005) 
demonstrated: ‘…using recycled envelopes may symbolise [that] “I care for the environment”, 
going to classical concerts may represent [that] “I am cultured”, supporting gay rights may 
signify [that] “I am open-minded”, or even buying unbranded detergent may mean “I am a 
clever consumer”’ (p.179). Hence, it can be seen that Singha and Chang brands have tried to 
construct various brand images/lifestyles of men and masculinities through various marketing 
communications, influencing what consumers would like to achieve or want to be like, for 
selling their products, gaining consumers’ consent to win the hegemonic brand position. For 
this reason, it is argued that the forms of Thai men and masculinities are being branded, 
according to the impact of Singha and Chang brand promotions. 
 
More specifically, in order to understand the mechanics of the hegemony between Singha and 
Chang and how brand masculinities operated, the notion of hegemony introduced by Gramsci 
(1971) and the idea of hegemonic masculinity proposed by Connell (1987; 1995; 2005) are 
applied. The selling war between Singha and Chang is regarded as a struggle between two Thai 
cultural brand masculinities that have been competing with each other for the hegemonic brand 
position in the Thai market since Chang was launched in 1995. Thus, it could be argued here 
that Singha and Chang brand masculinities operate in a similar way to Gramsci’s theory of 
hegemony and Connell’s model of hegemonic masculinity, where the selling war is played out 
through the promotion of each company’s brand masculinities.  
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Connell (1987; 1995; 2005) has applied the theory of hegemony that was originally introduced 
by Antonio Gramsci (1971), explaining how the dominant class sustains its leading position in 
social life, in order to explain a cultural and historical understanding of the domination of men 
and masculinities. Gramsci (1971) stated how the mechanics of hegemony works: 
 
‘…two major superstructural ‘levels’ [exist]: the one that can be called ‘civil society’, 
that is, the ensemble of organisms commonly called ‘private’, and that of ‘political 
society’ or ‘the state’. These two levels correspond on the one hand to the functions of 
‘hegemony’ which the dominant group exercises throughout society and on the other 
hand to that of ‘direct domination’ or command exercised through the state and 
‘juridical’ government... the intellectuals are the dominant group’s ‘deputies’ exercising 
the subaltern functions of social hegemony and political government. These comprise: 
(1) The ‘spontaneous’ consent given by the great masses of the population to the general 
direction imposed on social life by the dominant fundamental group. And: (2) The 
apparatus of state coercive power which ‘legally’ enforces discipline on those groups 
who do not “consent” either actively or passively’ 
(Gramsci, 1971. p.12) 
 
From Gramsci’s perspective on the hegemony, it can be seen that the intellectuals, or the 
dominant class, legally win the hegemonic position by public consent that benefits those in 
society. They do not gain power through coercion or violence, but consent from the public or 
the masses. In the meantime, the counter-hegemony could occur to challenge the dominant 
class, changing public opinion. A good example of this dynamic at work can be seen in the case 
of the struggle between Singha and Chang beer in 1995 when Chang was firstly launched into 
the market to beat Singha (Treerat, 2007). Before 1995, Singha often claimed itself as the one 
and only Thai beer brand dominating the Thai alcohol market since 1933, with the brand image 
of the prestigious Thai man. While Chang was first introduced into the market with the brand 
image of the ordinary authentic Thai man that everyone could afford to be, in order to challenge 
Singha. Unfortunately for Singha, in 1997-98 Thailand faced economic recessions, so that 
people were wary of spending too much money, which encouraged new products (such as 
Chang) which could be sold at a lower price to be introduced to the Thai alcohol-beer market, 
beating Singha off the leading brand position with a brand image of an authentic and friendly 
Thai man (Treerat, 2007, p. 47 and Sankrusme, 2008, p.490). As Sankrusme (2011) noted: 
‘Chang beer was reasonably successful at an early stage. The economy [due to an economic 
crisis in Thailand in 1997-1998] was extremely depressed and the purchasing power of people 
diminished… consequently, selling at a low price, Chang beer played a more important role in 
the beer market…This took advantage over other competitors resulting in a reduced sales 
volume of Singha beer’ (p.490). In other words, it could be said that the cheap beer, Chang, 
with the brand image of an ordinary authentic friendly Thai man, has successfully won public 
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consent, consumers’ admiration, relative to Singha between 1998 and 2006, before Singha 
could win the hegemonic brand position back in 2007 and maintain it until the present day.  
 
This suggests that that the hegemonic position could be challenged by any group anytime and 
relates to how to convince people and gain the greater part of the public to give consent and the 
organisation of social institutions in ways that appears normal. At some points, to attain the 
hegemonic position gaining consumers’ consent or power, the brands/products or any groups 
could employ the media or various marketing communications as the dynamic tools to win and 
holding the hegemonic position (Donaldson, 1993; Carter and Steiner, 2004). As Donaldson 
(1993) has argued:  
 
‘...Hegemony is about the winning and holding of power and the formation (and 
destruction) of social groups in that process. It is about the ways in which the ruling 
class establishes and maintains its domination…Hegemony involves persuasion of the 
greater part of the population, particularly through the media, and the organisation of 
social institutions in ways that appear “natural,” “ordinary,” “normal”. The state, 
through punishment for non-conformity, is crucially involved in this negotiation and 
enforcement’ (Donaldson, 1993, p.645).  
 
Consequently, from this perspective it seems to be suggested that the media, or in this context 
the various marketing communications of the Singha and Chang brands employed such as 
advertising/PR through mass media, and music and sport marketing activities are the key 
dynamics that are employed for their brand building, thereby increasing consumers’ consent or 
brand awareness. In other words, it could be said that the key element of hegemony, or to attain 
the hegemonic brand position, is about ways to win or to hold onto power and the formation 
(and destruction) of other social groups in that process via media/marketing communications.  
 
More specifically the concept of hegemonic masculinity introduced by Connell (1987; 1995; 
2005) is applied to understand the relationship between Singha and Chang brand. Since both 
are regarded as the cultural brand masculinities that heavily use masculinities promoting their 
brands, competing with each other for winning/holding for a hegemonic brand masculine 
position in the Thai alcohol/beer market. As Connell (2005) noted: 
 
‘…the hegemonic masculinity can be defined as the configurations of gender practice 
which embodies the currently accepted answer to the problem of legitimacy of 
patriarchy which guarantees (or is taken to guarantee) the dominant position of men and 
subordination of women… Nevertheless, hegemony is likely to be established only if 
there is some correspondence between cultural ideal and institutional power, collective 
if not individual’ (Connell, 2005, p.77).  
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Connell’s concept of hegemonic masculinity seems to suggest that the hegemonic masculinity 
is a kind of a cultural practice or configuration that wins the consents of the people in a society. 
Furthermore, it also reflects the hegemony of the cultural dimension of how the masculinities 
are constructed in a contemporary world. In other words, this notion of hegemonic masculinity 
not only enables us to understand the relationship between men and woman, but also the 
relationship amongst men. As Connell and Messerschmidt (2005) emphasised:  
 
‘the crucial feature of the term hegemonic masculinity is precisely that it enables the 
Gramscian conception of power as more multifaceted than mere coercion, including 
economic coercion, and that it is not supposedly to be equated with economic or military 
dominance. Connell’s term has the great advantage that it encourages a creative and 
subtle understanding of power as constitutive, as always associated with the 
mobilisation of consent and complicit embodied identities’ (Connell and 
Messerschmidt, 2005, p.8).  
 
In this way, ‘when conditions for defence of patriarchy change, the bases for dominance of 
particular masculinity are eroded. New groups may challenge old solutions and construct new 
hegemony’ (Connell, 2005, p.77). From this, according to the evidence presented in this thesis, 
it can be seen that Chang could be regarded as the new groups that want to deconstruct the old 
solution and that wants to construct its new hegemony. As can be seen that Chang tries to 
challenge Singha, by creating the new condition/style of how to become the modern men in 
Chang perspective competing with Singha such as, injecting the values of cosmopolitanism or 
social responsibility. Singha still traditionally and heavily represented its brand image relating 
with the ideal Thai man who shows loyalty to the king, caring about society and working to 
achieve success in life, appealing its target consumers across Thai society.  
 
At some points, those brand images that Singha and Chang represented compete with each other 
also reflect the form of hegemonic masculinity(ies), or the culturally ideal Thai male citizenship 
in society. As Demetriou (2001) emphasised:  
 
‘Hegemonic masculinity is rather a “cultural ideal” that is consistently promoted by the 
civil society through the production of exemplary masculinities, such as media images... 
Furthermore, this function of civil society motivates many people to honour, desire, and 
support the current hegemonic model, that is, to position themselves in a relationship of 
complicity with it’ (p. 342).  
 
From the perspective of Demetriou (2001), it seems to suggest that hegemonic masculinity is 
quite related to a representation of a culturally ideal man through the media, or ways of 
convincing the greater part of the target consumers or public to give consent, especially through 
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the media, and the organisation of social institutions in ways that appear normal. In this way, 
mass media or various marketing communications are regarded as the key dynamics that apply 
for gaining public consent, or building up the brand popularities, competing with each other to 
win the hegemonic position in the Thai market. As Carter and Steiner (2004) stressed: 
 
‘The media [or various marketing communications] are instrumental in the processes of 
gaining public consent. Media texts never simply mirror or reflect “reality”, but instead 
construct hegemonic definitions of what should be accepted as “reality”. These 
definitions appear to be inevitable, 'real' and commonsensical. Thus, media images 
dissemble the extent to which they are aligned with the interests of powerful groups in 
society…’ (Carter and Steiner, 2004, p.2). 
 
This means that the mass media or various marketing communications are applied to build up 
the target consumers’ admirations or public consent to win towards the Singha and Chang 
brands to achieve for the hegemonic brand masculine position in the market. In other words, it 
can be seen that various male images, symbolic values, and cultural meanings of idealistic 
masculinities and so on, are cumulatively represented via the mass media/various marketing 
communications, in order to increase a brand’s popularity with the aim of achieving the 
hegemonic brand position in the market.  
 
Hence, to explore how the mechanics of hegemony operate, regarding the cases of Singha and 
Chang brand masculinities struggling for the hegemonic brand position in the market, the 
following sections consist of three main parts: (i) the competing nature of Singha and Chang 
brands (section 9.2), (ii) the masculine representations of Singha and Chang brands (section 
9.3), and (iii) the use of marketing communications of Singha and Chang brands (section 9.4).  
 
9.2  The competing nature of Singha and Chang brands 
 
Evidence presented in this thesis confirmed that Singha and Chang beer brands are created to 
market products for men. For this reason, Singha and Chang have an explicit gender target, 
which focuses on men and their masculinities. Females and femininities are not concerned in 
association with both Singha and Chang advertising representation. This focus can be seen at 
the highest level of the company. As the Chang MD confirmed: ‘The Chang brand is a highly 
masculine brand’. He also stressed that Chang does not target female audiences at all when 
advertising for brand communication:  
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‘…I will frankly say that Chang does not target females when advertising. We may have 
female consumers. However, female is not the main group of alcohol drinkers. 
…females may drink beer on some occasions, but we do not focus on females as the 
target audience’ 
 
This perspective enables us to understand that men are the core target market of consumers that 
drink Chang beer, encouraging Chang to create advertising that relates to masculinities in order 
to impress male consumers when doing brand promotions. Furthermore, he gave a significant 
reason why Chang is targeting men:  
 
‘…Thai people generally order beer/alcohol following opinions of the groups [they are 
in], which are mainly males… So… males are the decision makers, and they are maybe 
heavy drinkers… They love sharing drinks… because alcohol drinking is about sharing 
in Thai culture. …thus, our advertising communication targets males… because they 
are the key consumers’ 
 
The perspective of the Chang MD allows us to understand that the alcohol drinking culture in 
Thailand is dominated by men, which reflects the significance of ‘patriarchy in Thai folklore 
and the popular wisdom that men are culturally superior to women’ (Jackson and Cook, 1999, 
p.9; Peleggi, 2007, p. 79). This is significant to the Chang company relating to the strategy for 
its definite brand positioning, characteristics, identity or directions for the company or brand 
visions for sales, as can be seen from the viewpoint of the Chang MD on alcohol drinking 
culture in Thai society. At some points, this perspective of the Chang MD also enables us to 
understand the role of the CEO, who directs the product/brand representations, strategising its 
definite brand positioning, characteristics, identity or directions for the company or brand vision 
for sales. As Davis (2005) emphasised: ‘a company’s chief executive officer is the company’s 
ultimate brand builder…Their common ground was the desire to build or strengthen a company 
and differentiate their organisations from the competition by creating a value proposition that 
could be delivered consistently and in a customer-centric way… The CEO ultimately sets the 
tone, enforces the development of a true brand-based culture, and determines whether the 
necessary resources to accomplish this goal are registered as investments or expenses’ (Davis, 
2005, p.562-563). 
 
Along the same lines, the Singha MD asserted that using a female presenter in adverts 
representing the products might not make a strong impact in Thailand, in comparison with 
Western countries:  
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‘…If you have a woman presenter in alcohol advertisements like those in foreign 
countries (Western)… as a result, both women and men may not drink the alcohol’ 
 
Furthermore, the Singha MD gave his opinion on why targeting females might be unsuccessful 
in the Thai alcohol consumer culture. If female consumers drink alcohol, it shows that they are 
equal to men: 
 
 ‘...Women drink alcohol nowadays because it indicates sexual equality. Women drink 
alcohol to show that they are macho. Therefore, if you have a campaign to promote 
women drinking alcohol… the main point is that they (males and females) might not 
drink’ 
 
Both the Singha and Chang MDs’ comments enable us to comprehend that ‘men have long been 
encouraged [by Thai alcohol brand representations] to take charge as consumers to construct 
flawless masculine identities’ (Schroeder and Zwick, 2004, 45-46). Furthermore, this reflects 
the significance of ‘men and masculinity do not merely “express” masculinity, rather, they play 
a central role in forming conceptions of masculinity [linked to drinking culture in Thai society] 
and help construct market segments…acknowledging the representational power both as 
cultural artefacts and as bearers of meaning, reflecting broad societal, cultural, and ideological 
codes… [As well as] the brand strategy - what the marketer intends - and brand community - 
the free appropriation of meaning by the market’(Ibid, p.22 &45). In other words, this 
demonstrates that Thai society is a patriarchy, regarding females as subordinates, not a key 
gender target like men, when creating advertising and undertaking brand promotions (Connell, 
1987; 1995; 2005; Haywood and Mac an Ghaill, 2003). 
 
Consequently, it can be seen from promotions of Singha and Chang brands that created several 
representations such as brand images and symbolic meanings, relating with sophisticated male 
lifestyles that consumers wanted to emulate, in order to encourage a positive change in their 
purchasing choice (Belk, 1988; Wattanasuwan, 2005). As Elliott and Wattanasuwan (1998) 
argued, nowadays people not only consume the products by its utilities, but people consume 
the brands to represent the types of people they are: ‘Brands can be used by the consumer as 
resources for the symbolic construction of the self’ (p.139). For instance, Singha has 
represented its brand personality as a Thai high-class, executive, modern, leadership, 
professional, successful, recognisable men, associating in conurbations, targeting young 
executive male consumers through to middle age men. So, when consumers choose Singha, 
they not only drink beer but they also accept the image of high-class Thai men, representing 
their identity and who they are in society. While Chang, a challenger brand, according to the 
254 
evidence consdiered in this thesis, has as its core brand image the authentic, laid back, down to 
earth and friendly Thai man. In other words, the defining Chang charateristics are almost like 
those of a simple ordinary Thai man that everyone can be, as it is designed to be a mass product 
with an affordable price for everyone. 
 
Nevertheless, presently Chang is facing the market decline period, as well as, in a process of 
repositioning its image and re-gaining its brand popularity because target consumers tended to 
perceived Chang (with the old brand image of Thai nationalist man) as associated with an old, 
labour-focused, rural man. Chang’s crisis was due to their reluctance to change since their first 
launch into the market two decades ago, promoting themselves as the hope of the future to 
impress the majority of people in the country during the economic recession. That affects 
consumers’ perceptions of Chang as a cheap beer for a mass market, especially labourers and 
people from the grassroots in rural areas of Thailand (The Manager News, 2011a). With these 
consequences, as the Chang MD revealed, consumers have negative attitudes that they inherit 
from the old brand image (Thai Nationalism) such as the association of an old man, a labourer, 
low-educated and from a rural area; this became a disadvantage for Chang brand promotion. 
With this reason in mind, Chang is now in a period of transition, changing the direction of the 
brand image. It is a transformation of the Chang brand to appeal to a different audience and to 
create a different kind of image of Thai male identities, shifting from old perceptions of Thai 
nationalism - from rural areas and looking like an old and low educated man to a more modern 
Thai man associated with the urban, cosmopolitan and well educated, work hard play hard, 
enjoy living lives and being aware of Thai traditional norms. However, the implication from 
the thesis suggests that Chang have to make more efforts on brand communication about the 
new brand image, to replace the perception of the old brand image, as well as, being more 
precise, and working hard on promoting its new cosmopolitan brand image. Some target 
consumers still have an attitude towards Chang beer based on the old brand image of the Thai 
nationalist man, with characteristics such as: old, low-educated, and living in rural areas.  
 
In terms of the Chang brand image, the cosmopolitan man, according to the implication of this 
thesis it could be argued that this new brand image is the hope of the future for the Chang brand, 
and the future of Thai masculinity. More specifically, this changing brand image for promotion 
could also imply the social, cultural and economic changes towards the masculinity in Thai 
society. The implication of those changes can be seen from the globalising forces of several 
international collaborative policies that sought to move Thailand towards a more outward-
facing society. For example, recently joining the ASEAN Economic Community (AEC) that 
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the Thai government considers an important priority, encouraging Thai people and society to 
develop and enhance qualified capabilities (especially education for a future labour market) for 
the international commerce competitions. By means of this, Thailand is moving more towards 
the outside world, in terms of education standards for the country’s development. This 
implication can be seen from the statement of Prayut Chan-o-cha, the current Thai Prime 
minister, who stressed about ‘reforming Thai education for the national development of Thai 
human resources’ and ‘quality for the international labour market competition’, stating in the 
Thai educational board meeting that: ‘we now need to reform our Thai education standard 
building qualified human resources to conform with international labour market competition 
[This is especially the development of using qualified English among Thai young generations. 
Since English is the official language amongst the AEC countries and could benefit Thai young 
people in several ways for opportunities in life, and the country in the long run]’ (The Secretariat 
of the Prime Minister Office, 2016). With this consequence, it could be argued that these 
international collaborative projects, is kind of ‘the pressure of neoliberal globalising forces to 
reconcile the claims for pluralism with cosmopolitan ideals…enhancing the interconnectivity 
of cultures’ (Yeĝenoĝlu, 2005, p.116). In other words, the implication seems to be that the 
development of international collaborative policies transform the Thai social, cultural and 
economic life into the cosmopolitan ideals, and this could influence the formulation of the new 
form of Thai masculinity as cosmopolitan man. This can be seen from the new brand image of 
Chang brand that recently promoted as the cosmopolitan masculinity, which might be a new 
ideal form of future Thai masculinity. 
 
According to Thai traditional Buddhist norms, one of the five precepts rejects the drinking of 
alcohol. ‘The five basic precepts of Buddhism are: (i) do not take life, (ii) do not steal, (iii) do 
not be unchaste, (iv) do not lie, and (v) do not take intoxicants’ (Peleggi, 2007, p.221). 
Traditionally, Thai culture regards the drinking of alcohol as a sin because it goes against 
Buddhist religious instructions. With this consequence, the Thai government has sought to 
discourage people from drinking by launching state regulations controlling alcohol advertising 
and retail in 2008. For instance: ‘Selling alcohol is prohibited specifically in temples or related 
religious places… During National or religious [Buddhist] holidays, the sale of alcohol is not 
permitted … Alcohol advertising that tries to use persuasive language was strictly prohibited, 
as were, the shapes of the products or packages’ (Office of Alcohol Beverages, 2008). 
Nevertheless, evidence presented in this thesis found that all alcohol brands selling in Thailand 
strictly follow the state regulations and Buddhist traditional norms that reject drinking alcohol. 
Even though there seems to be quite a conflict between the Thai cultural constraints and selling 
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alcohol in Thailand, the alcohol products compromise by following all state conditions to allow 
them to sell their products. Instead, the alcohol products such as Singha and Chang beer brands 
have cleverly tried to add the Buddhist values with emotional appeals to religion. In this way, 
Singha and Chang have tried to differentiate their brand identities to represent the great ideal 
type of Thai men. Noticeably, Singha and Chang did not even mention about drinking alcohol 
being against the precepts of Buddhism when selling their products, even though both tried to 
represent themselves as brands aware of Buddhism. For this reason, the forms of men and 
masculinities that alcohol brands represented in the media are being produced in new ways 
compromisingly, following the cultural constraints.  
 
9.3 The masculine representations of Singha and Chang brands 
 
To build up the brand masculinities, Singha and Chang have represented several ideal brand 
images extracted from the apparent ways that Thai men live in everyday life. This was in order 
to offer ways/styles for consumers who wanted to be like or possess certain things, all for selling 
their products by gaining consumers’ consent. For example, (see Figure 7.2) Singha represented 
three aspects of ideal Thai male citizenship for consumers: (i) to be good Thai men should be 
loyal and honour the King and Monarchy (the monarchy loyalty man), (ii) men should be eager 
for success in life within the capitalist world (the inspirational-capitalist man), and (iii) Thai 
men should be socially aware of the environment, Buddhism and Thai cultural heritages (the 
CSR man). These elements complemented each other. In the meantime, Chang offered 
consumers the other three ways/images of how to be the ideal Thai male citizens, in order to 
challenge those three Singha brand images. They are, for example, the Thai nationalist man 
who is the real authentic friendly Thai man who loves and is proud of the Thai nation/country, 
with a love of friends/family. Also, the Chang CSR man who is aware of Thai traditional norms 
and cares about helping people living in rural areas, particularly people with a lack of money 
and opportunity in education. Besides, recently Chang has added the other significances during 
the current re-establishing brand image, creating the new ideal type of Chang man, which is the 
cosmopolitan man. At this point, it could be argued that Singha and Chang tried to offer various 
ways of how to become the culturally ideal type of Thai man, as can be seen from those male 
brand images represented (See Figure 7.2).  
 
Alongside this, the focus groups exploring consumers’perceptions also reveals how these 
masculine representations are not coherent, they contradict and ultimately create fragility within 
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the brand masculinities of Singha and Chang. The contradictions occur because some images 
of Singha and Chang that are associated with the conservative values and modernity. In other 
words, it is as if there is a struggle between the traditional ideal Thai male concept and the new 
Thai ideal men. For instance, with the Singha brand masculinity, the conflict occurred between 
the Monarchy Loyalty (ML) and the CSR image, which related with conservative values, 
whereas the Inspirational Capitalist (INS) image related to modern men. Similarly, Chang’s 
Cosmopolitan image represented the form of modern men conflicted with the Thai Nationalism 
and CSR image that related with conventional values. Arguably, in terms of the marketing 
perspective, the differences between the masculine representations could positively benefit 
brand promotions and sales because they capture a diverse range of targets, including the old 
traditional consumers and the young generations.  
 
More specifically, it is noticed that Singha and Chang have commonly shared three values, 
which could be regarded as the key dynamics when creating their ideal masculine images for 
selling their brands (See Figure 9.2). The three common social values that Singha and Chang 
brand shared are: 
 
 
 
Firstly, the notion of Thainess or love of Thailand that consists of three sub-values, (the so-
called three pillars of Thainess: Nationalism, Religion (Buddhism), and the Monarchy  
(Jorgensen, 1995a; Jory, 1999). These three sub-values influence Thai cultural values. The 
Thainess is applied by mixing/hybridising with the transnational capitalist masculinities 
creating Singha and Chang ideal men, to compete against each other. For example, Singha 
constructed the ideal male image associated with the Monarchy, representing their male as a 
good person who should honour and love the king and the Monarchy. While Chang created 
their image of men, who are proud of being Thais, and love the nation/country.This enables us 
to see the amalgamation between two types of ideal male citizenship. 
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The second social value that is shared by Singha and Chang is the transnational capitalist 
masculinity (Connell and Wood, 2005). It is blended with Thainess. As a result, Singha 
constructed the Thai ideal of capitalist masculinity focusing on ‘inspiring people to achieve 
their goals in life’. This image represented masculine forms related with the ambitions, 
inspirations and high drives to achieve goals in life. Furthermore, this image also involved 
thoughtful, friendly and sincere people, who are influenced by Buddhist traditional values 
which are obtained as part of Thainess. Whereas Chang contrarily created the construct of 
transnational masculinity that is associated with the Cosmopolitan image, representing the 
universal man (Daniel PS Goh, 2015). In this respect, it represented Chang men who are well-
rounded, have universal aspirations and graduated from western educational institutions. 
However, this Chang Cosmopolitan image is a new brand image that Chang recently 
constructed after re-positioning the brand. It will take time for the targets to recognise this new 
direction, compared with the old Chang brand image of Thai nationalism, and Singha capitalist 
masculinity. 
 
Lastly, the global concern (a global marketing trend) with Corporate Social Responsibility 
(CSR) is another concept that Singha and Chang have in common. This concept has been 
combined with those two approaches that were mentioned, representing the Singha and Chang 
masculinity. However, both were presented with different focuses. The Singha CSR 
masculinity represented an ideal image of men conserving the environment, Thai cultural 
heritages, and Thainess. However, Singha’s CSR image represented a portrayal of a 
father/parent associating with the nation’s art, folk wisdom, culture, Buddhism, history, royal 
dynasty, and environments, but in the context of the future nation, whereas Chang created the 
CSR image related specifically as the hope for the rural people.  
 
Consequently, from these lived masculine representations that are extracted from the Thai men 
in apparent everyday life, images are applied to promote sales through the mass media or 
various marketing communications. Thus, the next section discusses the dynamics of the 
marketing communications that Singha and Chang employed. 
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9.4 The use of marketing communications of Singha and Chang brands for gaining 
consumers’ consent 
 
Evidence in this thesis found that the marketing communications such as advertising/PR 
through mass media, music and sport marketing events are the key dynamics for Singha and 
Chang, used for brand building for gaining target consumers’ popular approval or public 
consent. The marketing communications or what is commonly known as the Integrated 
Marketing Communication techniques (IMC) are importantly applied for brand building efforts, 
by trying to reach most contacts with target consumers in everyday life; for example, 
advertising/PR through mass media (radio, TV, Billboards, newspapers, magazines, internet), 
special events (music or sport) and so forth (Belch et al., 2012; O'Guinn and Semenik, 2012). 
IMC or various marketing communications could bring ‘consumers to have contacts with or 
receive information about a brand in store at points of sales, through articles or stories they see 
or hear, or read in the mass media; or though interaction with the company representative, such 
as a sales-person’ (Belch et al., 2012, p.17). Correspondingly, Pine and Gilmore (1998) argued, 
the significance of brand building creating the brand/products’ experiences in the present time 
is that: ‘in today’s service economy, many companies simply wrap experiences around their 
traditional offerings to sell them better… [Brand] experiences are inherently personal, existing 
only in the mind of an individual who has been engaged on an emotional, physical, intellectual, 
or even spiritual level. Thus, experiences are not exclusively about entertainment; companies 
stage an experience whenever they engage customers in a personal, memorable way’ (Pine and 
Gilmore, 1998, p.98 & 99). Thus, from this it is evident that Singha and Chang have 
significantly employed sophisticated advertising/PR through the media, alongside marketing 
activity such as football and music events, as their key strategies for building up the brand 
images, gaining consumers’ awareness or public consent.  
 
Alongside this, it has been found that Singha and Chang have the same pattern of using 
marketing communications to promote their brands. It can be seen that both will usually start 
from airing their advertising films promoting their ad campaigns, representing their brand 
images. This will then be followed by the publicity/PR slots promoting the upcoming sport or 
music events that Singha and Chang sponsor, building the brand awareness and experiences 
amongst target consumers. For example, to promote the ad campaign ‘Singha the brave-hearted 
men, the fighting men’, representing the inspirational-capitalist man Singha used three key 
communication tools building the brand awareness and experience towards target consumers. 
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Firstly, Singha will start from the advertising films airing on television, and then will follow by 
releasing PR slots promoting the events such as music or friendly football matches with 
Manchester United/Chelsea. Along the same way for Chang, in order to promote the ad 
campaign ‘live life as you mean it’, representing the brand image of the cosmopolitan man. 
Chang will firstly start from airing the film ad on television, and then will follow by promoting 
the music and sport events by using PR slots like Singha.  
 
More specific to the advertising strategy used in Singha and Chang adverts, the qualitative 
content analysis found that Singha and Chang commonly used the emotional appeal in the 
adverts promoting their brands, in relation to the constructions of various sophisticated ideal 
male images. In other words, it can be argued that Singha and Chang both tried to exploit the 
emotional appeal of advertising creating positive attitudes toward their brand images. However, 
one might question why Singha and Chang use the emotional advertising for their brand 
building, rather than using the rational ad appeals telling people the benefits of drinking alcohol. 
This is because alcohol is regarded as a controversial product, which arguably is harmful to 
health and can cause violence within a society, and for this reason it is difficult to apply any 
rational appeal of the product to the adverts (Jernigan, 2004; Babor, 2010; Gunter et al., 2010). 
More specifically, in the Thai context apart from the human health concern from alcohol 
drinking, the Thai government also strictly controls alcohol products’ packaging with regard to 
sex-appeal adverting and also prohibit using persuasive wordings/contents or invitations to 
drink in the advertising. This is why emotional ad appeals that talk about how to be good people 
in Thai society for the nation, Buddhsim and king are importantly mentioned in the adverts, and 
sex appeal ads have disappeared from Thai alcohol advertising since the launch of new 
regulations in 2008. As a result, the feel-good ads are importantly applied and very successful 
in the Thai context as it encourages positive attitudes towards target consumers, as well as 
benefitting the overall company brand image, whereas a rational advertising appeal has never 
featured in the adverts.  
 
For example: Singha applied a kind of feel good advertising, emotionally built up the feeling 
good of being a good person who loves, honours and is loyal to the king, queen and the royal 
family. In other words, Singha emotionally built up the image of the ideal Thai male citizen 
who loves and is loyal to the king and monarchy. As well as this, a kind of feel good ad has 
also been applied to promote the campaign ‘Singha the brave-hearted men, the fighting men’, 
in order to represent the ideal image of the inspirational-capitalist man who works hard to 
achieve things in life and kindly wants to inspire others to follow their dreams and make it 
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happen. Along the same way, a kind of feel good ad or emotional ad appeals were also applied 
by the Chang brand. As can be seen in the campaign slogan, ‘Live life you like mean it’, which 
represented the ideal type of cosmopolitan man who is well-educated, works hard, and enjoys 
living life and facing challenges. The advert tried to build up the feeling good of people who 
happily enjoy doing something and working to make it good with something such as Chang 
men who love playing football or music, in their campaign themed on the slogan ‘Live life you 
like mean it’.  
 
In terms of the music and sport marketing activities, Singha and Chang tended to apply both 
music and sport as the key dynamics to build the brand awareness and experiences. In other 
words, positive attitudes towards the brands are built, as well as applying the lifestyle activities 
of music and sports to build the brand experiences, and the brand awareness. However, the 
brand ambassadors that are used to represent the brand images are different. This can be seen 
with regards to music. Singha employed ‘Asanee-Wasan’, which is regarded as a popular rock 
band among urban or middle-class people, to promote the image of the capitalist man, who 
works hard to achieve his goals in life. In the past, before repositioning their brand image, 
Chang employed ‘Carabow’, which is regarded as a popular rock band among labourers or 
people in rural areas, to promote the brand image that was associated with Thai Nationalism. 
Now, Chang used ‘Toon Bodyslam’ the rock star popular amongst young people to promote 
the campaign ‘live life as you mean it’, representing its brand-new image of the Chang 
cosmopolitan man. At some points, this comparison enables us to see the different brand 
identities of Singha and Chang. Singha’s brand image tended to relate to middle-class, urban 
and adult professional targets representing diverse prestigious male images. Whereas Chang’s 
brand image tended to impress the ordinary working class people, or target consumers who live 
in rural areas, and now Chang is trying to capture young people, as can be seen from its brand-
new image of the cosmopolitan man. 
 
Noticeably, in terms of the diversities of images used in Singha and Chang adverts for 
promoting their brand images, evidence presented in this thesis found that the images of 
gays/homosexuals/lesbians are absent from Singha and Chang advertising. However, the 
diverisities of images of retired adults, disabled people, children, hill tribes and academic 
scholars were significantly presented in Singha adverts. For example, see Figure 7.3, this can 
be seen in the Singha adverts that represented the brand image of monarchy loyalty employing 
the king’s motto or an instruction for living life (‘Smile and keep on fighting’), as the key form 
of storytelling to encourage people to keep on fighting, not giving up due to any crisis in life. 
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The adverts have employed a variety of people from different social classes, such as retired 
adults, disabled people, children, ordinary working class people, celebrities, businessmen and 
so forth. This was in order to imply that all the crises in life faced by every social class of people 
are incomparable to what the king had to sacrifice to develop the country to create a higher 
standard of living for his people. In other words, the adverts tried to show how all Thai people 
from all social classes have love and loyalty to the king/queen and royal family. Along the same 
lines, Singha also used the same method, in the Singha ad campaign ‘Singha the brave hearted 
men, the fighting men’ that represented the ideal male image of inspirational-capitalist. Again, 
Singha used diversities of people from various social classes revealing their life stories, how 
hard they tried to become proud and successful people, achieving things in life and the 
challenges they had faced. The adverts tried to imply that no matter who you are or what social 
class you are from, anyone could be a hero or achieve things in life, just working hard for it and 
being nice to each other. However, when comparing this significance of using the diversities of 
people in the Chang adverts for a brand promotion, it is evident that none were found like in 
Singha. Thus, from this implication it could be argued that Singha tends to pay attention to 
portraying the diversities of people in their adverts, more so than the Chang brand. 
 
 
Figure 9.3 Singha portrayed the diversities of people such as hill tribe people, an old traffic policeman, a retired man, disabled 
people, and a poor street performer. This was in order to show that everyone can be good people or heroic in the society, 
achieve their dreams in life, if they work hard for it, and follow the king and Buddhism’s instructions about living life.  
 
Alongside this, in the future in terms of media types that will be used as the key dynamic for 
brand promotions, according to the interview with the Singha and Chang MDs, both have a 
different perspective towards the type of media that should be used in the future. This can be 
seen, since Singha will apply the internet/social media as the key media communicating with 
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their target consumers for gaining public consent, whereas Chang still prefer using the 
television as the key media for its brand promotion. Since, most people in Thailand across the 
country can be reached by TV, compared with the internet/social media. For instance, the 
Singha MD stressed that social media will be the hope of the future for Singha brand promotion 
to keep up to date with the changes in consumer lifestyles and a modern society that tends to 
rely on technology (Mangold and Faulds, 2009; Asur and Huberman, 2010). Nowadays many 
brands tend to promote themselves by letting people share the content or clips from internet 
bloggers or pages. This means the brand can communicate directly with targets, and spread the 
news by word of mouth widely and quickly (Mangold and Faulds, 2009; Asur and Huberman, 
2010). In other words, it shows that Singha aims to capture the middle class, professional, urban 
people who are actively used to social media and technology, rather than mainstream media 
like TV which is strictly controlled under state regulations. As Siriyuvasak (2007, p.1) argued, 
in Thailand ‘the internet [or social media] is popular among the business community, education 
institutions and students, the media and active citizens. It is a medium largely accessed by the 
educated and young people’ (Siriyuvasak, 2007, p.1). However, the current legislation 
concerning alcohol advertisements is not yet applicable to the internet/social media. This 
legislative gap could allow Singha to apply the same – or new - adverts that air on television to 
the internet/social media, which directly contact its target audiences. The Singha MD stressed 
that:  
 
‘…If you use an internet channel, you will have the exact audience you choose. You 
can also have a group of viewers from TV. Asked if TV is the most important media, I 
think not. You can check viewers of some online series, bloggers, and web pages. They 
make quite a high impact. It may be a lot more than a free drama on TV. Like… the 
Gangnam Style music video was watched by 4-5 billion viewers on YouTube. That is 
more than the American population. So you do not need to use TV, but you have to 
know how to use the media and how to communicate with the audience’ 
 
The perspective of the Singha MD confirmed that the internet/social media would be a potential 
channel with which to communicate with target audieneces in the future. Noticeably, promoting 
the brand on social media could be advantageous for Singha in several ways; for instance: 
customer relationship management in real time, and building the brand awareness and loyalty 
directly with the target audiences (Mangold and Faulds, 2009; Nicholls, 2012). Posting on 
social media means it could be repeated often, and interact with targets in real time, which 
would benefit the brand in terms of reminding consumers.  
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Chang traditionally wanted to use television as the key medium promoting its brand with target 
consumers. However, using social media/internet like Singha might not have the desired 
impact. Chang still wants to position its brand as a product for everyone including the majority 
of people living in rural/upcountry across Thailand, so that using television remains the best 
choice for Chang developing its brand promotion. This can be seen from the Chang MD’s 
perspective when he emphasised that: ‘…TV is still one of the main media channels for Chang 
to communicate with the target audiences… We have to accept that TV is the most accessible 
medium and that it reaches people nationwide’. This statement seems to suggest that, even 
though Chang is in the process of re-establishing the new brand image looking more modern, 
using television remains the key media dynamic for communicating with target audiences. TV 
is the most accessible medium in Thailand (Siriyuvasak, 2007). For this reason, Chang will still 
apply the television media as the key for its brand promotions building up public consent.  
 
At some point, the way media/marketing communications are used reflects the importance of 
how Singha and Chang are conscious of their brand promotional approach, which is of course 
associated with the masculine representations, as shown by both the Singha and Chang MDs 
commenting on the money spent on advertising and branding each year. Even though there are 
several conditions that are strictly controlled by the state, alcohol brand promotions still remain. 
For instance, the Singha MD admitted that over 1000 million Thai Baht (about £18.18 million) 
is spent on advertising and branding each year. Whereas, the Chang MD revealed that there was 
over 2 billion Thai Baht spent for brand building. This amount of money spent on the 
media/marketing communitions demonstrates that they are concerned with the significance of 
brand building, maintaining or gainin the public consent or brand popularity.  
 
Alongside this, to evaluate the public consent or brand popularity on the brand building 
approach, the Singha and Chang MDs viewed it differently. The Singha MD confirmed the 
success of the branding approach by the increased sales volumes:  
 
‘…I consider the sale volume. Seriously, I do not mind how you make the advert, or 
how good or creative your advertising is: everything can be demonstrated by the sales 
volumes. And if it does not support sales, it will have failed. Your advertising may be 
admired by people across the country, but if it does not raise the sales volumes, I will 
consider it failed’ 
 
Meanwhile the Chang MD suggested that the KPI (Key Performance Indicators) or impact 
factors of the ad campaign is the way to evaluate the branding approach for Chang. He 
commented:  
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‘…We have both short and long evaluations…. we will set a key performance indicator 
depending on what the event wants to deliver…. For instance… We have to define how 
many people we would like to be reached, how many people like and dislike the ad 
campaign. That is how we set the key performance indicators’ 
 
Consequently, from the competing nature of media/marketing communication used by Singha 
and Chang brands applying for brand building or gaining public consent, it is demonstrated that 
the advertising/PR though mass media, and music/sport marketing activities are the key 
dynamics used in the selling war between the Singha and Chang brands. In other words, these 
kinds of marketing communications are applied as the instrumental to articulate the 
masculinities, promoting their brands for winning/gaining consumers’ consent, with the aim of 
achieving for the hegemonic brand position in Thai society. As Carter and Steiner (2004) 
emphasised, the media (or in this context marketing communications) importantly have their 
long-acknowledged power to represent “socially acceptable” ways of being or relating to others, 
as well as to allocate, or more usually withhold, public recognition, honour and status to groups 
of people’ (Carter and Steiner, 2004, p.1).  
  
9.5  Conclusion 
  
The case study of Singha and Chang reveal how Thai leading alcohol companies use 
representations of men to develop ‘brand masculinities’ in order to sell their alcohol products 
in Thailand. Singha and Chang extracted their ideal masculine representations from lived Thai 
masculinities and forges them into a brand masculinity, primarily through the significance of 
Thai conventional values. More specifically, to maintain or gain the brand awareness/popularity 
for the hegemonic brand position in the Thai alcohol/beer market, Singha and Chang created 
various brand images to build up their brand masculinities, by commonly centering on the 
apparent everyday lives of Thai men, with aspects such as the ideology of Thainess, CSR, and 
the form of the transnational capitalist man. It can be seen that Singha represents three types of 
ideal masculinities themed on how men can be men in Thai society, with aspects such as 
monarchy loyalty, inspirational capitalist and CSR-caring men. Whereas Chang is a challenger 
brand, and aims to deconstruct the Singha brand by representing its other three forms of Chang 
men: Thai nationalist, cosmopolitan and CSR-caring men. Alongside this, the advertising/PR 
through the media, music and sport activities are also commonly employed as the key 
communication dynamics for their brand buildings competing with each other. Arguably, it is 
as if there is a struggle of two ideal types of men and masculinities competing for a hegemonic 
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position. At some points, the various ideal brand images of men and masculinities that are 
represented in Singha and Chang brands could be reflected as manuals on masculinity guiding 
how men become men in the Thai cultural perspective, through the Singha and Chang brand 
masculinities’ representations.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
267 
Chapter 10. Conclusion 
 
 
10.1 Introduction 
 
To summarise, this thesis examined leading Thai alcohol companies use brand masculinities to 
increase their consumer market share in Thailand; it reviewed television adverts aired in 
Thailand from 1 January 2009 to 31 July 2013, after the amendment of state regulations on 
alcohol advertising in 2008. Due to the fact that the new regulations forbid both the use of any 
persuasive or sexual appeal in advertising content and the showing of products’ figures or 
packages in the media, only adverts that encouraged people to make social contributions were 
permitted. Importantly, two Thai multi-national companies own most alcohol brands in the Thai 
alcohol market; these are the Singha Corporation, who produces Singha beer, and Thai 
Beverages, who produces Chang beer. For this reason, this thesis drew upon two case studies 
on Singha and Chang’s beer brand masculinities. To explore this process, the thesis employed 
three methodological approaches. Firstly, a qualitative content analysis of television advertising 
applied to samples from the top ten most admired alcohol brands in Thailand exploring the 
leading brand masculinities. As a result, Singha and Chang were found to be the two leading 
brand masculinities. Then, in-depth interviews with Singha and Chang executives and focus 
groups exploring audiences’ brand perceptions were applied. Ultimately, this thesis argues that 
there is a struggle between Singha and Chang brand masculinities for the hegemonic brand 
position in the Thai alcohol market. In the meantime, due to state regulations and cultural 
constraints, the masculinity constructed by alcohol brands promotes new ways and forms of 
masculinities; they tend to represent ways to be a good, Thai, male citizen. This chapter presents 
a summary of the findings, and the recommendations and implications for further research.  
 
10.2 Summary of Findings 
 
The leading Thai alcohol companies use brand masculinities in order to achieve market 
dominance. According to the cases of the Singha and Chang brands, it was found that the 
companies extract representations from real life Thai masculinities and construct them into 
brand masculinities. As such, companies can be seen to seek to inject particular values such as 
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loyalty to the monarchy, Thai nationalism, inspirational capitalism, cosmopolitanism and care, 
following Buddhist traditional norms, in order to appeal to men across Thai society. Alongside 
this, various marketing communication, or so called Integrated Marketing Communication 
(IMC), such as advertising/PR, music and sport marketing activities are employed to build 
brand awareness and brand experiences increasing consumers’ admirations (Pine and Gilmore, 
1999; Schmitt, 2000; Douglas B. Holt, 2003b; Douglas B. Holt et al., 2004; Belch et al., 2012; 
O'Guinn and Semenik, 2012). 
 
More specific to the cases of Singha and Chang, evidence in this thesis affirms that Singha is 
the dominant brand, creating a hegemonic brand masculinity in order to increase its product 
appeal. It is suggested that Singha’s advertising dominates the three key parameters that this 
thesis examined; namely, (i) the top alcohol/beer market sales in Thailand, (ii) the top ten of 
Thailand’s most admired alcohol brands, and (iii) the top alcohol advertising on Thai television 
during the specified period. The unique characteristics of the Singha brand are as follows: 
modern Thai man, kind, middle class, professional, successful, leadership qualities and being 
strongly aware of ‘Thainess’ (i.e., love of the Thai nation, Buddhism and the king). To reflect 
these key characteristics, Singha represents particular values: (i) men who strongly love and are 
loyal to the king and monarchy, i.e., so called ‘monarchy loyalty’; (ii) men who work hard to 
achieve things in life and want to inspire others to make their dreams happen, i.e., the so called 
‘inspirational capitalist man’; and (iii) men with social responsibility regarding Thai cultural 
heritage (i.e., the nation, Buddhism and the king) and the environment etc., that is, the so called 
‘corporate social responsibility (CSR) man’. At some points, Singha represented these kinds of 
values/brand images as the ideal male Thai citizenship persuading target consumers in order to 
sell its products. 
 
On the other hand, Chang is the challenger brand; it is ranked as the second most dominant 
brand in alcohol sales (Euromonitor International, 2013a) and it had the second largest number 
of adverts aired on television during the period studied. Chang is trying to construct a market-
winning representation of its brand masculinity; it is trying to promote a masculinity that, in 
many ways, is designed to endorse a particular kind of hegemonic brand masculinity and, in the 
process, subordinate the masculinity that is promoted by Singha. Evidence presented in this 
thesis found that the key characteristics of Chang are as follows: an authentic Thai man, 
friendly, down to earth, strongly aware of Thainess, especially the love of the Thai 
nation/country. This can be seen from Chang’s original brand image of Thai nationalist men 
and CSR men; that is, caring people in rural areas, who are friendly and aware of notions of 
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Thainess, especially the significance of love of the Thai nation/country, and being generous in 
helping others who lack of opportunities in life. However, Chang, at present (2016), is in a 
period of transition, re-establishing its brand image in order to take advantage of promotions to 
gain higher market consumption within the Thai alcohol/beer consumer culture. Currently, the 
Chang man is perceived as an old man, low educated, rural, labour and low prestige, which are 
unlikely attributes for building a successful brand image. Therefore, the new look that Chang 
is currently trying to establish is the cosmopolitan man; that is, a young, modern, Thai man who 
is aware of their love of Thailand, well educated in Western countries and who enjoys life and 
its challenges. Consequently, it can be seen that there are three themes to Chang men: the Thai 
nationalist, the CSR man caring for people in rural areas and the cosmopolitan man.  
 
More specifically, evidence in this thesis found that there are three key dynamic values that 
Singha and Chang commonly employed when creating their various male brand images 
promoting their brand masculinities. These are: the ideology of Thainess (love of nation, 
religion and the King), the transnational form of business masculinity, and the CSR approach. 
However, implications of the research carried out in this thesis suggests that Thainess is the key 
notion that Singha and Chang employ when representing their brand images/values. It could be 
said that the symbolic values embedded in Singha and Chang’s masculine representations are 
compromisingly blended between with the modern and the Thai conventional forms, hence the 
hybridity. This is for commercial purposes.  
 
Alongside this, according to the overall findings, in terms of the men’s body and physicality, 
the implication of the findings reveals that the projections of Thai men’s bodies and physicality 
were absent from the Thai alcohol promotions. This is because the changing of state’s 
regulations that not allow to advertise the sex appeal contents on the alcohol brand promotions 
in Thailand. So that, the portrayals of men’s bodies as resources of self-expressions of 
individuality like in the western context (Gill et al., 2005; Nowosenetz, 2007; Alison J. Towns 
et al., 2012). However, the implication of the absent projections of Thai men’s bodies in Singha 
and Chang brand promotions, seem to suggest that the good acts of men and masculinities are 
far more important to become masculinity, -good act is far more than you do for yourself. As 
can be seen from the implication of the overall men and masculinities tended to project 
involving with the ideal forms of good Thai men that link to the collectivist values such as 
national identity, community and cultural citizenship, loving of Thai nation, Buddhism, and the 
king.  
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Besides, evidence in this thesis found that the various marketing communication or IMC 
techniques such as advertising/PR through mass media, music and sport marketing activities 
are importantly applied as the dynamic communication tools to build up Singha and Chang’s 
brand awareness and to compete with each other for the hegemonic position in the market. This 
can be seen in that Singha and Chang tend to employ an emotional appeal associated with the 
masculinities to construct symbolic meanings when representing various ideal men in the 
adverts. Alongside this, sport and music activities such as friendly football matches or rock 
music concerts are also employed to promote the campaign. This can be seen in that Singha 
sponsored the Asanee-Wasan Rock concert and the Manchester United and Chelsea Football 
Clubs; at the same time, Chang sponsored the Carabow rock concerts, Toon Body slam, and 
Real Madrid and Barcelona Football Clubs. Noticeably, only marketing activities that relate to 
the men and masculinities are importantly employed for the building of brand masculinities.  
  
Notwithstanding, when considering with the history and longevity of the Singha and Chang 
brands, both have been competing against each other to be the market leader for decades. It can 
be seen that about two decades ago, Chang was the hegemonic brand with their representations 
of masculinity exploiting Thai nationalism as the key image for its brand promotion. A decade 
later, Singha has deconstructed the Chang brand image and articulated new forms of 
masculinities in the wake of changes in society and alterations in consumers’ lifestyles. As a 
result, Singha has become the hegemonic brand of masculinity in Thai alcohol consumer culture 
at the moment. This could be regarded as a struggle between the two brand masculinities, 
constructing and deconstructing the idea of actual Thai masculinities for brand promotions. 
However, in the next decade, it is unknown who is going to be the hegemonic brand. The brand 
that can conform to social change and other emerging cultural conditions could become the 
hegemonic brand in alcohol consumer culture.  
 
10.3 Significance of the research  
10.3.1 A contribution of brand masculinity  
 
This study contributes original knowledge about the power dynamics of brand masculinities in 
the alcohol drinks brands. The research employed the notion of masculinities proposed by 
Connell (1987; 1995; 2005) as the key to exploring the use of masculinities in the alcohol drinks 
brands. The literature review of the field suggested that there are no studies investigating the 
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power dynamics of brand masculinities in product branding. For instance, the studies of Aaker 
(1997), Grohmann (2009) and Azar (2013) all rely on the (sex) role approach; they regard 
(brand) masculinity as an object, that is, as a set of human personal traits or a fixed type, using 
a validation of scale (quantitative method) to measure the contents/degrees of the masculinities 
attached to the brands. Arguably, this kind of role approach ‘underplays social inequality and 
power [and it is] unworkable [to employ] as a general framework for social analysis’ (Connell, 
2005, p. 26). In other words, this approach could not apply as a framework in a study of brand 
masculinity that explores the cultural and power dynamics in product brand promotions. 
Alongside this, there are some studies (Hirschman, 2014; Holt, 2003a; Gee & Jackson, 2012) 
that rely on social constructions of masculinities in product promotions; however, arguably, 
they all disregard the power dynamics in brand masculinities to achieve the hegemonic brand 
position in the market.  
 
Consequently, this thesis makes an original contribution regarding brand masculinity that not 
only explores ‘masculinities as configurations of practice’ (Connell & Messerschmidt, 2005, p. 
836), but also its power relationship amongst the product categories. It can be seen that in order 
to achieve market dominance in Thailand, the leading alcohol companies primarily tend to 
exploit the local everyday values of Thai men (Thainess) as the key dynamics for selling their 
products. It can be seen that the Thai leading alcohol brands tend to represent collectivist forms 
of men related to Thai nationalism, loyalty to monarchy and care following Buddhist traditional 
norms; whereas in the Western context, alcohol advertising tends to rely on transnational 
capitalism, individualisation and the objectification of women (Strate, 1992; Nowosenetz, 
2007; Babor, 2010; Gunter et al., 2010; Alison J. Towns et al., 2012; Gee and Jackson, 2012). 
For this reason, this study has developed original knowledge of brand masculinity. Therefore, 
the study is original in the field because it enables us to look at the significance of power cultural 
dynamics (locality) that could enable the brand masculinities to achieve the hegemonic brand 
position, especially in monarchical countries such as Thailand.  
 
10.3.2 A theoretical contribution of the masculinity theory 
 
Since the assumptions of hegemonic masculinity theory have been contested, it is important to 
examine this theory in relation to the case study of the Singha brand, which employed 
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masculinities for brand promotion and the sale of its products. The following are the 
contributions to hegemonic masculinity theory found from the Singha case study.  
 
The formation of hegemonic masculinity  
According to Connell and Messerschmidt (2005), the term masculinities is defined as 
‘configurations of practice that are accomplished in social action and, therefore, can differ 
according to the gender relations in a particular social setting’ (p. 836). More specifically, they 
mentioned a formation of hegemonic masculinity whereby ‘many men who hold significant 
social power do not embody hegemonic masculinity… certain masculinities are more socially 
central, or more associated with authority and social power than others’ (p. 838 & 846). This 
emphasis has brought a degree of ambiguity to the question of how hegemonic masculinity is 
embodied as men who hold great social power do not embody an ideal masculinity. Therefore, 
there is some confusion regarding who actually demonstrates hegemonic masculinity, whether 
it is men who wield institutional power in society that relates to political mechanism, or if it 
actually refers to a type of man as a hegemonic and cultural ideal. As Beasley (2008) argued, 
there is ‘a slippage between its meaning as a political mechanism tied to the word hegemony-
referring to cultural/moral leadership to ensure popular or mass consent to particular forms of 
rule-to its meaning as a descriptive word referring to dominant (most powerful and/or most 
widespread) versions of manhood, and finally to its meaning as an empirical reference 
specifically to actual groups of men…’(Beasley, 2008, p.3). 
 
To solve this confusion, Beasley (2008), therefore, suggested narrowing the concept of 
hegemonic masculinity by referring to a political mechanism as a political ideal. She argued 
that ‘to refer to dominant actual men and their characteristics is certainly understandable 
pedagogically and in the context of political activism, in that it gives gendered power a human 
face, a visceral reality, and makes the term more accessible and less abstract’ (p. 4). This is 
because, ‘…characterising hegemonic masculinity in relation to a narrowed meaning as a 
political ideal prevents a slide toward depictions of men with institutional power and instead 
concentrates the term on its legitimating function, which may or may not refer to men with 
actual power. Such a clarification enables us to acknowledge the hegemonic significance…’ 
(Beasley, 2008, p. 10).  
 
By exploring how the alcohol companies create the ideal masculinities for selling their products 
in Thailand, evidence in this thesis found that the leading alcohol companies tend to employ 
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the local values (Thainess) that is related with the political mechanism, as the key dynamic in 
formulating their ideal Thai masculinities and promoting their products; this notion includes 
loyalty to monarchy, Thai nationalism and Buddhist traditional norms. More specifically, as 
discussed in the chapter on Singha and Chang, the notion of Thainess that formulates these 
three ideal forms of Thai masculinities was originally constructed by King Rama VI (1910-
1925) and reconstructed between 1940-1960 during the government of FM Phibun Songkhram, 
the Prime Minister. Literature reviews suggest that, during both periods, Thainess was applied 
politically for the process of nation building, constructing national identity, and for linking with 
the holy trinity of Thai identity (Reynolds, 2004, 2014; Thananithichot, 2011). If we consider 
only these two periods, it could be said, as Beasley (2008) suggested, that the formation of 
hegemonic masculinity in Thailand was historically related to political mechanisms such as the 
king and state power. 
 
However, according to the current case of the Singha and Chang brand masculinities, which 
exploit the concept of Thainess to reconstruct ideal Thai masculinities for product promotion 
in Thailand, it could be said that the hegemonic masculinity is also related to economic 
mechanisms, i.e., brand promotional culture. As can be seen from Thai alcohol companies such 
as Singha and Chang, building up the ideal Thai male brand image links with the three pillars 
of Thai identity (love of nation, Buddhism and the King) to sell their products in Thailand.  
 
Consequently, according to the evidence presented in this thesis, it can be seen that the 
formation of hegemonic masculinity in Thailand is associated with both political (the King and 
the state) and economic mechanisms. This means that to consider hegemonic masculinity as a 
‘political ideal’ might not accurately represent the actual dominant group of men, as Beasley 
(2008) suggested with regard to the Thai context; rather, we should also understand hegemonic 
masculinity as a commercial ideal. In other words, this study is likely to suggest that we should 
regard hegemonic masculinity as not only referring to political mechanisms, but also to business 
and commercial mechanisms. This is because both mechanisms are associated with formations 
of the actual dominant group of men in Thai society. For this reason, this contribution to 
knowledge could be regarded as the theoretical development of hegemonic masculinity.  
 
Besides, this study has also contributed to knowledge about the complex formation of 
hegemonic masculinity by using Christensen and Jensen’s (2014) ‘intersectionality’ or 
‘intersectional approach’ for analysis. As Christensen and Jensen (2014) noted, the advantage 
of this type of approach is that, ‘it is well suited for multilevel analyses that are able to grasp 
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the interplay between structures at the macro level and identities and practices at the micro 
level. This means that overall gendered power structures are not excluded from men’s everyday 
social practice, and the constructions of sense-making masculinities. It remains, however, an 
empirical question how they impinge on concrete social contexts’ (p. 71). By which, this 
approach would make possible multifaceted and process-centred analyses, where different 
social categories are understood as mutually constitutive. Forms of social differentiations other 
than gender (class, race/ethnicity, age and sexuality) will, thus, influence, shape and construct 
masculinities. An intersectional approach is suitable for multilevel analyses that are able to 
grasp the interplay between structures at the macro level and identities and practices at the micro 
level. This means that, overall, gendered power structures are not excluded from men’s 
everyday social practice and the constructions of sense-making masculinities. It remains, 
however, an empirical question as to how they impinge on concrete social contexts. 
 
This means that Christensen and Jensen’s (2014) proposed intersectional approach also enables 
us to explore the formation of hegemonic masculinity by considering what it intersects with. 
This suggests that we should consider class, race/ethnicity and gender because they empower 
the dominant position and privilege of some men by strengthening the legitimacy of their 
masculinity. Consequently, masculinity can intersect with other categories in specific 
configurations that challenge or even subvert male privilege. This can be seen in that hegemonic 
masculinity could gain power from patriarchy, i.e., men’s dominance over and oppression of 
women. Furthermore, hegemonic masculinity is also empowered by a hierarchical power 
relation between men. As Connell (2005) mentioned: ‘we must also recognise the relations 
between the different kinds of masculinity: relations of alliance, dominance and subordination. 
These relationships are constructed through practices that exclude and include, that intimidate, 
exploit, and so on. There is a gender politics within masculinity’ (p. 37).  
 
Consequently, Christensen and Jensen’s (2014) intersectional approach enables us to 
understand that in the western context, the formation of hegemonic masculinity(ies) is 
constituted through the variables of gender, race, class and ethnicity. However, using the 
intersectional approach also helps us to understand that, in the local context, Thai hegemonic 
masculinity is primarily formulated not through only gender, race, class and ethnicity, but also 
through the three pillars of Thainess. For this reason, this study contributes to knowledge of the 
complex formation of Thai hegemonic masculinity, which is constituted not through only 
gender, race, class and ethnicity, but also through the love of nation, religion and the monarchy.  
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A contribution to the knowledge of a particular hybrid masculinity: Thai hybrid masculinity 
 
In related to the contribution to the knowledge of hegemonic masculinity that found in this 
project, the implication of this research also reveals that the forms of Thai masculinities 
projecting for brand promotions are the hybridism. This can be explained that, as due to the 
impact of globalisation transformation in social, economic, and politic have been influenced to 
the development of the forms and practices of Thai masculinities in everyday life, bringing 
about the global modernity (i.e. the global forms of transnational business masculinity) 
blending with the local values (i.e. Thainess).  
Significantly, this paradox has enhanced into the new forms of Thai hegemonic masculinity, as 
the hybridism, fluidity, plurality not fixed, or not a stable object. As Aboim (2016) argued that 
‘nowadays men’s practices and identities tend to be multiple, hybrid, even paradoxical forms… 
[To a great extent] they are largely the development of contradictory forces contained within 
the traditional archetypes of masculinity’ (p.5 & 112). At some points, from this implication 
seems to suggest that we should not downplay the significance of the local cultural power 
dynamics, negotiating with the global influences, as can be seen from the Thai hybrid 
masculinities. 
 
Evidently, this can be seen from Singha and Chang representations of masculinities were built 
up relying on Thainess ideology (Nation, Religion (Buddhism), and the Monarchy (The King)), 
incorporating with the global forms of transnational business masculinity. As a result, these 
substantial features were therefore hybridised and formulated new forms of Thai masculinities 
mixing with the global values. For examples; the Inspirational Capitalism, Cosmopolitan, 
Monarchy Loyalty and Social Responsibility. By which, Singha and Chang had exploited these 
hybrid forms to generate and increase its consumer base.  
 
10.3.3 The knowledge contribution of the alcohol advertising in the countries where 
Buddhism norms and state regulations play as a critical role  
 
As noted in the introduction to this thesis, traditionally in Thai culture, the alcohol business has 
been regarded as a ‘sinful business’ because it conflicts with Buddhist religious instruction 
(Korpornprasert, 2007; Praew, 2010; Nai Wang Dee, 2011). The predominant religion of 
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Buddhism is a cultural constraint to alcohol manufacturers in Thai society. The Thai 
Government has sought to discourage people from drinking by launching state regulations 
controlling alcohol advertising and retailing. For instance; ‘Selling alcohol is prohibited 
specifically in temples or related religious places… During National or religious [Buddhist] 
holidays, the sale of alcohol is not permitted … Alcohol advertising that tries to use sex appeal, 
persuasive language, or highlighted is strictly prohibited, as are, the shapes of the products or 
packages...’(Office of Alcohol Beverages, 2008). These conditions influence how the alcohol 
manufacturers deal with their promotional strategies in order to comply with the regulations.  
 
Evidence in this thesis reveals that, in order to comply with the state regulations, alcohol 
companies make significant use of symbolic meanings and masculinities’ configurations to 
promote their products’ brands, as brand masculinities appealing target consumers across Thai 
society. It can be seen that the leading companies tend to construct the companies/brands’ 
symbolic meanings linked to the collectivist forms of Thai masculinities to sell their products 
and to build up consumers’ positive attitudes towards the brands (Belk, 1988; Wattanasuwan, 
2005). This is because the state forbids the use of either sex appeals, or persuasive language 
describing the benefits or portraying features of alcohol products. This is in contrast to alcohol 
advertising in the Western context where alcohol advertising tends to either rely on the forms 
of men and masculinities in the capitalist world; in other words, men who work hard and play 
hard, sex appeals, or men who look for rewards in life after working hard (Strate, 1992; Douglas 
B Holt, 2003a; Nowosenetz, 2007; Alison J. Towns et al., 2012; Gee and Jackson, 2012).  
 
For this reason, this thesis has contributed knowledge of alcohol advertising in highly restricted 
countries where religion (Buddhism) and the monarchy play a crucial role. In other words, this 
study is likely to suggest that in order to comply with the very strict state regulations of alcohol 
advertising, as is the case in Thailand, alcohol companies could employ conventional 
contents/values such as the collectivist forms of men and masculinities in everyday life 
constructing various masculine representations to sell their products. As can be seen from the 
case of Thailand, alcohol companies tend to exploit Thainess by linking it with the significance 
of men and masculinities and their companies/brands identities. In doing so, they build up the 
various ideal male brand images, which ‘serve as a vehicle through consumers’ experience 
myths that symbolically “resolve” the contradictions in society’ (Holt, 2003). At some points, 
such cultural constraints/regulations are arguably circumnavigated by their appeal to good 
causes, articulating forms of men/masculinities in new ways.  
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10.3.4 The methodological contribution 
 
The study draws upon a combination of different methodologies. First, a qualitative content 
analysis of television advertising was applied to samples from the top ten most admired alcohol 
brands in Thailand. As a result, Singha and Chang were found to be the two leading brand 
masculinities that make great use of masculinity to promote their brands. Next, in-depth 
interviews were conducted with Singha and Chang executives such as the marketing 
directors/top executives and the advertising executives; finally, focus groups exploring 
audiences’ brand perceptions were conducted. Significantly, these three key research tools 
enabled us to understand all dimensions of the communication circuit such as texts, messages, 
senders and audiences. 
 
However, the literature reviews suggest that no current studies cover all three dimensions. For 
the studies of the western context, alcohol brand promotion studies tend to use only one or two 
methods such as textual analysis and interviews with advertising creatives. Unlike the current 
project, most did not provide the perspectives of either the decision makers such as the 
marketing directors/top executives or of the target audience. For example, Gee and Jackson 
(2012) explored the uses of masculinity in the Speight beer promotion in New Zealand; they 
only used textual analysis of two advertisements to identify the represented themes, and then 
used an interview with the ad creator to understand why and how they made the adverts. 
However, this study did not examine audience perceptions and the viewpoints of the decision 
makers (i.e., marketing directors). Holt (2003), using interviews, explored how Steven Jackson, 
the Senior Vice President, Worldwide Account Director of DDB Chicago, created adverts for 
Budweiser beer in the US. These interviews provided a lot of interesting knowledge as to how 
he built up Budweiser beer as a masculine cultural brand by relying heavily on the myths of 
masculinity that symbolically resolve contradictions in society. However, this exploration only 
provided the perspectives of high profile men in the alcohol industry; therefore, both the 
perspectives of consumers’ and the advertising analysis were missing. More specifically, 
Sinsuwan (2012) conducted one of the most recent alcohol advertising studies in Thailand. She 
studied the symbolic meaning of alcohol advertising across all brands that sold in Thailand 
during 1998-2008; she used qualitative content analysis, explored the ads’ themes and 
employed focus groups to investigate consumers’ perceptions. However, this study did not 
focus on either the power dynamics of the brands or the perspectives of the message senders 
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such as the top executives or decision makers; this information could enable us to understand 
the policy or vision of the company as to how they built their alcohol brands in Thai society. 
Alongside this, Sinsuwan’s study was conducted before 2008, which was when the Thai 
Government lauched new regulations on alcohol advertising; whereas the focus of this study is 
post-2008 and how alcohol brand masculinity is represented in light of the new laws. Therefore, 
the focus of this study is to explore how alcohol brands symbolically use ideal masculine 
representations in their brand promotions in Thailand after 2008, covering all dimensions of the 
communication circuit, i.e., sender, message and audience.  
 
Consequently, this study has developed methodological innovations in the field that allows us 
to understand all dimensions of the media communication circuit such as messages, senders and 
receivers. More specifically, this study could provide the perspectives of the top executives of 
the leading alcohol companies in Thailand, which enables us to understand the significance of 
companies’ policies and visions in the brand building process and the exploitation of 
masculinities.  
 
10.4 Recommendations for Future Research 
 
By focusing on the Singha and Chang brand masculinities, this research is limited to the Thai 
context, despite the fact that the alcohol brands explored in this research sample are also 
promoted in a global context. Hence, a future study could also explore how Singha and Chang 
brand masculinities are represented in the global context as Singha and Chang export across the 
world. Alternatively, future research could use cross-cultural studies to compare brand 
promotions between countries in Asia, East Asia, Southeast Asia, or even a comparative study 
between Thailand and the UK, US or Australia. This is in order to see how the forms of men 
and masculinities are represented, whether they rely on collectivist or transnational capitalist 
masculinities’ values. How does East meet West? As such, we could employ discourse analysis 
to analyse texts, and interviews with top executives/creatives and consumers. This would make 
a solid contribution to knowledge about brand masculinity and alcohol brand promotions. By 
focusing on the Singha and Chang brands, future research could also explore how the 
organisations construct the masculinities themselves.  
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In the meantime, by using the same approach to alcohol brand masculinities, future research 
could explore the rise of international alcohol brands that also market products in Thailand. 
This is in order to investigate the how the global brands use masculine representations to 
appeal to Thai consumers. In other words, future research could explore how the global 
brands marketing in Thailand use global values such as transnational capitalism, or 
cosmopolitan norms in Thai society.  
 
In addition, this study only focuses on how brand masculinities in alcohol products achieve 
market dominance. To further build on the knowledge of brand masculinity, future research 
could be applied to other product categories such as cars, watches, perfumes and so forth, or 
across product types, so as to see other dynamics of brand masculinities.  
  
10.5 Conclusion  
 
Evidence in this thesis demonstrates that Thai alcohol brand masculinities are strongly reliant 
on Thai cultural heritage when marketing their products in Thailand. As can be seen from the 
significant relationships between local and global values in the alcohol consumer culture in 
Thailand. In other words, this reflects that the collectivist masculine forms seem to be the key 
over the global transnational capitalist masculinity when companies marketing their products 
in Thailand. Interestingly, the implications of this thesis is likely to challenge experts in 
masculinities to explore how we frame the relationship between the local and global cultural 
dynamics on formulating Thai masculinities.  
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Appendix 
Appendix A1: The semi-structured questions that used in the in-depth interview
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Appendix A2: sample of questionnaire and questions that used in the focus groups 
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Appendix A3 Questions for focus group 
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Appendix A4: The overall information of the focus groups’ participants 
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Appendix A5: A blueprint of the thematic analytic outcome 
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Appendix A6: A consent form for the in-depth interviews and focus groups (a draft 
form) 
 
 
 
 
 
 
297 
 
Appendix A7: A summary of the 10 alcohol brand samples 
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Appendix B1: The types of the adverts categorised by brand in detail, i.e. functions, characteristics, quantity of each ad spot aired. 
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Appendix B2: Details of the themes of the constructed contents categorised by brand 
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